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look how much more 


WESTINGHOUSE | 


a} New slant on styling 
—hit of the industry! 


All-new ... Tip-Top-Front-Tun- 
ing, down-slanted picture tube 
and window, slanted speaker .. . 
Westinghouse styling sells on 
sight! Mahogany or Limed-Oak- 
Grained Finishes plus beautiful 
decorator colors—al/ designed 
to match any room scheme. 





a 
_ 


E} Best-by-eye pictures 
—more selling features! 


Brightest Aluminized picture 
tube! Highest picture-tube volt- 
age! Exclusive picture circuits 
to end interference, increase sen- 
sitivity! Eye-Comfort Filter 
Glass decreases glare! Pictures 
start better—stay better—give 
you more to sell! 


FE) More behind the picture 
for dependable set life! 


There’s more for you to sell— 
like the “Silver Safeguard Cir- 
cuit,” special tube-saver circuits, 
interference-killing circuits . 
exclusive improvements that put 
Westinghouse years ahead and 
assure the most dependable op- 
eration ever! 










21" TABLE MODELS 
$159.95 AND $169.95* 


21" CONSOLES 
$199.95 AND $209.95* 







DELUXE 
CATALINA 
SERIES 


New decorator colors 
to harmonize with 
room furnishings, 
fabrics, paints. Clean, 
crisp cabinet lines 
featuring Tip-Top 
Comfort Tuning! Big 
picture in smaller 
cabinets—plus all the 
advancements devel- 
oped by Westinghouse 































: 17" Table Models 

Engineers. Sante Barbara, 916117, Cocos Brown. ........... $130.95 Hi Carmel, 924721, Cocos Brown.................. 
Boverty Hilts, DI9TI7, Ebony... 0... ceceeeeerees $149.95 a a dailies saaceokiel 21" Consoles 
Sun Valley, 920717, Cardinal Red, ...........06. $149.95 Monterey, 928721, Terra Cotta... ............065 $169.95 Capistrane, 965K21, Mahogany-Grained Finish .. ...$199.95 
San Fernando, 921117, Spruce Green, ........... Sante Clara, 929721, Spruce Green. ............. Granada, 966K21, Limed-Oak-Grained Finish ...... 













GET YOUR SHARE OF SALES AND PROFITS 
with the valuable Westinghouse Franchise 


YOU get much more with New Westinghouse Television . . . yo U CA aes t r $ U ny t 
rn aentaaeiall 


quality products plus the great name of Westinghouse. 
Ask your Distributor to show you how the Westinghouse 


Franchise means business . . . and lots of it! WESTINGHOUSE ELECTRIC CORPORATION 



























you get with 


TELEVISION 


5) Short line... 
longer profits 


Just 11 basic models in the 
line—top-performing, beauti- 
fully styled! The short line 
means less inventory and it’s 
priced from top to bottom to 
be longer in profits. The most 
popular set sizes . . . most 
wanted set models. 


‘ * 











4 More consumer acceptance 
for the Westinghouse name! 


Independent surveys prove it—the 
name Westinghouse has greater 
than ever world-wide consumer 
acceptance! Westinghouse 
“STUDIO ONE”—America’s 
best-selling dramatic program— 
helps build it, along with all the 
other advertising of Westinghouse. 


6 Step-up designed 
with profit in mind 


17", 21" and 24" screen sizes— 
plus a wide line of matching swivel 
bases and stands for table models 
give you the Industry’s finest op- 
portunities for step-up and add-on 
selling. All Channel UHF-VHF 
tuning available . . . or easy to 
convert with snap-in tuner, 


21" TABLE MODELS ONLY $199.95" 21" CONSOLES 24" CONSOLES 
CUSTOM 24" TABLE MODELS ONLY $239.95* $249.95 TO $279.95* $299.95 AND $319.95* 
RIVIERA : 


SERIES 


All-new look in tele- 
vision styling! Tip- 
Top-Front-Tuning 
makes it casier than 
ever to see and select 
channel numbers. 
Slanted picture tube 
and filter glass deflect 
glare. Slanted speak- 
er projects sound to 
ear. Custom-styled 
beautiful wood- 


re 


grained finishes match Se te 21" Consoles 
every teste. Smartest Grtcans, ; Genoa, 938K21, Mahogany-Grained Finish 24" Consoles 
ry ‘ 24" Table Models Parma, 939K21, Limed-Oak-Grained Finish Ferrara, 954424, Mahogany-Greined Finish 
S values in Television! Corsica, 950124, Mahogany-Grained Finish Turin, 941K21, Limed-Oak-Grained Finish Catais, 955K24, Limed-Onk-Grained Finish......... 
s Monace, 951124, Limed-Oak-Grained Finish Rochelle, 942K21, Mahogany-Grained Finish Montego, 956K24, Mahogany-grained Finish 





*All Prices Suggested Zone I Retail. 
All-Channel UHF-VHF Tuning $30.00 extra, 
(Matching swivel bases and stands, extra.) 


a” s Westinghouse 


TELEVISION-RADIO DIVISION - METUCHEN, NEW JERSEY 
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CALL vVOUR DISTRIBUTOR ABOUT 


Adshud-anng’ : 


EARLY BIRD HEATE 








R SPECIALS: 





CASH IN ON 











NEW PINK & CHARCOAL “™------- 


Heaterettes ... Pert, portable, practical 
in luscious colors of pink and charcoal. ... . 342295 
Deluxe model in ivory... .$14.95 


is to 


NEW TIMER CONTROL 


Automatic Heater .. . first time 
ever with built-in electric 12 hour 


timer and thermostat. . .$22995 











the 














FAM FORCED HEAT... COMBINATION FAN FORCED HEATER-DEODORIZER ... MEW HEALTH APPLIANCE... 
Automatic thermostat, AND RADIANT HEAT... Pushbutton controls, hi-low Electric Humidifier. Humidi- 
tip- over safety switch Automatic thermostat, heat, tip-over safety switch fies air, filters dust, smoke, 
Air-cooled case. tip- over switch and and light. Air purifier. pollen. Keeps air crystal clean. 

$1895 safety light ..,. $2495 $4995 $4995 
—EE aad al — S = aes I as 
WORLD'S FRESH'‘'ND-AIRE COMPANY 
LEADING MANUFACTURER OF a division ot CORY crore non 


AIR TREATMENT APPLIANCES 221 North LaSatie Street, Chicago 1, Illinois - Toronto 10, Canada 


id 
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Business Quick-Check. 


THE YEAR 
SO FAR 
("55 vs. '54) 


Latest Preceding Year 
Month Month Ago 






































SALES, factory, appl.-radio-TV index (1947-'49 = 100) 166 182 129 32.0% UP 

DEBT consumers owe on appl.-radio-TV ($millions) 279 277 273 1.9% BIGGER 
FAILURES of appl.-radio-TV dealers 20 27 36 26.1% FEWER 
RETAIL SALES total ($billions) : ¥ ee 5.3 nae 15.4 | V4 8.0% UP 
DEPT. STORE sales index (1947-'49=100) _ 123 116 VW) eae 
PERSONAL INCOME annval rate (Sbillions 301.2 3014 2867 3.8% UP 
LIVING COST index (1947-'49 = 100) a W44 W4.2 WS. 0.6% DOWN 
SAVINGS of cobain: annual rate ($billions) 16.6 15.3 18.8 _ 19.8% DOWN 
HOUSING starts (thousands) 129.0 132.0 116.5 20.0% UP 
AUTO output (thousands) 659.8 | 649.4 | 441 5 44.6% UP ea 


UNEMPLOYMENT (thousands) 





2,471 2,679 3,347 14.4% BETTER 


I ee 


RENDS 


The gun isn’t being aimed at the appliance-radio-TV business 


(Sources, in order: Electrical Merch, FRB, Dun & Bradstreet, Dept. of Commerce, FRB, 
Dept. of Commerce, Bur. Labor Statistics, Council Econ, Advisors, BLS, Ward's Auto 
Reports, Census Bureau) 


okayed will be stepped up a notch. Once done, this automatically 





but the industry may be hit anyway. 

That's the best way to sum up the current fuss over consumer 
credit. Experts are worned over (1) the rate of expansion of such 
credit and (2) the loose terms being offered. Actually, as the chart 
on page 221 of this issue shows, the biggest expansion has been in 
automotive credit. Financing of appliances and furnishings has 
undergone a much more conservative expansion. Similarly, the 
loose terms now being so freely criticized are found primarily in 
the automotive field. 








(One other difference between automotive and appliance credit 
should be considered: appliance paper isn’t so volatile. Styles 
change rapidly in the auto industry and a car depreciates rapidly. 
But an appliance has a considerably longer life span. People who 
change their cars every year or two may own a refrigerator for five 
to 10 years.) 

Despite the fact that appliance paper isn’t the culprit, the 
restrictive measures now being applied to consumer credit in gen- 
eral may hit appliance as well as automotive financing. 

But at this moment no one is sure. Only one thing looks certain: 
terms won't be loosened up any more than they have been, But 
this is of only academic interest to the appliance trade which has 
been sticking pretty largely to “normal” terms anyway. 

Will the new restrictions make credit any harder to get? Will 
they increase the cost of consumer borrowing? There are no good 
answers to those questions. Primarily, that’s because the whole 
concept of restraining inflationary tendencies by credit checks is 
a delicate one. As one Washington columnist put it recently, the 
government wants “to hold the credit reins tighter. There will be 
no sharp pull-up. That might make the horse stumble.” 

What is likely to happen is that the quality of credit being 
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acts as a check on the quantity of credit outstanding, If this comes 
to pass you should have no trouble with extending terms to good 
risks. The marginal buyer, however, may find it tough to get a 
loan approved. 

Remember, too, that there are good arguments which tend to 
demonstrate that today’s credit is not excessive. The recent ratio 
of debt to income is not much in excess of the former peaks 
(reached in 1951 and 1953). Delinquency rates are low and col- 
lections are good, 

Despite these arguments, however, there may be some tightening 
up of credit, perhaps on an area to area basis. You should remain 
in close contact with your bank and financing agencies, 


If you're following the month by month changes in the “Busi- 
ness Quick-Check” at the top of this page, you should make a 
note of three changes in the figures as reported this month. 

The personal income figure has been revised upward by the 
Department of Commerce. The revisions cover monthly figures 
from 1952 through June 1955. 

The personal savings figure has also been revised, downward. 

Finally, a new figure is included in this month's chart. Hereto- 
fore the first line in the chart has shown sales of appliances, Diff 
culties in compiling such a figure, however, have led to the substi- 
tution of a new figure covering output of major appliances and 
radio- TV. This index is compiled by Ex.ecraica, Mracnanpisinc 
using data in the Federal Reserve's index of consumer durable 
goods. 

You should keep one thing in mind while studying this figure, 
incidentally. The FRB issues both an adjusted and an unadjusted 

















(Continued on page 6) 
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TREN DS continued 





figure from which the index above could be compiled. The one 
shown in the table above is the unadjusted figure so that you can 
get an idea of how one month stacks up against another. But the 
fluctuations in such a figure are likely to be more severe than in a 
figure adjusted for month to month variations. For example, the 
most recent month in the chart above has an index of 166 com 
pared to 182 for the preceding month. If these figures were sea 
sonally adjusted both months would have a virtually identical 
index of about 174. : 


Don't overlook the possible effect on your business of last 





month's tightening up on housing terms. 





(Continued on page 8) 
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25% of your 
customers need 
a Car Radio 

















Surveys prove one out of four 
are red-hot prospects. Don’t 
a miss this extra business. 

\ ‘ 7 


And MOTOROLA CAR RADIOS 
have no installation problems 


Use Motorola Installation Depot. 
Or, do it yourself —in 20 minutes. 




























Get all the facts from your 
Motorola distributor 


a: MOTOROLA 


World's largest exclusive electronics manufacturer 
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MANUFACTURERS’ SALES 





1955 1954 % 
(Units) (Units) Change 

DEHUMIDIFIERS June 8,529 14,769 42.25 
6 Mos. 46,859 57,908 19.08 
DISHWASHERS June 23,504 16,954 +-38.63 
6Mos. 138,682 91,825 +51.03 
DRYERS, CLOTHES, Electric. June 53,593 20,178 +165.60 
6Mos. 396,078 211,604 +87.18 
. June 17,023 10,119 +-68.23 
6Mos. 135,840 82,366 + 64.92 
FREEZERS June 77,527 76,819 92 
6Meos. 374,921 352,569 6.34 
IRONERS June 6,017 5,185 + 16.05 
6 Mos. 43,264 44,808 3.45 
RADIOS, HOME June 181,930 226,350 19.62 
6 Mos. 1,350,510 1,313,271 2.84 
RADIOS, PORTABLE June 255,833 141,904 +80.29 
6 Mos. 1,170,288 843,039 +38.82 
RADIOS, AUTOMOBILE June 584,567 336,733 +-73.60 
6 Mos. 3,661,416 2,080,893 +75.95 
RADIOS, CLOCK June 182,605 132,668 +37.64 
6Mos. 876,675 649,356 +35.01 
RANGES June 105,088 85,854 +22.40 
6Mos. 717,001 588,164 +21.90 
REFRIGERATORS June 397,161 303,127 +31.02 
6 Mos. 2,263,165 1,875,055 +20.70 
Two-Door Models June 56,910 37,620 +51.28 
6Mos. 380,741 206,279 +84.58 
TELEVISION June 589,973 544,142 8.42 
6 Mos. 3,828,793 2,845,147 + 34,57 
VACUUM CLEANERS . June 241,665 195,781 +23.44 
6 Mos. 1,617,999 1,322,796 +-29.32 

WASHING MACHINES, 
Automatic & Semi June 251,759 203,060 + 23.98 
6 Mos. 1,512,973 1.084876 + 39.46 
Wringer & Spinner June 102,711 100,395 2.31 
6Mos. 577,840 577,244 10 
WATER HEATERS, Storage. June 71,869 56,613 + 26.95 
6Mos. 368,712 310,961 +18.57 


WASHERS, IRONERS, DORYERS—Membership of American Home Laundry Mfrs. Assn., 


VACUUM CLEANERS—industry Estimate by Vacuum Cleaner Mfr. Assn.; 


Radio & Tele 


vision—industry Production Estimete by Radio-Electronics-Television Mfrs. Assn.; All Others 


NEMA Members, not Industry 
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So gentie on delicate objects! 


Reaches books on top shelf! 


First lesson in housekeeping! 


Pick up new cleaner profits with the 
NEW HOOVER. 


PYXIK _ 


. 


Everybody's a prospect for this handy 
little Hoover that goes anywhere dirt goes! 





The new Hoover Pixie picks up those profitable hand 
cleaner sales fastest of all—because there's 
nothing like it in its field. 

This handy, handsome little Hoover goes anywhere 
dirt goes, digs it out wherever it’s hiding—with attachments 
for everything from dusting figurines to cleaning 
furniture, car interiors, even fluffing up hair on shaggy dogs. 


You don’t carry it— you wear it. Light weight—only 
+ pounds. Leaves both hands free. Easy to demonstrate, easy 


to sell. Everybody’s a prospect ... home owners... apartment 
dwellers .. . folks living in trailers...even men in offices... for 


the Pixie provides the quickest, easiest way to clean up, pick up, 
brush up. Famous kink-proof Veriflex hose snaps on. Long, light 
wand reaches anywhere. 

Now’s the time to order. Your prospects will be reading about 
the Pixie in the Saturday Evening Post, House Beautiful and 
Look this fall. Call your Hoover distributor today. 


HOOVER 


FINE APPLIANCES 


.. around the house, around the world 


HOOVER'S LINE-UP OF TRAFFIC-BUILDING APPLIANCES 


y Hoover 


aay Hoover Dustette 


Pixie 














Hoover — 
Minvte- 


mon 





5 


S Hoover Mode! 


O11 tron 





Hoover 
Stainless Stee! 
Soleplate lron 
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Long cord—short cleanup job! 










SHELL saat 


{tt 


Retail price, 
$39.95 











Perfect for pets! Reaches every nook and cranny! 











COMBINATION PIXIE-DUSTETTE DEAL 


Ask your distributor who handles Hoover Special Prod- 
ucts about his big special combination deal that includes: 
@ Extra-Special 
Buying Opportunity 

@ Free Display Material 

@ Free Mailing Material 

@ Free Newspaper Ad Mats 
@ Co-op Money 














a |) AP aes ae ees 





y Special Products Division 
~ ‘The Hoover Company, North Canton, Ohio 


y/ 


| want in on Hoover's special Pixie promotion, to please send 


name and address of my nearest Hoover distributor 
advance proofs of the new Pixie fall advertising program 


Nome 
Firm 


Address 


SS 








shortest distance between 
demonstration and 


sale is... 





* 


Wmpte Hi-Fi 
ELECTRO-MAGNETIC PIANO-KEY CONTROLS! 


Model 757 AMPRO ‘Hi-Fi Two-Speed"’ 


Retail .., $230.95 
With built-in radio 274.45 
Matching console speaker 59.05 


Demonstrate its easy push-button action! 
Oemonstrate its true hi-fi reproduction! 
Oemonstrate—and trade up to its built-in 
A.M. radio, its modern console speaker, 





Call your Ampro distributor today! 


AM PRO CORPORATION 


2635 North Western Avenue, Chicago 18, lilinois 


A Subsidiary of General Precision Equipment Corporation 
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The Ampro “Consolette"’ 
with Tape Storage 
Compartment, in real 
mahogany or blonde wood, 
Retail $2 
Ampro presents the 
industry's most 
complete /ine of tape 
recorder accessories. 


79.95 





TRENDS continued 








At first glance the higher down payment requirement doesn’t 
seem to have much to do with your appliance business. But it 
could have an effect in one of two ways: ag 

(1) House buyers who have been putting down only a minimum 
and using the rest of their immediate cash to furnish the new 
home will now have to concentrate their money on the down 
payment. It could mean that they will get by with their old 
appliances in the new home; or they may go without some of the 
newer appliances like dryers and freezers; or 

(2) Some home owners may try harder to have new appliances 
incorporated in the price of the house, using a package mortgage 
to cover their appliance purchases. That means less business for 
the dealer. 





The housing restrictions were not severe and perhaps only a 
few of the buyers were marginal enough to react in the manner 
described above. (After all, housing authorities say that the tight- 
ening up will mean a cut of less than 200,000 housing starts.) 
Nevertheless, it bears watching. End 


MANUFACTURERS’ SALES 





Electric Housewares— NEMA 1955 1954 % 
Members Only, Not Industry (Units) (Units) Change 
BED COVERINGS...... sine June 91,845 36842 +149.29 


6Mos. 252,888 162,995 +55.15 


COFFEE MAKERS...... ~éake Se 170,498 205,540 17.05 
6 Mos. 1,018,295 1,204,550 15.46 


CORN POPPERS............. June 14,337 19,075 24.84 
6 Mos. 95,726 124,262 22.96 


DEEP FAT FRYERS.......... June 11,085 17,616 37.07 
6 Mos. 81,126 142,842 43.21 


HEATERS, PORTABLE: 


Convector & Radiant........ June 1,458 1,285 +13.46 
6 Mos. 9,233 9,097 + 1.49 
Fan-Forced & Fan Heaters.. June 34,799 15,234 +118.43 
6 Mos. 97,536 78,608 +24.08 
HEATING PADS............. June 170,517 142,461 +19.69 
6Mos. 600,990 475,499 +26.39 
IRONS: 
a eee ae June 22,242 41,744 46.72 
6 Mos. 88,998 106973 16.80 
Standard, Automatic....... June 129,236 14,299 +73.94 


6 Mos. 737,841 484,605 + 52.26 


Steam & Steam Attachments June 578,790 184,975 +212.90 
6 Mes. 1,658,984 1,156,199 + 43.49 


Non-Avtomatic............. June 6,835 6,848 AQ 
6 Mos. 33,816 28 261 +19.66 

TOASTERS: 
EE oe June 185,028 118,171 56.58 
6Mes. 795,934 609,991 + 30.48 
Non-Autematic............. June 12,720 18,466 31.12 


6 Mos. 82,155 92,076 10.77 


WAFFLE IRONS & GRILLS: 
Waffle Irons & Sandwich 


Grills (Single Units)......... June 3,697 4,119 10.25 
6 Mos. 20,284 20,822 2.58 
Cembination Units.......... june 30,161 36,913 18.29 


6Mes. 258,716 181,388 +-42.63 
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PERFORMANCE 


The powerful combination of top-quality produ: yutstandi sales 
features, consistent national advertising, practical cooperative adver- 
tising and incentive programs are the reasons why White sales are 


at a new high 


Mme) lcm 40) @ am mi) 


Over 100 mod felt Me Aaelii round or table tor 
or White (, < 7; v1.9) Fy home 


heaters for comn ial institu se 


NATIONAL ADVERTISING 


White is constantly, consistently in the prospect's eye with hard-hitting national ads in 
leading consumer and shelter magazines—and has been for over 10 years. There is no 


better known name in water heaters 


OF @))' 1 ad i —e a 07 0] 0) 1 7 we As 
PROGRAM 


White backs White dealers with a realistic, liberal 
cooperative advertising program that brings 


ational impact to local areas 
5] 4 f 


INCENTIVE 
PROGRAM 


To build White sales and profits every day of 
the year, White Sales Incentives are a proved 


package for White distributors and dealers 


WHITE 
WATER-HOTTER 


A sales-proved success packed from 
bottom with sale: sature our prospects 


understar 


WHITE-GLASS LINING 
No rusty water EVER! 

An essential sales point in 
many areas—important in all 





FILM OF FLAME 

Single port burner in gas WATER 
HOTTER means NO clogging ever 
Amazingly fast “pick-up” for PLENTY 
of hot water always 


e a 6.9% MORE HOT WATER 
W/, Ct me = than most utility requirements, in 
pr , electric models, because of White's 
WATER-HOTTERS Gas rund models or exclusive WATER-HOTTER baffle. 


Automatic Water Heaters— Electric or Gas 


4 


WHITE PRODUCTS CORPORATION « Water Heating Specialists Since 1930 « Middlevitie, Michigan « Division of Lamb Industries, Inc 
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...in the 
EAST 


By Ted Weber, Jr. 


With an exceptionally good sum- 
mer behind them, eastern dealers 
look forward to a good fall. . . De- 
humidifiers sell out as the rains 
come ... TV sales hold up 


| pest RN dealers are currently winding up 
4 an extremely good summer. 

And they’re getting set for even better busi 
ness during the fall 

There are few clouds on the horizons. Deal 
ers and distributors talk mainly of the successful 
ummer and the promising fall. Even the few 
disappointments suffered during the summer 
ire explained in terms of good business on other 
products. 


The number one glamor boy, of course, is air 
conditioning. As suggested here last month, air 
conditioner sales continued right into August 
ind were stopped only by the appearance ot 
two hurricane threats and a spell of exception 
llv rainy weather. 

(here has been no complete sell-out of room 
air conditioners but stocks are very slim. Many 
dealers and distributors are out of specific 
models and for all intents and purposes the 
trade will go into the 1956 season with clean 
mventories 


You may see a general cut in list prices on 
room air conditioners next year. For one thing, 
prices tend to fall as a product gains acceptance. 
But probably more important is the fact that 
this year’s widespread discounting and early sea- 
ion dumping has conditioned the public to 
expect lower prices on these units. 


Reports of good air conditioner business came 
from every major market area in the East. A 
big distributor in New York reported that in the 
first two weeks of August he had sold more than 
in the entire month last year. Boston dealers 
reported their July sales running from 50 to 
100 percent ahead of 1954 and said the good 
business had continued into August. Stocks 
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were low and many dealers and distributors were 
virtually sold out. In New York’s Westcheste: 
county, one dealer said his sales were five times 
better than in 1954 and more conservative gains 
were reported by other dealers in the area 
Philadelphia merchants told the same story with 
several reporting that they had been “cleaned 
out’’ of units during early August. 


ven the end of the boom brought some 
blessings to dealers. A prolonged period of rain 
and humidity settled over the Fast in early 
August and produced a sell-out of dehumidifiers. 
\ Washington customer reported visiting 12 
stores in search of one of these appliances with 
out success. In New York a distributor reported 
shipping out his last unit by the middle of 
August. Shelves were completely bare. 


The other hot weather appliances—refriger- 
ators and fans in particular—were holding up 
well. A New York distributor reported June, 
July and August refrigerator volume running 
ahead of last year. Reports from Westchester 
were divided. ‘T'wo dealers said refrigerator vol 
ume was still ahead of last vear but two others 
said sales had dropped off. They attributed the 
slump to heavy buying of air conditioners and 
one retailer said he expected to pick up these 
postponed refrigerator sales during the fall. 
Dealers in Buffalo, Philadelphia, Boston and 
Washington reported good volume 


The fan story pretty well paralleled that on 
air conditioners. From New York, Boston, 
Philadelphia and Washington came reports otf 
continuing good sales. ‘There were no real short 
ages but dealers said they were “chasing around”’ 
trying to replenish their stocks and consumers 
found that they couldn’t be too choosy in get 
ting delivery on a specific brand 


Other appliances shared the generally good 
business. Most dealers reported good laundry 
volume although Westchester dealers said auto 
matic washer volume was off slightly or no bet 
ter than even with last year. In Philadelphia and 
Washington dealers singled out ranges as among 
their best-sellers although a Philadelphia dis 
tributor said his range business was off com- 
pared with 1954. 


The story on freezers was not quite so en- 
couraging. A New York distributor (who has no 
food plans operating) said freezer volume was 
off compared to last year. He did however, 
note that freezer business in New Jersey had 
been picking up. In Phildelphia a distributor 
called freezers a “seesaw’’ business adding that 
“there’s nothing wrong with a food plan pro 
vided you can keep the fast buck guys out of 
the picture but how that can be accomplished 
is the problem.” In Washington one food plan 
was about to fold but another sponsored by 
Washington Wholesalers was apparently doing 
very well. 
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The surprise of the summer was TV. Busmes» 
held up very well in the face of the usual sea 
sonal slump and most people were looking for 
ward to a good fall, 


Local conditions still affected business. ln 
Washington the distribution of retroactive pa 
to government workers was acting as a stimulus 
lhe city’s transit strike hadn't been settled but 
the downtown stores said business had fallen 
off only slightly. In Boston a small dealer com 
plained that summer dumps by department 
stores were hurting his business 


There wasn't any general tightening up of 
credit despite the talk about it in government 
circles. Several Boston dealers thought they had 
noticed some tightening up and one said that 
credit rejects were running 35 percent higher 
In Buffalo dealers said banks “appeared” to be 
taking a closer look at credit. But in most 
other cities there was little evidence of aim 
general clamp down. In New York one dis 
tributor pointed out that intense competition 
made it virtually impossible to tighten up on 
credit without government control, But in 
most areas it appeared likely that appliance 
credit had not run as wild as automotive finan: 
ing and there were fewer abuses to correct 


..in the 
MID- 
WEST 


By Tom F. Blackburn 





Air conditioner sales boom as mer- 
cury soars... Dealers take a look 
at new sidelines . . . There’s talk of 
price increases 


KAT, that burst like a bombshell in July, 

again scored for room cooler business, and 
quite cleaned out stocks in the Middle West 
Sol Polk said to one reporter that he will have 
moved 9,000 coolers during the summer of 
1955, and closed orders for 4,000 on one big 
day, 


Everyone in the room cooler business is dig 
ging to see if reliable forecasts of hot weather 
cannot be had, but this reporter is cynical. Ap 
parently all we can know in advance about 

(Continued on page 12 
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weather is that there are cycles of very hot sum- 
mers, then a group of cool ones. Apparently 
we are in the hot end of the decade now. 


Dealers are continuing to look around for 
profitable sidelines. Some have come up with 
novel approaches to the problem but some ob- 
vious solutions are still being overlooked. 


Porch fences of wrought iron, storm windows 
made of aluminum and curtains are new items 
being seen in appliance stores. The first two 
are specialties that have to be measured to fit. 
Curtains go with kitchen modernization, take 
up little space, and are enough of a must that 
the giant L. Fish Furniture Co. in Chicago 
stocks them, and is said to do 8 percent of its 
volume on them. Fish also carries slip covers 
and does a year round business on them, too. 


It isn’t often that this writer hits upon a new 
way of making money, but here is one, employed 

a legitimate dealer. He lends money on ap- 
pliances, to owners. 

When you think about it, it is startling how 
logical the operation is. The dealer put in the 
—" himself, knows its age and value. He 
ready has a report on the customer's credit 
rating, and appreciates that he is a householder. 
In short, the dealer has in his hand all the in- 
formation that a loan house makes a great effort 
to obtain. 

Since it is realized that 85 percent of the 
public likes to buy on time, is often short for 
money, this dealer's business is ready made. He 
has gone through the licensing arrangements 
for his state, displays a neat “pawnbroker” sign 
in his window. iene are about the same as 
on merchandise, and the dealer has a collection 
agency already set up in case the customer is 
slow. 


a 
a 


A great many retailers invest their surplus 
money in time payment papers, as it is profit 
able. This is another string to the same iow. 

There is on the market a preparation which 
will clean out the oven of an electrical range 
like magic. A Highland Park, Ill. women re 
cently called on nine electric shops asking for 
it by brand name. None had ever heard of it 
What a chance dealers miss in not knowing 
more about what owners of their products do 
with them, and how they keep them clean and 
operate. Outside of soap, which is increasingly 
sold in buckets, what clean-up items do dealers 
handle? 


Sears looks for a price jump. Old timers have 
always advised youngsters in retailing to get a 
Sears catalog and follow it in pricing and mer 
chandise carried. If you were within 20 percent 
of Sears prices, you were all right, they said. 
Now comes the president of Sears, Roebuck & 
Co., and predicts that hard goods, next year, 
will rise 5 percent. The minimum wage law is 
going to touch next year’s merchandise, also, 
1¢ says. Sears is doing 40 percent of its volume 
on a credit basis, against 35 percent a half 
decade ago. 


A Chi firm has made a deal with a food 
chain in which food certificates good for $3, $5, 
$10 and $20 are given to customers and are to 
be used for discounts. Trouble with the deal 
is the rush that takes place at checking gates 
in food chains. The sirls have no time to pass 
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out certificates, and let the customers pick up 
the appliance literature if interested. 


The two-tone automobile color idea is being 
carried over into the sewing machine field, if 
one Chicago dealer has his way. 

This organization, a downtown department 
store, even goes so far as to combine parts of 
several machines to make their own brand. For 
in the sewing machine business most standard 
parts are interchangeable with other makes, and 
this can be done. 

The store’s interest in selling machines is 
based around a rather simple idea. Instead of 
sending a teacher out to the home to show the 
housewife how to operate the sewing machine, 
get her to come into the store and attend a 
sewing class. Here she could learn how to cut 
out material and do the whole job of dressmak- 
ing and learn the machine as she went along. 
The idea worked and this organization is be- 
lieved to have the biggest sewing machine de 
partment in Chicago as a result. 

Experience of the buyer goes way back to 
the treadle operated sewing machines, and he 
remembers the days when an attempt was made 
to run these long-shuttle devices with electric 
motors, making them noisy as machine guns. 
irst renaissance came when the round bobbin 
came in, adapted for electrical operation, and 
the old sewing machines were replaced. Then 
came the zigzag device from abroad which was 
a good machine and caught the American house- 
wife’s imagination. Today the foreign type ma- 
chine has almost as good acceptance as domestic 
models, he says, and there will be a scramble on 
the part of American manufacturers to add new 
angles to their devices. 


This buyer feels that most appliance dealers 
have failed to sell sewing machines because they 
do not specialize enough. Today's operation is 
peculiarly — around the sewing school, 
and away from house to house selling. 

What has made the sewing machine take a 
big jump the last few years has been the large 
number of small homes built and occupied by 
young people. ‘Today's housewife, of the younger 
generation, is beset with expenses and appre- 
ciates the ability to make two or three dresses 
to one “‘boughten’ one more than did her sister 
of twenty years ago 








‘WHAT | HAD IN MIND WAS GETTING JUST TWO AT THE 
UNIT PRICE OF A CARLOAD . . . SO | COULD RUN A 
CARLOAD PRICE SPECIAL “ 
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_in the 
SOUTH 


By Amasa B. Windham 





Many distributors expect to exceed 
last year’s sales by Oct. 1... Farm- 
ers start buying . . . Air-conditioning 
boys begin unloading 


ILL the appliance boom continue dur- 

W ing the next few months? Here’s what 
15 big southern distributors think about it in 
mid-August. Six of them expect to reach o1 
exceed last year’s total sales by Oct. 1 and eight 
of the others expect to hit that figure by Nov 
1. When you consider that upcoming Decem 
ber usually is one of the best months of the 
year the picture comes into pretty sharp focus. 
An analysis of what's selling and what isn’t 
tells the story. In the six major cities of the 
South it is the sale of big ticket items which 
are sparking the boom—refrigerators, ranges 
washing machines, home freezers and water 
heaters—and when these items sell, total volume 
is not very much affected by slumps in tele- 
vision, air-conditioning nor electric housewares 


Appliance buying in the urban areas of the 
South, during 1955, has been as consistent and 
steady as it has been in the rural sections. This 
is a definite change from the past two or three 
years when the heaviest buying was concentrated 
in the smaller cities, towns and rural areas. Even 
if there comes a letdown in appliance sales in 
the South’s larger cities—which is most unlikely 
in the near future—buyers in the small towns and 
rural areas are bound to keep the boom going. 
With the harvest season at hand, cotton, to- 
bacco, corn and other southern crops are good 
and the farmer is getting back in the chips. He’s 
buying again and distributors and dealers are 
pretty happy about the whole thing. 


As of mid-August, the air-conditioning busi- 
ness is still good—well ahead of 1954—but the 
boys have already started unloading. In Mem- 
phis, Atlanta, Birmingham or New Orleans you 
could pick up 1 hp. models (almost any brand) 
for $149.95 and sometimes, even lower. The 
selling season is nearly over and the terrifically 
hot weather of 1954 failed to play a repeat per- 
formance. Many dealers are having pretty good 
success with a new idea—they advertise that they 
will air-condition your home for $499 (or $599 
depending on size). All you have to do is pick 
up the phone and call ’em. It’s a package deal 
of three or four room units with free installa- 
tion. 


The sale of home freezers in almost every 
section is probably the highlight of the late 
summer season. Plugged by home economists, 
county demonstration agents and next-door- 

(Continued on page 14 
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Regina helps hoist 


your sales with the 
biggest advertising campaign 


in Regina’s 63-year history! 


Never before in Regina's entire history has there been a national 
advertising campaign with such scope . . . such continuity 

. and vitality! From early September to late December, 
big color ads will appear in 17 top magazines reaching a 
total circulation over 39,000,000, Starting off with full page 
color advertising in LIFE September 12... including featured 
SHOW House billing in THE SATURDAY EVENING Post and 


LIVING For YOUNG HOMEMAKERS. 





REGINA Model A 16-inch Twin-Brush Floor Machine wil! be featured 


in big ads in 4 institutional publications reaching a circulation of over 187,000, 





FREE DEALER HELPS! * Newspaper mat service ° Displays *° Envelope stuffers 


Radic commercials * TV commercials * Give-away booklets 


ACT NOW ¢o cash in on this record program with 


Regina’s free dealer t helps. 
i, a THE REGINA CORP., Rahway 11, N. J. 
REGINA Elecll uc I am interested in the {}] Model TS Polisher & Scrubber 
the only vacuum cleaner 


{} Electrikbroom }) Model A Floor Machine 


Please send me 
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designed especially for 
i daily use 


CJ) Name and address of distributor for my territory 


Used daily in thousands of [}) REGINA Dealer Helps 


hotel room REGINA Twin-Brush Store Name 
Polisher & Scrubber Address 
America’s most widely used City Zone State 
Signed 


floor polisher. 
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In Canada: Switson Industries, Lid., Welland, Ontarto 
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Dort't overlook the continuing demand (every 
third washer sold is a wringer) and substan 
tial profit in this line of quality wringer 


washers 
disfributor 





tOnarcn Wasners 







MODEL 
E£.300-P 


Sey 


) 
te 





hy Sa Ss li 





Llelel at 
EE-400-P 


a full 
range of 
styles and prices 


sold only through 
distributors 


MODEL 
EE-200-P 


Write for the name of your nearest 


8 
fe 
at 


gat: 


MANUFACTURE O BY CENTRAL RUBBER & STEEL omen. 2 Aen. & meen, | + ae ee oe OHIO 
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neighbors, freezer sales continue to rise steadily 
in the rural areas and the South has plenty ot 
such areas. Over in central Louisiana and in 
Mississippi the sale of home freezers has soared 
to a staggering 90 percent over last year; im 
Alabama and Georgia, sales are up ap yroximatels 
20 percent; in the Carolinas, sale of Ra this 
year is running as high as 20 to 40 more units 
per month in several cities; in Tennessee, Nash 
ville is the only city where freezer sales are 
under last year’s mark, while down in Florida, 
Miami, Jacksonville and Tampa all estimate a 
i5 to 20 percent sales increase over 1954. 


Electric range sales are high and steady in al- 
most all sections of the South except those areas 
where gas has a strangle hold. In Atlanta, range 
sales have reportedly been good all summer and 
at present, run an estimated 10 percent over 
the comparable season for last year. In Birming- 
ham, range sales have been good also, with more 
than 700 unit sales recorded for July. Nashvilk 
dealers are ahead of seven months last year by 
almost 1,000 units. Sales in Memphis and 
Knoxville are up an estimated 10 percent, in 
Charlotte about 15 percent and in Miami, a 
healthy 30 percent. 


Refrigerator sales have not shown any great 
jump in comparison with other years, but they 
are consistently rising in many southern citics 
and at least holding their own in others. Ala 
bama dealers, for example, sold close to 50,000 
refrigerators last year. This year, indications are 
that the mark will top 60,000. In New Orleans, 
refrigerator sales are steady at about 2,500 or 
better a month, while in Miami and Tampa, 
the increase in sales is estimated at 20 percent 
over 1954.° Nashville dealers, according to rel: 
able estimates, have topped last year’s refrig- 
erator sales by an average of 100 a month up 
through July. Only Charlotte and Memphis, 
among the big cities, report a decrease in sales 
but many dealers in the rural areas are not too 
happy about the way refrigerators are moving. 


Laundry equipment, with the sole exception of 
ironers, is right in the vanguard of best sellers. 
Automatic washers are now outselling con 
ventional types by as much as seven to one in 
the Miama area, four to one in Birmingham and 
Atlanta and by two to one in mid-Tennessce, 
but in other areas such as south Georgia and the 
Carolinas, the conventional washer is still a for- 
midable seller and holds its own with the auto 
matics. The sale of clothes dryers has held up 
remarkably well all summer and seem likely to 
wind up the year with an increase over 1954 
sales in most areas of the South. But few deal 
ers or utility promoters have been successful in 
spurring the sale of ironers. Even in Florida 
sales lag by about 10 percent 


Electric water heater sales are still in the 
higher brackets. In Asheville, Raleigh and Char 
lotte, sales are an estimated 10 percent better 
than last year in all three cities. In Birmingham, 
one veteran dealer says the sale of water heaters 
by Oct. 1 will exceed the entire number of units 
sold throughout 1954. Knoxville had an esti 
mated gain of 35 percent in sales over last year, 
while Miami, Tampa and Jacksonville reported 
increases ranging from 80 to 150 percent over 
1 comparable period last year. Not much has 
been said in recent months, in this survey, 
ibout the State of Mississippi but dealers in 
the Magnolia State deserve special mention, nev 
ertheless. Several campaigns sparked by Mibssis 
sippi Power & Light Co., recently have helped 
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dealers rack up fine sales, particularly in cle 
tric ranges and home freezers. Retailers in Jack 
son and Meridian, the two top cities of the 
state, report a high increase in sales all across 
the board, and distributors in New Orleans, 
Birmingham and Memphis, who supply most ot 
the state, have begun adding more sales per 
sonnel and home economists to serve the terri 
tory better. 


...in the 
GREAT 
LAKES 


By N. Bleecker Green 


Hot spells holds . . . Air conditioners, 
fans and refrigeration move 
Ohio tests a dishwasher promotion 


KAT, humidity and sales. The three were 
tightly interwoven during July and August. 
\s the mercury went up throughout the Great 
Lakes region, sales soared. Business was good. 
The overall sales of appliances-radio-T'V 
throughout the region for the 30-day period end 
ing August 15th ran well ahead of the pre 
lourth-of-July figures. And they stacked up well 
ahead of the corresponding period of a vear ago. 


Dealer reports varied throughout the area. 
Columbus dealers averaged around 20 to 25 
percent ahead, with one reporting a 60 per 
cent increase over the previous months, Com 
pared with last year, the gains were more mod 
erate, being termed “better” and “very good.” 
Cleveland dealers reported business up 25 per 
cent over last month and around 10 percent 
ahead of last year. A Canton source pegged his 
business up 10 percent for the month and over 
last year by 8 percent. One Newark (Ohio) 
merchant put his overall sales up “20 percent 
over last 30 days” and “50 percent over last 
year.” 

Detroit dealers indicated that the 30-day 
volume was around 20 percent ahead of the 
previous month; ahead of last year by 20 per 
cent. Pittsburgh dealers reported good sales vol 
ume, although not equal to other areas, Business 
in the steel area was up about 10 percent over 
the month before and a good 20 percent over 
last year. Kentucky reports show business 
slightly ahead or even for the month; about 
even or a bit behind last year. One West Vir 
ginia dealer pegged business 15 percent off for 
the month, but ahead a few percentage points 
with last year, 


Obviously the hot spell, which showed up on 
the Fourth of July weekend and then stuck 
around the rest of the month, had much to do 
with the volume of warm weather business. Air 
conditioning, fans and refrigeration lead the 
movement in practically all sections of the 1 
gion. Even television kept alive in many areas 
and tickled the dealers’ scalps with anticipation 
of a good fall coming up 
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But air conditioning made the biggest note 
in the summer boom. ‘The hoped for hot spell 
coupled with high humidity and hot nights 
kicked it off. And the hot spell stayed around 
for a while. Detroit had 17 days of 90 plu: 
temperatures in July, Pittsburgh had 16 suc! 
days and chalked up the hottest July since 1921 
Other cities and areas reported similar stories 
Dealer reports of room air conditioners through 
mid-August varied, Columbus sources com 
mented “good,” “better” and “number of units 
sold were up about 300 percent over last year,’ 
Canton reported an 80 percent increase, Cleve 
land doubled last year’s volume and Newark 
(Ohio) did “50 percent over.” Kentucky chimed 
in with “about same as last year” and “plus 200 
percent.” Pittsburgh comments indicated in 
creases of 40 to 100 percent, Detroit showed 
considerable volume. 


But with the talk came the question of profit. 
“More units but less dollars” was the summary 
of one spokesman. Prices were the problem 
Demand was strong and supply adequate. But 
the basic law of economics did not seen ty 
hold and there was little indication of prices 
firming up. Scattered reports throughout the 
Great Lakes area show that there were some 
instances of stability once the hot spell showed 
it was sticking around, But the consumer stil! 
shopped and made it plain they remembered 
the “low low prices” and the “specials” of th 
spring. 

One distributor stated simply, “It’s hard to 
raise prices.”” And a Kentucky dealer commented 
“air conditioning prices must stabilize by 195: 
or we will discontinue selling.” Nobody was 
able to raise the prices back where they wanted 
them, but many of the dropping prices stopped 
and held their ground. 


The room ait conditioner inventory picture 
looks good in the Great Lakes area. Both the 
carryover from last season and the new merchan 
dise of this year's crop has been pared down 
As one Ohio dealer reported, “old and new in 
ventory cleaned up to the wall.” Others termed 
the inventory low, good or just plain “out,” 
Even distributors indicated their supply had 
been exhausted and that reorders could not b 


(Continued on page 16 
























































THE RECEPTION HAS BEEN FINE SINCE 
YOU FIXED THE AERIAL” 
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TRENDS REGION BY REGION 


filled from the factory. Some dealers and a few 
distrubutors indicated they were buying stock 
in early August. Several Cincinnati distributors 
reordered several times. But many of the 
dealer purchases were limited to specials. Some 
dealers had signed-for orders in their hands; 
would re-order for nothing else. 


The hot weather also stimulated the fan 
market. One Ohio distributor called it “ter- 
tific” with movement “90 percent over a good 
last year.” Cleveland found fan volume double 
last year in several cases, while Kentucky and 
West Virginia dealers reported it about the 
same or slightly ahead. One Pittsburgh whole 
saler indicated a fan volume jump of 100 per- 
cent. Detroit dealers talked of increases 10 
percent and better 

Window fans, exhaust fan, ventilating fans 
the bigger they were the better they seemed to 
move. And the tickets were bigger too, with 
sales moving from $39.95 to $79.95. Inventory 
was extremely clean in most of the marketing 
points and shortages were spotted throughout 
the area. One Ohio dealer (who said his dis- 
tributor had a good supply almost until end of 
demand), reordered on a daily basis during 
the hot spell. Most dealers kept short supply 
in stores, left warehousing up to distributors. 
Cleveland reported periodic shortages. A 
Canton source ran completely out and a 
Newark dealer stated he “sold everything we 
had or could buy.” A Detroit dealer reported on 
August 16th he was “100 percent out and will 
not re-order again.” The East Coast hurricanes 
broke the hot spell in early August. Even 
though the humidity and temperatures soon 
went up again, few dealers were willing to 
gamble on getting stuck. 


The Cincinnati Gas & Electric Co., alon 
with the “Cincinnati Post” sponsored a s ial 
pilot drive to sell more dishwashers. Called 
‘Shipshape,” the affair was aimed to test the 
effectiveness of a NEMA dishwasher campaign. 

The basic idea is to secure a working pro- 
motion for the low saturation items like the 
dishwasher and the waste disposer. Some 96 
dealers cooperated in the conservative Ohio 
city and all the promotional stops were pulled. 
Displays were set up in the utility central show- 
room and dealers participated in promotional 
displays and traffic building contests. Spot 
checks in mid August showed the affair “phe. 
nominally successful” in the utility’s estimation. 
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By Howard J. Emerson 


Color may get underway slowly this 
fall despite obstacles ... Meanwhile 
black and white TV continues at 
good pace... Tie-ins with National 
Radio-TV Week are set 


CC TV seems to have a chance of get- 
ting underway in parts of the Far West 
this Fall and Winter in spite of many obstacles. 
But don’t expect progress here comparable with 
that being anticipated in the mid-West and 
East. Most optimistic guestimators here see 
color TV set sales at tops of 2,000 units in Los 
Angeles-SanDiego the areas and 500 in the 
area of the San Francisco signal. Many other 
industry people think those figures are out of 
this world. They say “ . . . we'll sell ourselves 
this fall, the public in 1956.” 

Any upsw.ag in color TV set sales will be 
made in spite of these obstacles: 


Programming is the major bugaboo in the 
Far West. Sales so far~824 color TV set sales 
in Los Angeles, nearly 400 in San Fran- 
cisco-Oakland—have been made without evening 
color programs. Special color shows come live 
to the Far West before or during dinnertime. 
Sunday PM shows come at fecaahtine. Many 
network evening shows produced in color have 
been kinescoped in black and white in Los 
Angeles and released at regularly scheduled 
hours. 


Relief from this obstacle will be slight, but 
helpful, this fall. Great increase in evening pro- 
gramming announced by networks will have 
little effect here until a color recording device— 
a kodachrome kinescope or a video tape—is avail- 
able. Most encouraging is announcement of 
week end programs, the World Series, football, 
tennis, dramatic shows. Once into realm of 
sports, the Far Westerner is already conditioned 
to watching live TV three hours early. Dealers 
who want color TV prospects can be assured of 
them, even at 10.45 am with sports as a drawing 
card, 


Second obstacle to color TV is dealer apathy, 
mostly caused by 1954-55 programming, but in 
many cases due to fear of losing steady black 
and white sales. Distributors here report that 
about 35 percent of their dealers in color signal 
areas have color TV on the floor. Maybe 5 per- 
cent of the dealers have been using every op- 
portunity to build prospects for present and 
future sales, (In fairness to dealers, it should be 
mentioned that Far West distributors would 
be apathetic too—most would like to be at the 
moment—but are kept active in color TV pic- 
ture by manufacturer pressure. As usual, they 
are being expected to operate under Far West 
conditions with manufacturer programs set up 
for eastern distributors.) 
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Week-end programming of color is expected 
to be the turning point in getting Far West 
dealers interested in color TV set merchandising. 
The public will sell the dealers on color, say 
many observers. Inquires to dealers as the result 
of national announcement of color programming 
already indicates that sizable groups will be in 
dealers’ stores for look-see at 10:45 am foot- 
ball, etc. Dealers with any percentage of Cadil- 
lac trade will be moved into action—will find 
that $900 sets can be sold, will find too that 
$900 price tags will send rest of prospects on 
merrily buying $150-$200 black and white. 
Demand of public will make at least 70 percent 
of his dealers in color signal area handle a 
color set by October, says one northern Cali- 
fornia distributor. 


However, active color TV selling dealers are 
worried. ‘The few dealers who have been moving 
color sets are now greatly concerned about the 
supply for fall. Said one: “We sold a few color 
sets last year, and I know we could move a cou- 
ple dozen this Fall—but are we going to be able 
to get those sets? If (his major brand) samples 
200 dealers around this area with a big screen 
set, will there be any left for us to sell. I don’t 
think so, I have a customer now who wants 
one set, plus another for each of his two sons— 
and all he’s seen are pictures in the magazine 
and the old small screen set I’ve held onto. 

“I pushed color last year, but I may hold off 
now and let the public ask for it. I know they'll 
ask for more than I'll get. Then when I feel 
there is stock to handle any order I take, these 
go on the window.” He showed the reporter the 
full package of manufacturer promotional mate- 
rial for color. 


Meanwhile black and white sets keep selling 
at a happy pace. Early introduction of 1956 
models left dealers and distributors with no seri- 
ous inventory problems on 1955 models, Most 
dealers who tied in with announcements of new 
lines found the public responding at unusual 
rate for mid-summer. Consensus of industry 
executives here puts dealer sales of TV so far 
this year at about 25 percent ahead of 1954 in 
established TV markets. One large distributor, 
with a very top brand, has so far increased his 
sales 53 percent over same period of 1954—with 
most of his territory in a pre-freeze TV area. 


Added punch for TV and radio out here will 
be local promotions of National Radio and Tele- 
vision Week, September 18-24. 

Probably biggest splurge here will be in Los 
Angeles, where recent figures show that there 
is a television receiver in 85 percent of all in- 
habited dwellings in the signal area. Pitching 
“second sets and larger screens” the industry 
there, working through a committee of the Elec- 
tric League of Los Angeles, will kick off the 
program with a half-hour TV program on Sept. 
17 designed to reach TV-radio dealers and en- 
list their participation in the promotion. A big 
industry dinner in Beverly Hills on Sept. 21 
will feature the mayor of that city, a “queen”, 
and ultra-special program including RETMA 
president Hoffman and other local TV manufac- 
turer Bell. 

The public will hear of National Radio and 
Television Week in the Los Angeles area through 
5,000 radio spot announcements contributed 
by the radio stations, plus nearly $75,000 worth 
of television time contributed by the local ‘TV 
stations. Tying together the whole program is a 
contest for the public, with 18 free television 
sets and 45 radio sets as prizes. Radio and TV 
time will be used to get the public into 
dealers’ stores for contest entry. End 
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“Bendix” DYNA-JET TV—Starting 


toh aualrta 91” 
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10 MODELS to STOCK! 
BRAND NEW FOR 1956! 


DYNA-JET CHASSIS wich 4 
exclusive Pat-A For Fea 
cures: Piceure ulse Piloe, 
Ruggedized Picture Tube Sup 
port, E-Z Kleen Safety Glass 
and fool-proof Picture Lock 
Control 


LONG DISTANCE CHASSIS 
Super-powered for fringe area 
reception. Brings in both 
age and sound with life 
ike clarity and fidelity from 
distant stations 


"Prices slightly higher in sovth and west 


“Bandi” DYNA-JET TV—Starting 


.. » top quality 21” at a price 


THE VANGUARD 
Model T21I00E—21” table model 
ebony finish 





THE VENUS 
Model T2101B—21" cable model 
blond tinish, tileer gla 


aluminz d tube 


THE SHORT LINE WITH THE LONG PROFIT! 
Two great chassis, two great series, ten great 
models in all! Covers 95°, of your market 
Eliminates your inventory and stock control 
problems 


TOP-QUALITY SETS WITH REALISTIC PRICING! 
No set is priced higher than $300.00* But 
that’s not all. Bendix prices start at the 
amazing low list of $139.95* for the GIANT 
21” Bendix Dyna-Jet! 


FASTER TURNOVER! 
Priced right styled right to move cus 
tomers in-—move sets out. No ‘‘slow movers” 
to tic up your investment 


BEST FINANCE PLAN IN THE INDUSTRY! 
The bank operated BENDIXPLAN gives 
you full sales price when you sell a set 
There's no holdback or recourse action 


THE VALIANT 
Model T21I00OM—21” table model, 


mahogany grain finish 


THE VILLAT 
Model K2200 21” console 
mahogany grain finish 


PROFITS YOU KEEP! 
Because of Bendix’ superior quality, your 
service costs are reduced to a minimum 
Your profit stays in your poc ket 


SELECTIVE DEALERSHIPS! 
Bendix’ sales policy eliminates ‘‘next door’, 
across-the-street and down-the-block’’ com 
petition for you. You get protection—not 
pressure! 


STEP-UP SELLING! 
Logical, profit-planned price step-ups—with 
features you can demonstrate for ‘‘reason 
why'’—make selling up easier than you ve 
ever had 


BUILT AND BACKED BY BENDIX AVIATION CORP.! 
"The Name Millions Trust."’ One of America's 
foremost leaders in electronic research, de 
sign development and manufacture 








at $139.95* 


less than most 17's! 


THE VIGILANT 
Model T2101M—21” table model, 
mahogany grain finish 
hileer gla aluminized tube 


THE VALENCIAT 
Model K2201—21” console, 
mahogany grain finish, 
fileer glass, aluminized cube 


‘ALL BENDIX CONSOLES 
CONVERTIBLE 3 WAYS! 


TAPERED 


LEGS 
BASE 


WHY STOCK 3 WHEN 1 
WILL DO THE JOB! 


Every Bendix console comes equipped with attrac- 
tive tapered legs. Every one can be quickly converted 
to either caster legs or a swivel base—whichever 
your customer prefers. Only $5.95 extra for caster 
legs and $9.95 extra for swivel base. 


“Bendi’” LONG DISTANCE TV 


.. .the set that doesn’t care where you live! 











! 


yee ih 


THE CROSS COUNTRY THE TRAILBLAZER 
Model T2150—huge 21” table model, Model T2151--huge 21” table model, 
mahogany grain finish, blond finish, 2-speaker sound 
2 speaker sound, filter glass, aluminized cubs filter glass, aluminized piceure cubx 


THE FRONTIER} THE EVEREST} 


e : Model K225] huge 23° 
Model K2250 huge 21" console, HLDIAI console, 


mahogany grain finish, 
2-speaker sound, filter glass, aluminized cube 


mahogany grain finish, 2-spe aker 
sound, filter glass, aluminized cube 


* Picture-Phonic Front Speaker Sound for Table Models 
* Op-Tint Filter Glass * Magic Interlace 

* 21” Aluminized, Permanent Focus Picture Tube 

* Variable Tone Control * E-Z Kleen 

Safety Glass %* Custom Set Range 
Control * Twin-Speaker Sound Consoles 
* Revolutionary New Picture Lock Control 

* Matching Bases with Built-in Speakers 


Matching speaker bases for “Long Distance” table models, slightly extra 





_sold 120 BENDIY 
IV sets in§ days 


HOME SUPPLy Co., Columbus, Ga. 
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POWER-PACKED NATIONAL 
ADVERTISING THAT PRE-SELLS! 


..+PLUS THE BIGGEST SALES- 
GETTING LOCAL PROMOTIONS IN 
BENDIX TELEVISION HISTORY 


e DYNAMIC NEWSPAPER ADVERTISING 
IN YOUR MARKET 


e WINDOW, SET, FLOOR AND WALL 
DISPLAYS 


e RADIO AND TV SPOTS FOR YOUR USE 
e FOLDERS, GIVE-AWAYS, STUFFERS 


e SEASONAL PREMIUM PROMOTIONS 
. TO BUILD STORE TRAFFIC 




















Strong, forceful, national advertising that does a local selling job 


for you. Covers all the markets —big city, suburban and rural. 






Bendix Television 
Baltimore 4, Maryland 


Please rush me more information about the new prof 
planned Bendix TV line I'm interested in o dealer 







A PRODUCT OF BENDIX AVIATION CORPORATION BALTIMORE 4, MD 


“Bendix” - Reg. U.S. Pat. Off. 








Its easy to see why... 
hundreds of dealers 


are going with Ananiil 





We've been genuinely pleased and 
complimented by the way new deal- 
ers keep joining Amana. Since the 
first of the year, hundreds of Ameri- 


ca’s finest appliance dealers have 





become members of the outstanding 


Amana retailing family 


They come to Amana for a variety 


of reasons, of course .. . our reputa- 
tion for quality... the rugged de- 
; pendability of our product the 


prestige of the Amana name. Some 
mention that they simply like the 
way we do business. They like 
Amana’s feeling of success... and the 
profits that go with it, too! But no 
matter what reason, or combination 
of reasons they give, they all talk 


about Amana advertising! 


And Amana advertising is taking 


,F 


another big step forward this year! 


It's Amana advertising like this ————> 
that means profit plus to every Amana dealer 
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Amana Refrigeration, Inc., Amana 16, lowa fo fy | a7 é 
Seoitbaiaiiih ® 
“Backed By A Century-Old Tradition Of Fine Craftsmanship” rae 
“ee 


Amana gives you constant quality plus full profit! 
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Another TOASTMASTER | | 


water heater milestone | . 


If you haven't already seen it, you will soon... a new 
nameplate on Toastmaster Automatic Water Heaters. 
It means something, this new nameplate. First, that 
Toastmaster engineers have passed another mile- 
stone in domestic water heater progress. Because 
lonodoglas* lining, together with the Ionodic* Sys- 
tem of tank protection, means still longer life, still 
better performance records for Toastmaster Water 
Heaters. lonodoglas lining is available in 40-, 50-, 
and 82-gallon electric models, 30- and 45-gallon gas 
models, and the 40-gallon tabletop model. (A// 








row 


capacities will continue to be available in non-glass- y 


lined models.) Other innovations include Universal 
controls, pilots and burners for all gas models, and 
newly designed, bigger, more easily accessible in- 
spection plates on all electric models. 


These new strides, plus all the other well-known 
Toastmaster-engineered features, make Toastmaster 
Automatic Water Heaters your best line—in perform- 
ance, sales appeal and customer satisfaction. It’s the 


water heater your customer wants in is home! 


TOASTMASTER 


SEPTEMBER, 
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Mort Farr Says... 


We Have a Right 


to Compete-—| 


} et six months ago I wrote an article entitled 
“You don’t have to go discount” (EM, Feb., 
'55, p11). I believed it then and still have faith that 
a so-called legitimate dealer should not go dis- 
count suddenly. 

However, this is a changing business and some- 
times we do not recognize changes until after 
they happen. Our survival depends on adapta- 
bility. In fact our business adapts itself to change 
so readily that it is only when we look back that 
we become aware of the scope of the changes 
that have taken place. 

There is no denying the success of the discount- 
ers and it is equally evident that consumers are 
in the drivers seat. They know what they want 
and they know where to get it at the cheaper 
price. The very word “discount” has assumed 
a tremendous selling power—as witness the de- 
partment and chain store ads. 

At Narda’s midyear bull session men took the 
floor time and again and shyly admitted that they 
would be better off if they could lose their hard 
earned reputations as prestige, list-price stores and 
convince their customers that thev could buy as 
cheaply from them as from discounters. 

In talking to many dealers since, I am con- 
vinced that our delaying action has been healthy 
for the industry. Had every dealer just cut prices 
and met the discount house competition head-on 
there would probably have been many more 
failures among both discount houses and legitimate 
dealers before now. 


CUT COSTS FIRST. The biggest mistake a dealer 
can commit is in just cutting prices before mak- 
ing any plans to cut costs or increase volume. 
In fact the salvation of the smaller dealer lies 
in cutting costs and concentrating on volume. 
We are going to have to admit that we are 
all price cutters. When a small dealer cuts the 
price he is a price cutter, but when the big 
operator or the department store cuts the price 
it is a “successful promotion.” We are going 
to have to stage a continual “successful pro- 
motion,” but the change will have to be 
gradual. 


VOLUME IS THE KEY. The one item which 
is all-important to every successful discount op- 
erator is volume. In order for the old-line 
dealer to sell for less he must increase his 
volume. He must not only obtain new custom- 
ers, but also must induce old customers to 
spend more of their dollars with him. 

Some department stores who have initiated 
a policy of just cutting all prices have found 
that for a short time business increased but 
it became quite evident that before long the 
cost of doing business caught up to the new 
volume and profits were nil or huge losses piled 
up. 


MAKE A SLOW CHANGE, The old line re- 
tailer who decides to change his operation to 
“businessman discounter” will not be success- 
ful if he makes a sudden and drastic a. 
All he will accomplish at first is to sell the 
same amount of merchandise or a bit more to 
the same number of customers at a lower gross 
margin. He can be successful if he adds addi- 
tional business at lower prices while maintain- 
ing the regular price business he has been en- 
joying. Following this plan, eventually his en- 
tire business will be at lower prices. How- 
ever, his volume will have increased sufficiently 
to cause his gross margin dollars to equal or 
exceed his former gross margin dollars. ‘This 
despite his lowered gross margin percentage. 
At this point many dealers, including myself, 
will think of this as a dishonest way of do- 
ing business. It doesn’t seem fair to have two 
prices, especially one for your good custom- 
ers and a lower one for those who haggle or 
bargain with you, 


ARE WE HONEST NOW? Those of us who 
have thought of our policies as fair to our cus- 
tomers might ponder the prevalent practice of 
advertising a $100 trade-in allowance on an 
old refrigerator, regardless of age or condition, 
for a new one. Here we might in one case ac- 
cept a junker that costs us to haul away and 
in another give the same amount to some trust- 
ing soul who allows us to take in a four-year-old 
modern box in running condition that might 
sell for as much as $100. This happens in all 
categories of our business. Is this our one-price 
system? Let’s take it the other way. A cus- 
tomer tells your salesman that the washer she 
is turning in was used yesterday and is only 
four years old, so your man makes the deal and 
your truck brings in a $39 washer that has not 
turned a cog for months and never will. The 
customers will also deceive you as to what your 
competition will allow them and many times 
lies about prices they can get elsewhere. 

Today it is “Buyer and seller beware and let 
the best haggler win.” It doesn’t sound like the 
American way but it is the way of the day and 
we must face it. One out of five new cars are 
purchased at a discount and in the appliance 
business it has gotten so that 85% of the TV 
and appliances sold in New York are sold at a 
discount and the percentage for the rest of the 
country is well over 60%, 


WE CAN NARROW THE GAP. By building 
volume and cutting costs we are going to be 
able to narrow the gap between the Yiscount 
house prices and our own. To begin with, this 
matter of price discrimination starts with our 
suppliers. If all retailers had paid the same 
prices, I doubt if the growth of discount houses 
would have been as rapid as it has been. Now, 
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the old-line retailer has discovered, too, that 
there is a better deal—particularly for volume. 


IMPROVE BUYING. In the past few years this 
condition has been fostered by over-production 
and weak spots in distribution, A manufacturer 
or a distributor caught with an over-supply 
made contacts with discount operators to move 
excess merchandise and this was sold to the 
public at low prices, many times at profits ex- 
ceeding the legitimate dealer’s margin at list 
prices. In today’s market there is very little 
margin for a distributor to take mark-downs 
and he is buying from the factory more cauti- 
ously to prevent these costly dumps, Today, 
if a distributor has excess inventory he may 
find that he can negotiate more profitably with 
his regular dealers who can successfully pro- 
mote the item at a price, So we have not only 
to step up our selling methods but we must 
improve our buying techniques, 


THE RIGHT TO COMPETE, The great Amer 
ican tradition has been the right to compete. 
Volume seems to be the answer, In the auto- 
motive industry, the top manufacturer comes 
up with a profit of 10% after taxes and the 
greatest year in history while a few tail end 
manufacturers still operate at a loss, Automo 
bile dealers can sell hundreds of cars per month 
at approximately $50 profit per car. Their per- 
centage is at an all time low but there are Nots 
of dollars. 

In the appliance business the large manufac- 
turer and the volume operators are getting 
larger and stronger. There seems to be no 
place in this business for the conservative manu 
facturer, distributor or dealer. 

As I have said before, discount houses de- 
pend on volume for profit and now that vol- 
ume is being dissipated by increased competi- 
tion among themselves. Lower cost appeal is 
maintained through volume and as more and 
more discount houses spring up, they divide 
the volume, This volume will be further di 
vided as specialty selling dealers learn to do 
business in dollars rather than in percentages 

At the same time, these discount houses are 
finding that they now have to spend money to 
advertise and promote even at reduced prices 
and must offer some of the services that legiti- 
mate dealers offer. Somewhere along the line, 
the appeal of price on one hand and service and 
stability on the other will merge and the ap- 
pliance dealer of the future will probably rep- 
resent both, but he must do VOLUME. 


Mort Farr Will Say ... 


Next month Mr. Farr discusses the tech 
niques of cutting price while building volume 
and making a profit. 


PAGE 25 














What womens magazine 


When the Market Research Corporation of America asked 5,523 families 
in its National Consumer Panel to list the magazines that came into their 


homes during a five week period, results showed: 63% of Family Circle households 





received none of the foyr leading subscription-type women's magazines! 





Family Circle has an audience largely its own, of young, growing 


families in neighborhoods where your appliance dealers are located. 


Who reads Family Circle? According to the Starch 49th Consumer Magazine 
Report, Family Circle has the highest percent of reader-families with 


children...and most children per reader-family...among all of the 
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do your best customers read ‘? 


top ten circulation magazines! Advertising in Family Circle 
reaches over 4,000,000 big family buyers, in the market for home 


and family appliances of all kinds. 


Why does Family Circle reach a 100% select audience of prime 
appliance prospects? Because it's sold only in the market, never in the mail. 
Appliance advertising in Family Circle pre-sells family purchasing 
agents, top supermarket customers who live and buy in neighborhoods 


How «..:.:: profit... 


around appliance stores. 
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FREE! 


DISPLAY CARDS FOR COUNTERS AND WINDOWS! 
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Landers, Frary & Clark features this 
Universal Coffeematic in September 
Family Circle. Supermarketing house- 


fr 
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wives, with their interest in better family 

meals, can’t help but be interested in this 

time and work-saving appliance they can 

use right on their dining and coffee tables! 
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FAMILY CIRCLE 
MAGAZINE 


GRAND UNION + BOHACK 








neighborhoods, Order Family Circle's han4some 


promotions, to let these families know you have 
the brands they see advertised in Family Circle. 


Dealers! You can cash in on the tremendous 
selling impact Family Circle has among 
supermarketing families right in your own 


free display cards for your point-of-sale 













REGINA 
With this full-color advertisement in October 
Family Circle, Regina reaches over 4,000,000 








practical-minded homemakers who live and 












sands of appliance stores. 
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MONITOR 

More and more appliance advertis- 
ers are cashing in on the buying 
power of Family Circle’s 100% 
select market of family-shoppers, all 
in the market for new, work-saving 
appliances. In September, Monitor 
Equipment Corporation joins Family 


Circle, advertising the new Monitor 97s 
Washer with Electric Wringer. 





~~ pe 


ROOT E  P? AD tr 


4,000,000 family-shoppers, in the market for home and family appliances, buy Family Circle in stores of 
these 14 leading chains: SAFEWAY * KROGER * AMERICAN + FIRST NATIONAL + JEWEL + WINN & LOVETT 


RED OWL + ALBERS + DIXIE-HOME + WEINGARTEN * H.E. BUTT + H.G.HILL 
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shop in the neighborhoods around tens of thou- 
murs 











Reap yourself a bale of bucks with 


Arvin’s Harvest Special! 


Outperforms every other set in 6-tube class! 


Get your fall radio selling off to a flying start—right at the 
height of back-to-school buying—with a special selling of 
Arvin’s famous Model 760T at a bargain price! This is the 
set that beats all competition in every comparison test. Six 
tubes including rectifier—tuned RF stage—three-gang vari- 
able condenser—full range tone control. Super-sensitive and 
super-selective, superlatively styled in popular colors, It’s the 
absolute finest in AM distance reception. 

From now to September 30 the retail price (Zone 1) is only 





Special price, for later holiday at full price and a 
juicy profit! Be sure your order is postmarked by October 5. 


Harvest window trim, too! 
Build window interest and store traffic with the Harvest 


Agvia. Radic 


: 
? 
i 
: 
i 


Radio Division 
Arvin INDUSTRIES, INC., Columbus, Indiana 
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= Sy: Flashes!" 


New Eye-Catcher 


. HHMILTUN BtHCH 


mixin: g center 


any 











ST eZ ; 
= yv -++ big, convincing ads in all these leading maga- 


zines. Remember, even a pre-sold customer has to be 


= P. re- Selling S told where to buy! Tie in, with your own ads and a 


new Mixing Center display! 


for you... 
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features 2@mixers 


and the Only 
9-year 


llal antee 
in the 


business! 








New Hamilton Beach Food Mixer 


e@ The only food mixer designed 
for full-coverage mixing $3995 


5 + ay é at cet | 
* “ - & * 


New Hamilton Beach Mixette 


@ Tailor-made to modern needs 
... fits her hand and purse 


- @ New Thumb-Dial controls retail 
. Pasenee-tectee for easier han- $] O50 e New Mix Timer ends guess- $4395 
Mng : wor 
° New longer beaters p ronal @ Newly styled for modern needs (with Mix Timer) 
e New Thumb-Dial switch h Chrome mixer and 2 stainless steel bowls, $10 additional 
@ Packed in gift box (chrome, $21.50) 


NEW HAMILTON BEACH LIQUI-BLENDER 


@ Sell finer, faster blending for dol- 
lars less! 


@ New “Cut-’n-Fold” action delivers 
twice the usual cutting power 


© Twe speeds, no-splash top 


$3 950 retail (chrome, $44.50) 


HAMILTON BEACH HOME DRINK MIXER 
It says these mixers must be good, or the oo teal mee < @ Makes real fountain drinks 


manufacturer couldn’t afford to extend his motorized home appliances. @ The all-family gift 
guarantee 4 years longer than the standard @ Once kids see ‘em, they keep coax- 
1-year period. \t says “buy with confidence, ing (use the Mixing Center) 


your Ssatisfaction’s assured!” © 14%” high; big, 16-02. container 
Feature this display that sells “everything 
in mixers.” It’s sturdily built, easy to set up, $2200 


designed to sell any combination of mixers Hamilton Beach Co., Div. of Scovill Mig. Co., Racine, Wis. rolen 
from either side, Flasher wins attention. 


Takes only 144% x 40% inches of counter 
space. 29 inches high. 


Ask your distributor for details 
or mail the coupon! 


The 5-year guarantee 
makes it self-selling ! 


You know and we know Hamilton Beach 
quality. Now we dramatize it for the 
consumer. The 5-year guarantee—right 
before your customers’ eyes—tells 

the story for you. 







“So 
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designed to move customers 
ee». and merchandise 


sy PARAGON 
ae 


Paragon’s customer-compelling new 
food warmer is the answer to the growing demand 
for contemporary design from hardware, appliance, 
department stores and gift shops everywhere. 
Styled in graceful modernity by Martin... 
black satin finish contrasts stunningly with 
bright aluminum oversize heating surface and 
handles, Keeps coffee, casseroles, meat 
trays at their serving temperature best. 
Brilliantly conceived self-displaying 
gift package. 



















Just 


$4.95 
Retail 


@ UL and Good 
Housekeeping 
approved. 





PARAGON ELECTRIC COMPANY 


Makers of famous Paragon “de-frost-it” 
_---'4638 TWELFTH STREET @ TWO RIVERS, WISCONSIN 


| Waly ; be 


ae 
em 
Oe Bite oe oe 
een Ff i oe oe 
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ECONOMIC CURRENTS 





Credit: Soft Spot in the Boom? 


By the McGraw-Hill Dept. of Economics 


HE key “weakness” in the cur- 

rent boom warn many economists 
and government authorities, is the 
size of consumer debt. (Present figure 
—all-time record) But how much of 
a weakness is it? 

Combine consumer debt with the 
amount owed on mortgages and the 
total is four times what it was prewar 
and about 42% of after-tax income. 
Comparable percentages are 30% for 
1929, 30% just prior to World War 
II, and 20% at the conclusion of the 
war. 

For the first five months of this 
year, total retail sales of durable goods, 
cars, home appliances, etc. have been 
almost equal to the increase in total 
installment debt granted. Apparently, 
there has been no year-to-year increase 
in sales of durables for cash. The 
entire year-to-year improvement in 
consumer durable goods sales has been 
on-the-cuff. 

A study in the July, 1954, Federal 
Reserve Bulletin estimates that half 
of all U. S. families had fixed com- 
mitments 6 to 22% of income 
or more, and about a third have com- 
mitted 30% or more of their income. 
About 8% have obligated as much 
as half of their income. Undoubtedly 
some families are at the saturation 
point in debt. 


MOST HAVE NO DEBTS 


But according to a more recent 
Federal Reserve Board survey of con- 
sumer finances, more than half of all 
American families-57%—have no in- 
stallment debts at all. And of the 
43% who do have debts, almost 
three-fourths owe less than 20% of 
their disposable income (income after 
taxes). 

Of those who do have debts, a full 
one-third have cash savings behind 
them and only a minority—mostly 
young couples with jobs and rising 
incomes—have no cash resources 

On the average, consumers can b« 














| swash 


expected to assume more installment 
debt at an annual rate of perhaps 6% 
or $1.5 billion per year. However, 
consumers ordinarily follow a_polic' 
that is either way above or way below 
the average. The debt reduction 
policy of early 1954, was way below 
the average. Now, however, consum 
ers are buying on-the-cuff at a rate 
far above the average. If this trend 
continues, the next swing will be back 
in the direction of debt reduction—a 
slowdown in the purchase of appli 
ances, autos and other goods. 

What will happen if the consumer 
decides he has taken on all the debt 
he can carry and, therefore, decides 
to take a breather? For example, sup- 
pose consumers reduce the rate at 
which they are taking on new loans 
by $5 billion—from $37 billion down 
to the $32 billion rate. 

With that volume of new loans 
consumers would not be reducing 
what they owe, they would merely 
be keeping their debt level constant. 
Yet that would represent a cutback 
of $5-billion in the rate of spending 
of borrowed money. This $5-billion 
is equal to 15% of the current volume 
of consumer spending on durabl 
goods. It also is enough money to 
finance more than two million $2,500 
automobiles. 


In the first quarter of last year new 
loans were being taken out at the an- 
nual rate of $28-billion. But in May 
of this year new loans were being 
made at an annual rate of $37-billion. 
Retailers in May were enjoying the 
expenditure of borrowed money at a 
rate some $9-billion higher than a 
year ago. Although this $9-billion is 
only a fraction of the total retail trade 
figure, it is pretty — when 
compared with $34-billion of con- 


sumer expenditures on durable goods 

Autos account for nearly half of all 

installment credit. And automobile 
(Continued on page 36) 
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Boost freezer sales with the complete Wilson line, or — 


app rHese BIG=SIZE FREEZERS 
TO YOUR PRESENT LINE 


~ 
‘ Why /ose sales? Even if you're married to a limited line, you can still 
Don’t turn down orders enjoy extra, “big-ticket” profits merely by adding Wilson Freezers in 
=. x Re “ie > ' ies 
lar sizes non-conflicting BIG SIZES! Survey after survey of freezer owners reveals: 
for the = ge “Our next freezer will be an upright—and bigger!’ Stay tuned to the 
—they’re on the increase! trend; sell BIGGER —sell WILSON! 















New Wilson,Upright Model BF-350—full 35.38 cu. ft. New Wilson Upright Model BF-250C—full 25.4 cu, ft. capacity, 


_ Smart gray finish. Your best answer to the growing demand 
for a BIG freezer at a low price! 























Built to retail at only 


Bo Wy gis 





LS 


Model Fi-301, Model FI-601, holds Modei FI-901, holds 3000 


Examine the many advantages in handling the full Wilson 
line. All the popular, profitable sizes—Food Pian tw Farm 
capacities! 15 and 20 cu, ft. Chest freezers; 15, 20, 25 and 
35 cu. ft. Uprights. Sectionals, too! All the best convenience 
features it took two independent freezer manufacturers years 
to develop! Double the heritage of any other line! Investigate 





, of : - ’ 
30 ideo! fer esteten, 60 2000 Ibs. of frozen cetyl = be ag ot pra today! A few attractive franchise opportunities now open! 
cu. FT farms, etc.Can be h food. Easily added 294" deep with doors 
vvve enlarged later, cu. to—in sections! ° ond hardware removed! 

COOH EHEEEEEHHHEEEEOEHH EERE E EEE 
. 

4 Wilson Refrigeration, Inc., Dept. FM-9, Smyrna, Delaware 
4 Rush information on opportunities in Wilson | | Complete Home Freezer Line BiG Home 
. Freezers only |_| Sectional Storage Freezers. 

i © 
. 
. 

HOME FREEZERS 
° NAME piste, DEALER 
. 
. 
WILSON REFRIGERATION, inc., SMYRNA, DELAWARE . 
. P 
Division, Tyler Refrigeration Corporation ° ADDRES 

. 
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How Do Operative Home Builders 


A REPORT OF A NEW STUDY BY NATIONAL 
BUILDERS WHO CONSTRUCT 92% OF ALL 


eaten who has a stake in selling merchandise 

that goes into new homes realizes the outstand- 
ing importance of the operative builder—the man 
who builds houses fo sell. 


These men play such a major part in creating markets 
for building materials, equipment and appliances that 
their views and opinions have a tremendous signif- 
icance to American manufacturers. 


To learn exactly what these big builders think, 
National Field Service was commissioned to study a 
group representing 27% of all builders who construct 
92% of all new homes built for sale. The results are 
reported here for five of the several questions pro- 
vided by Better Homes & Gardens. 


The tabulations of their answers to these five specific 
questions are most eloquent. They show that with 
these big operative builders, as well as with the 
home-buying families who purchase their homes, 
Better Homes & Gardens is so far in the lead among 
America’s top magazines as to be practically in a 
class by itself. This is hardly a modest statement, 
but it is offered as completely factual on the record. 


Better Homes & Gardens is more than ever the one 
magazine you cannot do without to reach and influ- 
ence home builders and home buyers. 


This survey becomes another piece of significant new 
evidence pointing up how effectively BH&G pene- 
trates all the important sources of sales in the 
residential building market. An F. W. Dodge survey 
earlier this year showed BH&G far and away the 
leader among all magazines in reaching and influenc- 
ing families who build homes for their own occupancy. 


Remember, too, that whatever you have to sell to 
consumers, your advertising appropriation works 
harder —dollar for dollar—among BH&G’s 4,000,000 
families than any other advertising medium of any 
kind. 





These same builders were asked three additional 
questions: (1) What do prospective home buyers 
seem to want in improvements or new features in 
the homes they buy? (2) What do you think is 
the greatest needed improvement in home building ? 
(3) What important home-building developments 
would you predict for the next five years? 


For information on the answers to the above 
questions, call your Better Homes & Gardens 
representative. 











Better Homes 








4 





Rate Consumer Magazines? 


FIELD SERVICE AMONG THE NATION'S BIG 
THE NEW HOMES THAT ARE BUILT FOR SALE 


*A Field Service affiliated with Alfred Politz Research, Inc. 





HOW DO THE MAGAZINES THAT CARRY YOUR ADVERTISING STACK UP? 





QUESTION: Please check each 
of the following magazines that 
are read regularly (almost every 
issve) in your home or place 
of business. 


PERCENT 
OF TOTAL 
OPERATIVE 
BUILDERS 


Better Homes & Gardens 62 


Life 57 
American Home 38 
Saturday Evening Post 32 
House Beautiful 30 
Time 30 
Look 28 
Good Housekeeping 27 
House & Garden 25 
Ladies’ Home Journal 22 
Coliier's 17 
McColl's 16 
Woman's Home Companion 15 
Living for Young Homemokers 12 
Parents’ a 
Household 5 
Sunset ; 3 





QUESTION: If you could have 
only one magazine in your 
home, which one of the follow- 
ing magazines would you 
prefer? 


PERCENT 

OF TOTAL 

OPERATIVE 

BUILDERS 

Better Homes & Gardens 24 
life 22 
Time 12 
Saturday Evening Post W 


American Home on 


House Beautiful 5 
Collier's 4 
House & Garden 2 
Good Housekeeping 2 

2 


Living for Young Homemakers 
Look 
Ladies’ Home Journal 


McCall's 
Sunset 1 


2 
Porents' 2 
1 
1 


Woman's Home Companion 1 


Household - 





QUESTION: In what magazine 
would you prefer to see your 
hemes or housing develop- 
ments featured editorially or 
advertised? 


PERCENT 
OF TOTAL 
OPERATIVE 
BUILDERS 


Better Homes & Gardens 36 


life 17 
American Home , 15 
House Beautiful W 
Saturday Evening Post 5 


House & Garden 

Living for Young Homemakers 
Good Housekeeping 

Sunset 


Collier's 


- nn o wo 


Ladies’ Home Journal 

Look 

Time 

Woman's Home Companion 
McCall's 


Parents’ 
Household - 
*Less than 0.5% 





Here are the Five Questions Asked of Operative Home Builders 


QUESTION: If you could heve 
only one magazine for use in 
connection with your business 
as @ builder, which one of the 
following magazines would 
you prefer? 

PERCENT 


OF TOTAL 
OPERATIVE 
BUILDERS 


Better Homes & Gardens 4) 


American Home 14 
House Beautiful 13 
House & Garden 5 
life ; ; 8 
Living for Young Homemakers 4 
Time 3 
Saturday Evening Post 2 
Collier's 1 
Good Housekeeping 1 
Ladies’ Home Journal 1 
Look 1 
McCall's 1 
Woman's Home Companion | 
Household ? 
Sunset j ° 
Parents’ - 

*Less thon 05% 





QUESTION: Whet megazines 
are mentioned most frequently 
by your customers in connec- 
tien with buying homes? 


PERCENT 

OF TOTAL 

OPERATIVE 

BULDERS 

Better Homes & Gardens 43 
House Beautiful 
American Home 


House & Garden 


n ows 6 


Good Housekeeping 


Life 
Household 


living for Young Homemokers | 


- w 


Saturday Evening Post 


Time 


Sunset ° 
Collier's - 
Ladies’ Home Journal - 
Look — 
McCall's Pa vat aes ea 


Parents’ : - 
Woman's Home Companion 


*Less than 0 5% 





Questions: Furnished by Better Homes & Gardens 
Nomes: F. W. Dodge Corporation 


Somple Selections Mailing « totion | National Field Service . .. 
moto Selection Mating -Tebviotion | stg Gentes ofiliated with 
Follow-up Personal Interviews 


Alfred Politz Research, Inc. 





The sample consists of 671 completed usable interviews, 
representing an effective completion rate of 88% ' of 
all operative builders on the F. W. Dodge Corporation lists. 





ue 
a 





and Gardens _......... 


Better Homes & 
advertisers are sts 
in more than 4,000,000 






a 
f 





call your 
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installment credit has been the most 
important item in the increase in 
consumer credit. For the first six 
months of this year, installment credit 
on autos increased about $2-billion. 

If this rate of increase were to con- 
tinue, the situation would become 
dangerous. It seems unlikely, how- 
ever, that it will continue. For the 
rest of the year the rate of repay 
ments should be about equal to the 
rate of new credit. 

Much of the loose credit that has 
developed—winking at down-payment 
standards and allowing repayment 
periods up to four years—has been in 
auto credit. The recent warnings of 
caution issued by Government au-— 
thorities were aimed at curbing these 
practices. 


PAYMENTS ARE PROMPT 


Many experts point out that al 
though the size of debt is very large 
there is little need to worry that the 
consumer will default. At a recent 
meeting of business executives on 
consumer credit management it was 
agreed that installment payments on 
consumer goods are being met with 
greater promptness than ever before, 
and that there is no ¢ause for concern 
over the amount of consumer credit 
outstanding. A look at the recent 
record of repayment of debt would 
seem to bear this out. There have 
been very few defaults, even during 
the downturn in business in 1948- 
1949 and 1954. 

It should be worth noting, too, 
that the payments many families are 
making on appliances are merely sub 
stitutions for former monthly pay 
F ments to the iceman or the household 

a ‘ \~ help. Likewise, home ownership has 
{| "¢) 


for many merely substituted mortgage 





SHAVERS 


—— . payments for rent. 
C <a : / It is evident that government of 
5 = ; | ficials are worried about consumer 
} credit. Although no definite action 
RANGE ES 7 i” has been taken thus far, monetary 
CABLES s : ; 
authorities have sent warnings to all 
banks about the trend toward loose 
credit terms. The loose terms which 
many banks have been allowing are 
looked upon as unsound banking 
practices. It’s too carly to tell yet 
Bae [ OR TABI "a what action, if any, banks will take 
nana Appt ah to curb credit. 

—- The recent increases in the redi 
count rate will have little effect on 
the consumer in terms of greater cost 
for interest rates. It will, however, 
make it more difficult for consumers 
to obtain credit. Banks and finance 


Ww : (rere ‘ | companies will screen loan applicants 
[RS MAASR FOR INDUSTRY | . 3 aig ; more carefully than in recent months. 
SINCE 1902 


FOR 


SOURCE OF WEAKNESS 


Although the installment credit :: 
picture was a source of strength a 
year ago, it now appears to be a source 
of. potential weakness. It may be that 
the real danger to the economy is not 
how much the consumer owes but 
what would happen if he decides that 
he owes too much. However, con 
sumer credit is only one force influ- 
encing the over-all economy. And 
most other signs point to continued 
strength. End 


CHICAGO 
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call your 
TARESCENT 
distributor 


ALABAMA 

Argus Herron 
James W. Clary Co. 
1713 2nd Ave., So, 


LHEITCENT 


Aa ] 


y y 


rio 
Brittiant hi-fi Pe eckeahom 


m , " h 
you'll want a ee Carlos D. Mitchell 


\ Forbes Dist. Co. 
} 2600 E. Roosevelt Rd. 
Birmingham 
music has new ftull-toned ARIZONA 
beauty with Crescent's PORTABLE 
45 r.p.m. automatic phonograph 


corators 


onograph by famous Crescent! 


R. B, Velliguette 
Radio Spec. & Appl. 
305 E. Rocsevelt St. 


Look at this beauty! Decorator tones of brick red and , 
Phoenix 


beige leatherette covered all-wood cabinet. Light enough 

to carry anywhere (weighs but 9 Ibs) CALIFORNIA 

Without its detachable handle, it converts into an exquisite H. M. Kimball 

piece of furniture. 2 tube amplifier including Kimball & Stark 

rectifier. 5%” hi fi speaker, separate variable tone control. 713 S. Tyler St. 
plume control. Measuves 114" x 17" x 7%". El Monte 


modei F639 * 397° Al Nealy 


Recorders Dist. 
7115 Melrose Ave. 
Hollywood 


Manley's TV Supply 
44916 N, Yucca 
Lancaster 


Norbert W. Dean 
Dean's Electronics 
969 American Ave. 
Long Beach 


R. A. Henderson 


records give full tonal spectrum 
on Crescent's NEW TABLE-TOP 
45 r.p.m. automatic phonograph 


Everyone falls in love with this modern 

magic music-maker. Thrill to its luxuriant hi fi 
quality . . . its magnificent modern styling. Dover Henderson Co, 

white leatherette covered wood cabinet with blending 630 N. Alvarado St, 
grill cloth... brass legs. 54” speaker, 2 tube amplifier Los Angeles 

including rectifier. Volume control. Compact! Horn & Cox 

Weighs but 6% Ibs., measures but 11” x 10%” x 9". 4382 E. Bandini Blvd. 


Los Angeles 
model F637 s34°° 


Columbia Music 
1080 Market 5t. 
San Francisco 


R. F. Schwalb Co. 
298 8th St. 
San Francisco 
sound has new room-filling Whittier Electronics 
reality with Crescent's 45 r.p.m. 6606 S. Gretna 
“plug-in” record changer Whittier 


Takes but a split second to plug Crescent's superb 

little changer into your present radio or phono and listen 

to the amazing wealth of exclusive 45 r.p.m. recordings. 
Features the world-acclaimed feather-touch Crescent changer 
mechanism which gently cradles your records. 

Components are tailored for complete fidelity matching. 
Measures only 10%" x 7'/1" x 7%". Weighs only 5 Ibs. 


COLORADO 


Mr. Zellinger 
Public Dist. Co. 
1520 Wazee St. 
Denver 


CONMECTICUT 


Thomas H. Brown 
model C661 $4 ges Thomas H, Brown Co 
15-23 Whiting St. 
45 ¢.p.m, chassis only New Haven 
model C660 ,,.,, 40.11. if installations) $17.95 
erchcietoomeror: 0. Ow. DISTRICT OF COLUMBIA 


Morris Silberne 
Silberne Radio 
3308 Ith St.. N. W, 








apie 














































GS ARESLCENT 


call your 
EEEES Sr ¥tape recorders 
oF Tartiy Styled tape 


. e a 
distributor recorder... yours ¢<, 


ima ; 
gine—a fabulou-« 








fasll lidelity 


just Pennies . 
FLORIDA ™ Gay 
F. Graham Johns 
Walder Radio & App! 
1809 N. E. 2nd Ave 
Miami Thrill to countless hours of recording baby’s first words, musical and 
acting performances by you and your friends, parties, favorite music direct 
from broadcasts, etc. All of these exciting moments are captured for you 
to hear again, and again . . . and again. The only quality tape recorder in 


the world under $100.00 . . . packed with professional features like these: 


Lon Cooper 
Cooper Radio Co 
648 Second Ave 
St. Petersburg 


GEORGIA 


Manny Rubin 
Southland Distributors 
44\ Edgenood 


* Positive 50 KC A.C. tape erase system * Dual Track Recording 

* Speedy Forward and Rewind — Full 7” Reel (almost ‘4 mile of tape) 
Rewinds in 90 Seconds * 3 Watt Amplifier * Inputs for Mike 

* Outputs—3.2 Ohm for Speaker Plus High impedance 


Atlanta for External Amplifier * Size—8%”" x 10%" x Il'h” © Controls— 
ILLINOIS One Operating Control for Record and Play and One Control Each for 
John Stolz Tone and Volume * Pyroxylin Covered Wood Case—Two Tone 


Nut Brown ¢ Lightweight—but 20 Ibs., Complete * Current— 
110-120 Volt, 60 Cycle A.C. 


Stolz-Wicks, Inc 
BII0 S. Western Ave 





Chicago 
. . 
bar, Wiener model TR67O....7'/ IPS recording speed 
Continental Music . = , 
1810 Ridge Ave look! only > ay ——" 
Evanston “ea complete 
INDIANA 


INCLUDED! microphone, one reel of hi-fi tape, and extra take-up reel! 
John S. Jones 


Jones Hi Fi Supply 
2237 Crystal St 
Anderson 


Harry Dettmer 
National Mill Sup, Co. 
207 E. Columbia St 
Fort Wayne 


OWA 
Arnie Jacobs 
TCR Distributors 


1205 E. River Drive 
Davenport 


R. L. Bernard 
Farnsworth Radio & TV 
623 Jefferson St 
Waterloo 


LOUISIAN 


J. B. Gordon 
Lovisiana Radio & TV 
1645 Plank Road 
Baton Rouge 


MARYLAND 


Manny Kann 
Kann-Ellert Electronics 
9 S. Howard St 


Baltimore 


MASSACHUSETTS 

R. Kadets 

C. B. S. of Boston 
1099 Columbus Ave 
Boston 


complete 


Edgar A. Ross 

E. A. Ross & Company 
34) Columbia St 

Fall River 





Charles Condon Fred Scheele y : , Ki 

Young & Young Fulton Radio Sup. Co. Malcolm Asckenasy Lynn D. Smith 

169 Spring St 1208 Greenwood Ave. St. Louis Music Radio Equipment Co. 
Springfield Jackson 4400 Delmar Bivd. 2852 Douglas 
MICHIGAN MINNESOTS St. Louis Omehe 

Tom Greeley Minnesota Wholesalers NTAN j Mihalic 

George L. Johnston a First _ No. Music Service Co. Nidisco-Jersey City 
1420 Holden Ave pete imees 204 Fourth St., So. 713 Newark Ave. 
Detroit MISSISSIE Great Falls Jersey City 

John Crapser James R. Wilburn A. J. Battershell Lester H. Allen 
Radio Tube Merch. Swan Distributing Co D. N. Latus & Co. Allen & Hurley 

508 Clifford St 342 N. Gallatin St 1531 National Ave. 23 S. Warren St. 
Flint Jackson Helena Trenton 









=<; 
eoll waesee -_ 
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LHEILENT 


Crescent 2-Speed © Al 


PROFESSIONAL 


TAPE RECORDER 








NEW YORK 


Joseph M. Stack 
Stack Electronics 
25 State St. 
Binghampton 


Henry Gluck 
Green Tele-Radio 
472 Sutter Ave. 


Brooklyn 


Edward H. Watson 
Appliance Associates 
119 N. Huron St. 
Buffalo 


CRESCENT INDUSTRIES, INC. « 


NEW YORK (cont’d.) 
Sam Surrey 

Colen Gruen 

387 Fourth Ave. 
New York 


National Radio 
1348 Southern Bivd. 
New York 


Ear! Masline 


Masline Radio & Elec. 


192 Clinton Ave., N. 
Rochester 


a) 


specifications: 


low, low price! 


149° 


NORTH CAROLINA 
Joseph Voynow 


Carol Distributing Co. 
124 W. Moorehead St. 


Charlotte 


J. E. Griffin 

Dalton Hoge Radio 
924 W. Ath St. 
Winston-Salem 
OHIO 

Ruby Morrison 
Morrison's Radio 
331 Center St. 
Ashtabula 


ONO (cont’d.) 

D. R. Hartong 
Burroughs Radio 

711 Second St., N.W 
Canton 


Carl B. Trimble 
Chambers Electronic 
1669 Central Parkway 
Cincinnati 


C. Krane 

Chas. Freshman & Co. 
€510 Euclid Ave. 
Cleveland 
















call your 


Gaescens 


ONIO (cont'd.) 
M. Gregg 
Srepo, Inc. 
314 Leo St. 
Dayton 


Victor E. Hess 
Stotts-Friedman Co. 
135 E. Second St. 
Dayton 


J. W. Hutchinson 
Hutch & Son 
125 S. Elizabeth St. 


Lima 


Toledo Merchandise 
31 S, Superior St. 
Toledo 


James Ross 

Ross Radio Co. 
325 W. Federal St. 
Youngstown 


OKLAHOMA 


Bill Caldwell 
Oklahoma Supply Co. 
627 N. W. Second St. 
Oklahoma City 


PENNSYLVANIA 


Arthur Peters 
A. A. Peters 
231 N. 7th St. 
Allentown 


Bell Radio & TV 
1835 W. 9th St. 
Chester 


Amil Gumula 

A. G. Radio Parts Co. 
939 Township Line 
Elkins Park 


W. A, Clave 

Radio Distributing Co. 
915 S. 13th St. 
Harrisburg 


Morris Green 
Almo Radio Co. 
412 N, Sixth St. 
Philadelphia 


Tim Lewis 

Elliott Lewis Corp. - 
16th & Hamilton St, 
Philadelphia 


Joe Minereck 
Motorola-Phila. 
120 S. Thirtieth St 
Philadelphia 


Harry Rosen 
David Rosen, Inc. 
855 N. Broad St. 
Philadelphia 


Hyman Kotovsky 
Metropolitan Dist. 
3 S. Beatty St, 
Pittsburgh 








call your 


TRESLENT " 3 lysed ts , (hi-fi phonographs 
distributor 
Smart, 3-Speed Phono 


PENNSYLVANIA (cont’d.) - ase-nag ad _.. plays 33%, 45, and 78 RPM. 
Big Boy Auto a ee bag Detachable cover has 
123 S. Second St SEE, oer eeagg pagar OF special acoustics chamber and 
Sunbury p perp he , fs 5%" Alnico V Speaker for 

. Ais: 20 full bass reflex reproduction. 
pap ice A Use as remote control 
phonograph at dances 


The favorite for homes, schools, clubs. Use Separate 
Speaker Chamber for Remote Operation® 


RHODE ISLAND voraalll 

‘ ‘ on-off contro 

++ ens 9 , eiimliftor tachuallene and plays. Dual needle 

' puede cartridge. Leatherette 

rOMeeNCS agg Apert my covered wood case. 

. inant Ws” x 4%2" x Ws". 

SOUTH CAROLINA Weighs 10 Ibs. 
James B. Horlacher 


= 
Horlacher & Barett model M633 only model M604 $33 0°° 
1905 Main St 


25’ extension cable for remote operation . . . . $1.50 
Columbia 


TENNESSEE 
imagine—a complete 3-SPEED AUTOMATIC 
PHONOGRAPH at this LOW, LOW Price! 


Furniture Wholesalers 
1420 Chestnut St 
Chattanooga 


Fashion-wise music lovers thrill to this 
NEW Crescent PORTABLE PHONOGRAPH 


Here's a fine instrument 
that does everything— 


TEXAS AUTOMATICALLY! Plays 33's, 


William M. Shapiro 
Sunland Supply Co 
1200 E. Missouri St 
El Paso 


Harry Keep 
Gulf Coast Elect 
10 Winbern St 


Houston 


45, and 78 r.9.m. records. 

2 tube amplifier including 
rectifier. Fabulous full 

fidelity large, heavy-duty, 

4” x 6” oval permanent 
magnet-speaker. Separate on- 
off control. Variable tone 
control. Smart decorator-styled 
metal cabinet blends with 


every beautiful interior. 

Measures 12” x 14” x 8". 
Frank Straus Co. Weighs 16 Ibs. 
4000 Leeland 


Houston model A4600 % fi. 2 95 
AM 45 r.p.m. SPINDLE 


D. Eugene Moore Plays 1'2" center hole records. Slips on or off all 

Moore Radio CRESCENT standard spindles instantly. Model 645 . . . $3.75 
157 Motor Ave 

Salt Lake City 


Bruce McKee Room-filling true-to-life concerts are yours with 


Salt Lake Hardware Crescent’s Hi-Fi PORTABLE AUTOMATIC PHONOGRAPH 
P.O. Box 510 This ij the finest 


Salt Lake City : ; 3 Waalels tals 3 speakers—a 


George Melton 


tweeter and 2 woofers 
VIRGINIA 


Winston H. Stephens 


Every low, every high! Features 
Roanoke Electronic ; 


329 Will R a powerful hi-fi amplifier 
€ , 
1322 illiamson Rd eparate treble cut-off and bass 


bring you more sound—the 


complete tonal spectrum 


Roanoke boost tone controls. Volume 


, control. Sensational 3 speed 
WASHINGTON " INTERMIX record 


changer plays 7", 10" and 12 
Audiocraf! . records 


622 Union St Lazy-bones “‘last record’ shut 


Seattle / off. Exquisitely crafted 


©. Runchey 


Sapphire needle 


alelaloeaa’i>lolteMaalelalelel lal’ 
Stanley Sulman hardwood cabinet 


C. & C. Distributing Measures 10 x 19 x 
708 Sixth St., No ; 19 Weighs 26 Ib 
Seattle ; f More than just a phonograph 


It's a musical dream! 
WISCONSIN 


F. W. Koepsell 
J, J. Koepsell Co 
50 Ninth St 
Sheyboygan 


model A699 












Topay 
starring Dave Garroway 


Home 
starring Arlene Francis 


TONIGHT 
starring Steve Allen 


build-up for Apex leads .. . 





Talk about developing leads for appliance prospects! Retailers through- 
out the country are finding out how T-4-rT makes a specialty of it, Here's 
one example of how t-1-T works for appliance retailers: 


“To the offer of a free Wash-A-Matic made on Topay, thousands of replies 
were received—over 3,500 from Charlotte, North Carolina, alone. Distrib- 
utors and dealers report that consumer acceptance has been greatly stimu- 
lated by demonstration techniques of Dave Garroway 

HARRY GG. MC DAVITT 


Advertising and Sales Promotion Manager 
Apex Electrical Manufacturing Company 


The two-way T-1-T formula makes “consumer acceptance” a sure thing 
for every product advertised on the three programs: 1) the stars them- 
selves demonstrate and sell the product; 2) NBC's “big star” merchan- 
dising provides important in-store support. 


For both retailers and advertisers, Tropay-Home-Tonicut is the important 
new way to put the excitement and prestige of biG network television 
programming to work selling appliances. 


exciting things are happening on 


TELEVISION 6c cnio wid ) 





3 Advertisers: 'o find out | 
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DORMEYER| 


STARTING SEPTEMBER 24, on NBC-TV, 


these all chrome appliances will be featured and demonstrated 


+a 


tag - eae 
KL 


NEW BROIL-WELL 


Broiler, rotisserie, oven, roaster, baking tray in 
one big handsome unit! Gets a big pre-Christ- 
mas push with Como, Has multi-temp heat 
control, 4)4-hour electric timer, every wanted 
and needed accessory. Giant capacity. New 
super-fast infra-red unit. Guaranteed. 


move ssoo Only $79.95 


STEAM AND DRY IRON-WELL 


Holds 8 full ounces plain water and has larger 
ironing surface. 7 steam vents placed for maxi- 
mum steam coverage ... and they close when 
iron stands on end. Big dial selector includes 
all fabrics for both steam and dry ironing. 
Guaranteed. 

moon 2 Only $17.95 


on this big Saturday Night Show! 


Show a housewife a beautiful chrome appliance—demonstrate its 


advantages and ease of use — offer it at a sound price—and she’ll buy. 


This is just part of what we’re doing on the new Perry Como Show. 


And for the easiest sales you’ve ever made in your life: display 


Dormeyer and stock in depth. 


Got enough stock? You'll get the rewards—the biggest, most 


profitable Dormeyer season of all! 


DORMEYER CORPORATION 


Kingsbury & Huron Streets, Chicago 10, Illinois 


NEW 10-CUP COFFEE-WELL 


Has handsome, chrome-plated finish. 4-10 cup 
capacity plus extra-wide opening for easy 
cleaning. Dual selectors: Perfect Perk brews 
coffee to 3 different strengths. Warm & Brew 
selector will re-warm cold coffee without re- 
brewing. Guaranteed. 

mova 6900 Only $19.95 


ALL CHROME SILVER - CHEF 


Gets a big kick-off commercial on Sept. 24th. 
Shown in use with grinder in action. Complete 
with 2 lifetime stainless steel bowls and grinder. 
Has 10 full-powered speeds; bowl-size indicator. 
Portable mixing head. Guaranteed. 


move 4300 Only $55.95 





on the new | 


iPerry Como 


oer 





SILVER “DORMEY”’ 


Only all chrome portable mixer with 5 full- 
powered speeds. Wait’ll you see this in action 
on TV! We demonstrate the works — speed, 
action, fingertip beater release, full size beaters, 
convenience! Get behind this —it’s a winner. 
Guaranteed. 

move 7600 Only $21.95 


FAMOUS FRENCH-FRY SKILLET 


Only skillet on the market complete with 
cover and deep fry basket at one low price. 
Also takes a big spot on the Perry Como Show 
Sept. 24. It’s11” wide, 3’ deep; electric range-type 
heating element gives it uniform heat. Cooking 
guide on handle. Guaranteed. 


move 6400 Only $19.95 





HURRI-HOT ELECTRI-CUP 
The newest and most exciting little heater- 
upper ever developed. Makes tea, instant 
coffee, soup, boils eggs — everything —sells on 
demonstration. And it is priced to sell! 
Medei 6700 Only $14.95 


moon? Only $17.95 MUVE OreV Wey Te eee 


YOU GET MORE FROM DORMEYER / 










Your New Dormeyer 
Profit Opportunity ! 


A great new complete line of top quality power tools 






NEW DORMEYER MATCHED CRAFT TOOLS 
OFFER YOU ATTRACTIVE PROFIT PICTURE IN FAST MOVING MARKET 


“Do-it-yourself” has hit the na- day’s market... complete in looks, 

tional Jack Pot—and Power Tool _ in efficiency —and in value! 

sales are going up like a rocket. And Dormeyer is going to demon- 
However, the buyer is getting strate Dormeyer Power Tools regu- 

highly selective. He wants: a wide larly on the Perry Como show. The 

choice, topmost quality and design, superiority of Dormeyer Power 

a good buy for his money. Tools will be proved right before 
Dormeyer has launched a power _—syyour prospect’s eyes! 

tool line that’s tailor-made to fit to- 


DORMEYER 4" DRILLS 


Three models, Multiple ball 
thrust bearing and self-lubri- 
cating bearing construction. 
Finest design on the market. 


From $21.95 





DORMEYER 2" DRILLS 


Two models. Has geared DORMEYER POWER SAWS DORMEYER DRILL KITS 

chuck, multiple ball thrust and Three great models. Will cut 2” x 4” Now you can cover the entire market range 
self-lubricating bearing con- lumber at 45° bevel with blade to spore. with four different Drill Kits. Whatever it is— 
struction. Loaded with features All ball and needle bearing construction Dormeyer has it. And every one is priced from 
and priced competitively. in model 720. Whatever the need—you $10 to $30 under comparable equipment ! 
From $39.95 have it in a Dormeyer, From $49.95 From $24.95 


REMEMBER—THE BIG PERRY COMO SHOW 
BROUGHT TO YOU BY DORMEYER 
STARTS SEPTEMBER 24—NBC-TV 
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move 7600 Only $21.99 


CAPITOL KITCHENS 











IN BIG PROFIT KITCHEN CABINETRY! 


It’s the merchandising angle of the decade... sales 
multiply like rabbits with CAPITOL KITCHENS’ 
panorama of dramatic House & Garden colors and 
distinctive color-flecked finishes. Retailers everywhere 
are saying “it’s magic” the way women... eye, sigh, 
and buy Capitol Kitchens. 


PLUS PROFITS... with a line of custom-made 


built-ins to house America’s most famous names in 
ovens and ranges! 


COLOR DRAMA .... the largest selection of 


colors, to excite the home-owner, to insure your sale. 


SHE'LL EYE-IT, 





1955 


THE PRICE IS RIGHT... 
THE DESIGN IS RIGHT... 


SHE'LL BUY-IT! 





MITCHENS 
608 East First Avenue, Roselle, New Jersey 


“CABINETS OF STEEL FOR LASTING APPEAL” 


movet 6400 Uniy 919.92 








W 


BEST BUILT ... with insulated doors, nylon-roller 


drawer guides, special traffic appliance built-ins and 
versatile units, 


PRICED RIGHT ... and right in line with com- 


petition! Sells itself every time! 


UNIFORM QUALITY ... backed by 36 years 


of consistently superior craftsmanship. 


NATIONAL ADVERTISING . .. brittiant 


four-color national ads... sales aids, point-of-sale 
material, ete. 


CAPITOL KITCHENS, 608 East First Ave., Roselle, N. J. 


Please send complete information about new CAPITOL 
Color-Planned Kitchens inciuding a FREE copy of your 


new kitchen design manvol. 


tama  [] Distributor [] Dealer 


Name 


(] Builder 





Street & No. 





City. 














LOADED WITH 


EXTRAS! 


ANOTHER IN AMERICA’S MOST COMPLETE LINE OF ELECTRIC HOUSEWARES 






, Steam and Dry 
Coffeematics Toastamagic Cook-a-matic Steam and Dry Irons Travel rons Hand Mixer 
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Leader for 55 
UNIVERSAL =2"=«« 


Frying Pan 


with Thermo-Controlled Heat 


More saleable features make Universal’s new for table-cooking, ideal as an extra unit in the kitchen 
Automatic Frying Pan the hottest item in the indus- when the range is over-crowded. And it has the top 
try. Big in cooking area with Thermo - Controlled feature women want. . .it’s washable! So get set 
Heat, it’s a natural for every modern kitchen. Perfect for profits ahead — get your stock in NOW! 





HANDY COOKING GUIDE IT’S WATERPROOF 





a Automatic LANDERS, FRARY & CLARK, NEW BRITAIN, CONN, 
Food Mixer & Chopper Mixablend Blankets Heating Pads 
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ie »- behind the greatest promotion 
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si?” 


fiw im Ray-O-Vac’s history 


bn. 

ae 
» . tr ‘ 4 
=> EACH SIX WEEKS (for the next year, Ray-O-Vac national Catalog’ 
yy ads in full color (see opposite page) will reach your customers. Publications 


are selected for coverage of big cities, small towns, suburban areas, and farms 


throughout America, 


Order 2. 
Sa) >) EACH AD will “catalog” 7 Ray-O-Vac “Best Sellers” with seasonal appeal. 


€ , ee ; oe due , . , 
before “i Note the “retail look”’—it’s the kind of ad you would run in your local news- 


paper to stimulate traffic and sales, 


Sept. 10 
| seat » EACH AD is timed for a special season or a natural selling event such as 


hunting, fishing, vacation time, Christmas, Father’s Day, etc. and each ad refers 


propects to you as the Ray-O-Vac Dealer. 


appears a> HERE'S HOW jou can tie in your store for dollar results! Order now 
from your favorite jobber, Get Ray-O-Vac “Best Sellers” in stock and on display 
Sept. 24 
before each ‘‘Catalog”’ ad appears. Schedule special displays on your counter, 
in your windows. Feature “Best Sellers” in your local advertising—order free 
newspaper mats of each item from Ray-O-Vac Dealer Service, Madison, Wis. 
The closer you tie in with these national “Catalog” ads to make each ad work 


for you, the more money you make. Act now—big push starts September 24! 


RAY-O-VAC COMPANY, MADISON 10, WIS. 


Division Offices: 212 East Washington Ave., Madison 10, Wisconsin * 1388 Madison 
Avenue, Memphis 4, Tennessee * 461 Market St., San Francisco 5, California « 1775 
Broadway, New York 19, New York 
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Versat 
head 
button 





New, 
ring Sv 
Polish 









Which “best ellerh" will ym have on digplay € 


Hunting time is Ray-O-Vac 


Your hunting equipment is not complete without one of these 
fine new Ray-O-Vac portable lights . .. powered by reliable 
Ray-O-Vac batteries. Your dealer has a complete selection 
now. Which Ray-O-Vac do you need? 


HUNTER 


Versatile! Carry, hang up, or set on end. Swivel Pierce blackest night with 3500. to 4000-foot beam Unbreakable lucite lens 3.inch reflector throws 


head. Shines over a mile. 3-position switch, signal 3-cell or 5-cell power. Ring hanger, removable end wide spot. Adjustable elastic headband, convement 


button. Use lantern or flashlight batteries $4.95 cap. 3-position switch, signal button $2.95, $3.95 = line switch Waterproof battery pouch $2.98 


Push-pull 
ring switch \ 


New, different Ray-O-Vac's exclusive push-pu Choose your favorites! Your deoler hos this handy Knurled for good grip. Ring hanger. 3 sizes have 3 
ring switch for fast, easy action. Sharp, bright spot selector’ with range of Handyman flashlights position, lock-type switch with signal button; push 


Polished chrome. Three sizes $1.75—$2.25 $1.75 -$2.25. Sealed-in-Stee! batteries 15¢, 25¢ pull ring switch optional on 2-cell $1 .85—$2.35 





ieee eine viene ~~ fn eRe we 


How about “sealed-in-steel"' batteries? 





King-Size Power 25¢ 


Polyethylene protected 


Regular Power 15¢ 
Billions sold 


oth Scien hashliahts : 
: fit all standard flashliy Only Ray-O-Vac is fully sealed-in-stee!. A new 
suaranteed against corroding flashlight and betteries are yours if corresion occurs. 
your flashlight 


© 1955 by Ray 0 Vac Company, Madison, Wis. Ray O Vac Canada, Lid , Winnipeg 


Hus Ray-O- Vax ad oppea September ZA- 








Amd thih Kay-O-Vae ad appeak Octrhr 24 


Wintertime is Ray-O-Vac 


Winter is coming ... gets dark earlier... stays dark longer. 
For safety and convenience, make sure you have a depend- 
able portable light always at hand... one of these fine new 
Ray-O-Vac’s. Your dealer has a complete selection now. 


New, different!—Ray-O-Vac's exclusive push-pu Available for first time —sealed.in-stee!l protection rT for good grip. Ring hanger. 3 sizes have 3 


ring switch for fast, easy action. Sharp, bright spot for Pen gh! Photoflash betteries —more amperage osition, lock-type switch with signal button; push 


Polished chrome. Three sizes $1.75—$2.25 greoler capacity. At all film counters 15¢, 20¢ pull ring switch optional on 2-cell $1.85—$2.35 


removable end 


ne switch. Weterpre f bottery 5 ch $2.98 button. Use lantern or flash! ght botteries $4.95 3. position switch, signal button $2.95, $3.95 


Stem \ | xa pe ca nS Se = = : 7 
, . How about “sealed-in-steel"’ batteries? 
\ 


King-Size Power 25¢ 


Polyethylene protected 


power 


‘ x, KS of me ' - Me ios ar : @ bs . 
j : cae, 4 
ad . ie . . ti . 
Se 2 i® 
. 
Unbreckeble lucite lens Linch reflector throws Versotile! Carry hong up, or set on end Swivel Pierce blockest night with 3500. to 4000-foot beam 
{ wide spot. Adjustable elastic headband, convenient heod. Shines over a mile. 3.position switch, s gno! 3.cell 5.ce Ring hanger 





Regular Power 15¢ 


Billions sold 


Both fit al! stondard flashlights Only Rey-O-Vac is fully seated-in-steel. A new 
Gvueranteed against corroding flashlight and batteries ere yours if corrosion occurs. 
your flash ght 

© 1955 by Ray-0-Vac Company, Madison, Wis. Ray-O-Vac Canada. Lid, Winnipeg 
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MAYTAG 
TAKES OFF 
ON BIG-TIME T 





is ir 





4 


have 3.- 
1; push 


~$2.35 


OFFICIAL UNITED STATES NAVY PHOTOGRAPH 





STARTING SEPTEMBER 20, and every week on night-time 
TV, Maytag products will star on the great new TV program, 


“| “NAWY LOG’ 





|? 
sponsored by Maytag for Maytag dealers. CBS-TV, 128 stations. $ 
See your paper for time and channel. 
Millions of families will see Maytag Advanced Automatics 
demonstrated every week on this outstanding program — 
At the greatest concentrated, continuous “push” ever put behind 
nies automatic washers and dryers. 


It’s a jet-propelled sales “lift” for Maytag dealers — 
additional evidence that 


MAYTAG IS ON THE MOVE! 
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One gain doesn’t make a trend. 


.. but when month after month both newsstand position 
and advertising revenue keep climbing, there’s strong evidence that readers are endorsing 
our “‘product’’, and that, more and more, advertisers are recognizing our lucrative market. 





a 





APR 


READER ACCEPTANCE LIFTS TRUE STORY TO 
4th PLACE IN NEWSSTAND SALES* 


2nd 6 MONTHS AVERAGES FIRST QUARTER 










































































1952 1953 1954 1955 
Ist TV Guide 
and hae eed 
ard Fae, 
4th TRUE STORY 
5th TRUE STORY ay Ay 
6th TRUE STORY TRUE STORY McCall’s 
7th True Confessions 
8th TRUE STORY Woman's 





9th 








Home Companion 





Life 





10th MeL 
































True 








*VOLUNTARY SALES ARE THE TRUEST MEASURE OF A MAGAZINE'S VITALITY AND READER LOYALTY! 
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REPORTS A GAIN 


AGAIN and AGAIN! 


ADVERTISER ACCEPTANCE OF TRUE STORY 
RESULTS IN 13 CONSECUTIVE MONTHS OF REVENUE GAIN 


"es 


o 






















GAINS 


1954 vs. 1953 
yl 














GAINS 
1955 vs. 1954 
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HAYDON 


They HAVE 
Done Something 
About The 
Weather 


Modern Housewife 
Now Dries Clothes 
Rain or Shine 


It was Mark Twain who said, 
“Everyone taiks about the! 
weather, but nobody does one | 
thing about it.” Well, the appli-| 
ance manufacturers have done 
something. Once confined to com 
mercial laundries, clothes driers | 
are now available in @ size. . .| 
and at a price... that puts) 
them within the reach of prac 
tically every housewife, Monday, 
the traditional wash day, was 
very often “blue Monday” be- 
cause weather made drying im-| 
possible. And then there were 
such ‘‘minor”’ annoyances as 
Junior's playing wigwam with) 
the sheets on the line or Fido’s| 
playful tugging that pulled half| 
of the wash through the mud.| 
And we don't even mention the 
times when Dad was burning! 
trash to windward and the clean 
clothes were covered with ashes 


No More Frozen Clothes 


The scientific text books tell! 
us that ice will evaporate just! 
like water, but every housewife | 
will tell you that it takes a) 
whole lot longer for frozen 
clothes to dry on the line. And 
the text books don’t say any-| 
thing about how frozen a house-| 
wife's fingers can get taking in 
clothes with the temperature be-| 
low freezing, nor how ridiculous | 
the frozen clothes look stacked! 





| 


| 





up in the corner like so man 
wooden soldiers. 


How Many Times 


“Goodness, it's starting to 
rain and I left the washing on 
the line.” How many times has 
this well known phrase inte: 
yupted the tranquility of the 
family’s afternoon drive. Now 
all these traditional scenes and 
annoyances are a thing of the 
past, Today's housewife does he: 
laundry anytime that fits most 
conveniently into her daily pro- 
gram. Then it goes into the new 
drier. After a short interval... 
correctly regulated by an auto- 
matic timing device . . . the laun- 
dry is dry and ready to iron or 








DRY FACTS 












































“I’ve set the automatic timer so these martinis will be good and dry when 


the Smiths arrive.” 


fold and put away. No soot, no 
mud... and above all, no put- 
ting the washing off till tomor- 
row because of the weather, 
when it’s 80 much more conven 
ient to do it today. In fact, the 
only possible dark spot in the 
entire picture is the fact that 
American housewives will now 
have to think up a new substi 
tute for that traditional morn- 
ing greeting, “Well, it looks like 
good (or bad) drying weathe: 
today.” 


Manufacturer 
Announces New, 
Improved 

Drier Timer 


The Haydon 
Company, Ine. 


Manufacturing 
of Torrington, 


Connecticut announces the avail 


ability of a new drier time: 


to a survey. 
nerves 


TIMING 
MOTORS 


especially designed and devel- 
oped to provide appliance manu- 
facturers with an improved 
means of regulating the timing 
cycles of home clothes driers. 


It is stated that the new Hay- 
don Drier Timer costs less and 
is much more rugged, depend- 
able and compact than any other 
timer of comparable quality. 
One of the basic elements of this 
timer is the dependable syn- 
chronous motor developed by 
Haydon as a result of their long 
experience in the timing field. 
The motor features a unique, 
advanced design and greatly 
simplified construction. The en- 
tire timing device is completely 
enclosed, effectively sealing out 
dust, lint and other breakdown 
materials. The Haydon Drier 
Timer carries a high load rat- 
ing. Timing cycles, number and 
type of terminals and other fea- 
tures will be supplied to meet 
the specific requirements of the 
appliance manufacturer. The 
timer will, of course, operate 








with complete dependability in 
any position. 

Appliance manufacturers, de- 
sign engineers and others who 
are interested in more complete 
information on this new drier 
timer are invited to write to the 
Haydon Manufacturing Com- 
pany, Incorporated at Torring- 
ton, Connecticut. Engineering 
data sheets are available and 
will be sent on request. 
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AT TORRINGTON 






Features unique, advanced design and 
simplified construction. These . . . to- 
gether with total enclosure effectively 
sealing ovt dust, lint and other break- 
down materials . . . insure long lite 


HEADQUARTERS FOR 
and dependable day-in-day-out drier 
operation. 


HAYDON-EQUIPPED means MORE SALES for YOU . . . GREATER SATISFACTION for YOUR CUSTOMERS! 
HAYDON Manufacturing Co., Inc. * Subsidiary of GENERAL TIME Corp. * Torrington, Conn. 


Basic element of all HAYDON Timing 
Devices. Totally enclosed, unusually 
compact, operate continuously in any 
position. A selling “plus” that provides 
reliable, accurate timing . . . helps ap- 
pliances deliver superior performance. 





Originally designed for air-borne ap- 
plications. Now bringing space-saving 
compactness and extreme dependability 
to commercial applications requiring 
the finest in design and performance. 
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© Chairside Speaker the one and only complete 


times amate Control 


@ Brightness 
@ Channel Selector 
with personalized speaker! 


@ Fine Tuning 





Here is the big, juicy plus you've been 
looking for in TV. There have been lots 
of gadgets and gimmicks for lazy TV 
owners but never before a soundly 
engineered device which does everything 
at chairside or bedside that you can do 
on your knees in front of the set. 

And the most exciting feature of all is the 
chairside personal speaker that allows 


you to turn the big speaker off and 







listen privately to the speaker 


in the remote control unit. 


Your distributors have complete details right now and will help you sell! 





BIG PLUS SALES TO HOSPITALS, INSTITUTIONS, HOTELS AND TAVERNS 


Sentinel 'Ws 


* 
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ecause it has sales power that 


The Chicago Tribune 





TRIBUNE 















Percentage { expendi 
tures of general 
advertisers of housing 
equipment & supplies 
and radio & televisior 
sets placed in each 
Chicago newspaper 


Yeor 1954 


62.3% 17.9% 10.2% 9.6% 


CHICAGO CHICAGO CHICAGO CHICAGO 


DANY AMERICAN SUN- 
WEWS TIMES 











on both sides | 


Tribune advertising gets more action these four ways! 


oe 


| ar / 


+ 
Z } 





Tells your biggest audience! With advertising in 
the Tribune, you tell your om to the families 
who make the bulk of the appliance store pur- 


chases in Chicagoland. The Tribune reaches 
hundreds of thousands more families than any 
other Chicago newspaper. 















~ ~, = 

> 
BX tae 
(lO hs a. 
Delivers greater trade impact! A schedule in the 
Tribune adds extra strength to the sales story 
your salesm2n and your distributor's salesmen 


present to Chicago de.lers, who know the Trib- 
une produces greater cash register resuits, 











4 





Sells your best prospects! Chicagoland families 
turn to the Tribune as their basic shopping guide 
when they are ready to buy. They do so because 
they know the Tribune brings them by far the 
largest selection of home merchandise offers in 
this market. 





capitalize on the merchandising value of your 
Tribune advertising in window and store displays. 
They know i+ helps them attract more store traf- 
fic, produces a greater number of pre-sold pros- 
pecis and sells more merchandise. 


YOU OWN THE STRONGEST CONSUMER FRANCHISE IN CHICAGO... 
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no other medium can equal, 


gets you more action 
- of the counter! 


YOU GET more response faster on both sides of Chicagoland appliance 
store counters when you build your promotion around the Chicago 
Tribune. Its dynamic selling influence at every trade level makes the 
Tribune the top hard lines medium in this great market. 

The advertising record of your industry demonstrates clearly the 
greater sales-making ability of the Tribune. General advertisers of 
appliance store products invest more advertising dollars in the Tribune 
than in all three other Chicago newspapers combined. 

Tribune sales power works most effectively for you when you base your 
advertising on a Tribune consumer-franchise plan, custom-built to your 
situation. Developed out of an unequaled knowledge of the Chicago 
market, this plan can help make every dollar you spend for promotion 
here more productive. 

We have successful case histories on file which show how dozens 
of manufacturers have used a consumer-franchise plan to build greater 
sales and stronger market positions in Chicago. A Tribune representative 
will be glad to give you full details. Call him today. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago New York City Detroit San Francisco Les Angeles 

W. H. Hattendorf E. P. Struhsacker W. E. Bates Fitzpatrick Associates Fitzpatrick Associates 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Bivd., 
SUperior 7-0100 MUrray Hill 2-3033 WOodward 2-8422 GArfield 1-7946 DUnkirk 5-3557 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC, 


WHEN YOU BUILD IT WITH ADVERTISING IN THE CHICAGO TRIBUNE! 
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HERE'S MORE THAN 


The thermal element in the Wilcolator thermostat is so 
sensitive to changes in temperature that it can be actu- 
ated by the warmth from the human hand! 

Which is highly typical of the precision methods of 
manufacture that Wilcolator uses in every major and 
minor detail...to make certain of giving every gas range 
manufacturer and dealer topmost quality in every part 
of the ranges he sells. 


You'll find this absolute assurance of reliability, built 
right into every Wilcolator thermostat, can often add the 
conviction needed to swing many a doubtful sale. 


Also, Wilcolator is alert to your interest after the sale 
is made—in reducing service calls to the minimum. For 
this thermal unit is not only extremely sensitive when 
new—it stays sensitive because it is constructed of mate- 
rials which resist corrosion for many years. And if a cus- 


MEETS THE EYE... 











tomer should use the range so long that a thermal unit 
does need replacing, it can be quickly replaced without 
disassembling the thermostat or affecting its calibration 
(exclusive with Wilcolator). 


Yes, Wilcolator always looks out for your interests. 
Don’t settle for anything less than the finest... ranges 
equipped with Wilcolator controls. 

The Wilcolator Co., 1001 Newark Avenue, Elizabeth, 
New Jersey. Canadian Plant: Mimico, Toronto, Ontario. 


~\Milcolator 


COMPANY 


SEPTEMBER, 
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Here’s Why 


More of Prospects 


ithoint >a 


Automatic 


Washers and Dryers 











There's a TOP quaury enol 


The Hotpoint Super De Luxe Launduet for Those Who Want the Finest! 


hina WORLD'S FIRST AND FINES? 
: + SEALED CHAMBER DRYER! 






@ COLOR-LIGHTED be) 
PUSHBUTTON ee iu . NO HEAT, Ay 
CONTROLS! : ae ae MOISTURE... 


VENTING! 
EXCLUSIVE 


WOND-R-DIAL! got a FULL-RANGE 


VARIABLE 
RUBBER-FINNED TEMPERATURE 
AQUATATOR! 


CONTROL! 


PRECISION 

ELECTRIC TIMER! 
SAFETY DOOR 

AUTOMATIC Fill SWITCH! 

AUTOMATIC %G: 

PARTIAL LOADS! Pad | | x INTERIOR LIGHT! 

FLUORESCENT ; x FLUORESCENT 


LIGHTED BACK LIGHTED BACK 
PANEL! PANEL! 


FAMOUS TRIPLE 
ACTION OVERFLOW 
RINSE! 











The 
De Luxe Laundvet 


For the Medium-Priced Market 
a fully automatic de luxe matched washer 
and air-blower dryer with many of the 


years-ahead features offered in the Hotpoint 


Super De Luxe Launduet! 














i} A De Luxe Matched Pair! 














Washer and Dryer for EVERY Price Market! 


The Hotpoint Low-Priced Value Leaders! 


FOR THE LOW-PRICED MARKET...A Fully Automatic 
Washer You Can Set and Forget! Automatic Water 

Temperature Control . . . Automatic Partial Load 

Control... Deep Overflow Rinsing .. . And Many 

Other Features You'd Expect to Find 

Only in De Luxe Models! 


Matching Air-Blower Dryer Offers the 
Flexibility of Plug-In Operation 
on Either 115 or 230-Volt Circuits . . . 
Automatic Temperature Control. . . 
World's Largest Lint Screen. . . 
New Design Centrifugal Type Blower... 
Precision Electric Timer. 








V\ r= Hotpoint broadens your opportun- —_ or cross-matched to provide the right combination for 

ity for sales by covering the bases in all price markets every customer's requirement. And there's a sure-fire local- 

, with a top-quality, style-matched, fully automatic washer ized Hotpoint Home Laundry merchandising plan that 

and dryer. There's a Hotpoint Washer and Dryer to fit can be tailor-made especially for you by your Hotpoint 

every budget. And there's a sound selling structure for Distributor. Let him give you all the details and put you 

full profits all up and down the line on the road to greater home laundry profits! There never 
Hotpoint Automatic Washers and Dryers may be paired — was a better time to start your sales booming! 


All-Porcelain Finish ... inside and out— 
All-Steel One-Piece Wrap Around Construction 


| In All Hotpoint Automatic Washer Models! 
| ae Low-Cost 
All-Porcelain Chassis and Drum... 


Hermetically Sealed Calrod”® Units 
In All Hotpoint Automatic Dryer Models! 


Hotpoint 


Specials.. 





| 
j 
} 
| 











BIGGEST VALUE OF THEM ALL 
IN THE LOW-PRICED FIELD! 


Special Low-Cost Hotpoint Special Low-Price 
Automatic Washer Automatic Air-Blower Dryer 









£ 





Tr lesrinses, Spin-dries! 


ALL-P CEL 


ALL-PORCELAIN ¢HAssiS AND DRUM 
Inside and out! sxcieivl 














® NO need to fill the tub with a hose... @ EITHER 115 or 230-Volt Operation! 

@ NO need to adjust water temperature at the faucet... @ NEW DESIGN Centrifugal-Type Blower! 
@ NO need to manually advance every step in the cycle . . . @ WORLD'S LARGEST Lint Screen! 

@ NO need to shut off manually .. . @ PRECISION Electric Timer! 

@ THIS low-price washer is AUTOMATIC! @ AUTOMATIC Temperature Control! 


The Value Leaders of the Industry! 


These Hotpoint Special Low-Cost Automatic Washers other prospects who can be stepped up to de luxe 
and Dryers offer the biggest dollar-for-dollar value in sales! Look in on Hotpoint’s complete Home Laundry 
their field. They enable you to tap the small-budget _ line today. You'll find it’s first with the most to give you 
markets that heretofore were ‘priced out’ as automatic _—the jump on competition! It has everything you need 
home laundry prospects ...and they bring in all the — for more FULL-PROFIT HOME LAUNDRY SALES! 


iy RANGES * REFRIGERATORS © DISHWASHERS © DISPOSALLS® © WATER HEATERS © FOOD FREEZERS * AUTOMATIC WASHERS © CLOTHES iy | 





, HOTPOINT CO. (4 Division of General Electric Compony) 5600 West Taylor Street, Chicege 44, Iilinels 











New Customer Advertising in POST Promotes 


MORE RANGE SALES FOR YOU! 


FREE counter and 


window display ideas 
that will tie in your own 
store promotion with this 
October 8 POST ad. 
Write for this complete 
promotion kit today. 
























Telechron Timers, 

Clock and Timer Dept., 
General Electric Co, y 
119 Homer Avenue, * 
Ashland, Mass. 


See this 

FULL-PAGE, FULL-COLOR 
Telechron range timer 
advertisement in the October 8 
SATURDAY EVENING POST 


post [= 






Nationally advertised 
in the magazine your customers 
read for new buying ideas! 


TELECHRON RANGE TIMER AD 


Sells women on the easiest of all timers to use! 








ee 


xe 9 A Cinch to Demonstrate Times All Cooking Correctly 


(1) Set it—like a clock! Top-of-the-stove dishes! 


(2) Signals continuously Broiler meals! 


when cooking’s completed Baking and roasting! 





TELECHRON TIMERS ARE FEATURED GY THESE FAMOUS GRAND NAMES: 


GENERAL ELECTRIC WESTERN HOLLY TAPPAN UNIVERSAL WESTINGHOUSE (Canada) DIXIE DORTCH FLORENCE 
NORGE PHILCO KENMORE MAYTAG GLOBE-AMERICAN ODIN WELBILT 


TELECHRON timers make sales easy...automatically 


ELECTRICAL MERCHANDISING—SEPTEMBER, 1955 PAGE 63 





Sunbeam Contractual Dealer 
are now selling MORE 


BEST ELECTRIC APPLIANCES MADE 


than ever before in history! 


.-. and are selling them at FULL PROFIT under 
Sunbeam’s Universal Fair Trade Contract System 


This has occurred in spite of the fact that Sunbeam 
has legally cut off the source of supply of price-cutting cat- 
alog and discount houses in the fair trade states. Sunbeam 
has a continuous program of taking to court price-cutters 
who obtain our merchandise through inducing contractual 
dealers or distributors to breach their contracts. 


No other manufacturer of trafic appliances has 
made so great an effort to protect dealer profits as Sunbeam. 
Sunbeam does not rely, in its fair trade operation, on the 
non-signer clause. No distributor or dealer can legally ob- 
tain our merchandise within fair trade states unless he 
signs a fair trade contract. Over 250,000 dealers have signed 
fair trade contracts. These are the dealers who are respon- 
sible for the fact that we are today receiving more guaran- 
tee registration cards from the public than ever before. 


That is why we believe that this will be the 
biggest fall and holiday season for Sunbeam dealers. It 
is also the reason why the advertising program behind 
the Sunbeam appliance line is the most powerful in the 
traffic appliance industry. 


(« ~ws W ‘s- 
Se finbeam | Sunbeam Sunbeam Sunbeam Sunbeam 


i MIXMASTER WAFFLE BAKER 
MIXMASTER JUNIOR STEAM DRY IRON Automatic FRYPAN & Gril 





TV. SIX TOP-RATED TELEVISION SHOWS 
with THREE IN THE ‘'TOP TEN” 


SUNDAY NIGHT COLOR SPECTACULARS. 7:30 to 9:00 P.M. NYT on 
over 130 stations. Sunday, September 11, Oct. 9, Nov. 6, Dec. 4 on over 130 NBC stations. 
The opening show on this great ‘“‘Sunday Punch”’ series will star Mary Martin of ‘Peter 
Pan’”’ fame, and Helen Hayes in a TWO HOUR Broadway Comedy. 


MILTON BERLE SHOW. 8:00 to 9:00 P.M. NYT, Tuesday beginning Sept. 27 


on over 160 stations. Sunbeam will co-sponsor 2 out of 3 shows. The Milton Berle Show 
will alternate with the Martha Raye Show in this time period. 


MARTHA RAYE SHOW. 38:00 to 9:00 P.M. NYT, Tuesday beginning Sept. 20 


on over 160 stations. Sunbeam will co-sponsor 2 out of 3 shows. The Martha Raye Show 
will alternate with the Milton Berle Show in this time period. 


Dave Garroway “TODAY”’. This popular early morning show will demon 
strate Sunbeam Appliances to over 5 million viewers each show. 


Arlene Francis '‘'HOME?”’. This mid-day ‘‘magazine of the air’’ is another 
Sunbeam TV Show viewed by over 64 million women every day. 


Steve Allen ''TONIGHT’’. This late evening show is No. 6 on the Sunbeam 
powerhouse of TV advertising morning, noon and night, 6 days a week. 


MORE MAGAZINES and NEWSPAPERS 


Big full-color spreads and pages in EVERY ISSUE of the SATURDAY EVENING POST, 
GOOD HOUSEKEEPING, and a powerful series in 12 other leading magazines will 
blanket the U.S. during the fall and holiday season. Big local newspaper ads equivalent to 
2000 full pages across the nation will add to the Sunbeam Power Drive for ’55. 


re i 








. is 


Sunbeam uy io Lean * 





Sunbeam SHAVEMASTER Sunbeam Sit nbeam Sit nbeam | 
COOKER £ DEEP FRYER COFFEEMASTER PERCOLATOR TOASTER 




















A MESSAGE TO AMERICAN 


INDUSTRY © ONE OF A SERIES 


Lagging Public Construction — 
A Spreading National Blight 


The most recent editorial in this series dealt 
with the plans of American industry for expand- 
ing and modernizing its plant and equipment 
over the next four years. These plans call for 
the expenditure of $113 billion over that period. 
There is a good prospect that the money to carry 
them out will be available. If the plans are car- 
ried out, manufacturing capacity at the end of 
1958 will be double that which existed at the 
end of World War IL. And this industrial plant 
will be modernized. 

In sharp contrast to this picture is the condi- 
tion of our public plant and equipment — the 
roads, schools, water supply, health and sani- 
tation facilities upon which industry, as well as 
the average family, depends. According to a 
recent estimate by the Twentieth Century 
Fund, the people of the United States must 
spend almost $100 billion on new public 
works projects during the next five years 
merely to meet the minimum needs of our 
growing economy. 

Other estimates by the President's 
Council of Economic Advisers, by state 
agencies and by private construction econ- 
omists all show the same condition: a stag- 
gering need for public works. Yet no steps 
have been taken that even offer a promise 
of closing the gap between the public facil- 
ities we are building and the greater facili- 
ties we really need. 


How did we come to let our public facilities 
fall into this sorry state? Here are some of the 
reasons: 

(1) During the years of depression and 
war, from 1930 to 1945, these facilities were 
neglected. New construction declined, and 
even maintenance was cut. 

(2) Since the end of World War II, in- 
creased construction costs have made it 
difficult for communities to get the needed 
construction with the funds budgeted in the 
past for that purpose. 

(3) The great postwar upsurge in popu- 
lation, and the spreading of our population 
into new areas, has created a huge demand 
for additional community facilities before 
the neg] ect of earlier years could be made up. 


Responsibility Divided 


New the need for more public construction 
has hecome apparent to everyone, on jammed 
highways and in over-crowded schools. But, un- 
fortunately, the responsibility for doing some- 
thing about this situation cannot be so clearly 
fixed as can the responsibility for maintaining 
industrial facilities. A business firm must ex- 
pand its capacity when markets are growing or 
lose its trade position. It must modernize its 
plant and equipment or be undersold by more 
efficient competitors. In the case of public facil- 
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ities, there is no such competitive incentive. To 
be sure, a city or state may lose population and 
industries if its public facilities are inadequate. 
But such shifts are very slow to take place and 
difficult to relate to any specific public program, 
or lack of it. 

Moreover, the responsibility for constructing 
public facilities is divided between state and 
local governments and federal authorities. 
Within each of these governmental units there 
are specialized bureaus or departments with 
varying responsibilities. This division of re- 
sponsibility obviously adds an element of dif_i- 
culty to the development of an adequate 
program of public construction. 


Breaking the Log-Jam 


How can this administrative log-jam be 
broken and the financial difhculties overcome? 

One course would be to have the federal gov- 
ernment step in with a nation-wide new program 
of direct spending on public works. That would 
utilize the resources of the federal treasury for 
immediate action. But there are weighty objec- 
tions to such extensive federal participation, 
One is that federal spending cannot be greatly 
enlarged without a corresponding increase in 
the federal control of decisions that normally 
have been left to local communities. Another 
objection is based on the fact that so long as we 
must maintain a large defense establishment, 
such an addition to federal spending means 
either higher taxes or a chronically unbalanced 
budget. 

The other course is to rely primarily on local 
initiative, but with new and more effective fed- 
eral aid to local governments. Such aid would 
help speed up planning and construction, and 
coutribute toward a solution of the most burden- 
some financing problems, but in amounts suffi- 
ciently limited to require that most of the capital 
be raised locally. 


No Single Formula 


No one formula can be applied to make such 
aid effective. The raising of furds for new 
schools, for example, involves problems very 


different trom those of financing highways, or 
water-works, or hospitals. But it does seem 
clear that, in all these fields, the federal grants 
must be designed to stimulate more local plan- 
ning and financing than has prevailed in the 
past. Among the new ideas that may offer such 
incentives are federal grants for planning and 
initial costs and federal guarantees of local 
bond issues. Such aids have been remarkably 
effective in the fields of slum clearance and 
public housing. 

While the federal government clearly has a 
role to play, we cannot afford to postpone in- 
auguration of an adequate public construction 
program while we seek a formula to apportion 
governmental participation that would be gen- 
erally accepted as ideal. Every year about 242 
million more Americans are putting increasing 
pressure on a public plant already dilapidated 
and inadequate. The result is an increasing 
menace to comfort, health, education and safety. 
It is also an increasing menace to the effective 
performance of American industry. 

The appropriate public response to this 
situation is a driving public determination 
to eliminate this increasingly dangerous 
lag in public construction. At this june- 
ture, the development of such a determin- 
ation is basic. Nothing stands in the way 
of an adequate program of public con- 
struction that a determined electorate can- 
not remove. 





This message is one of a series prepared by the 
McGraw-Hill Department of Economics to help 
increase public knowledge and understanding 
of important nationwide developments that are 
of particular concern to the business and pro- 
fessional community served by our industrial 
and technical publications. 

Permission is freely extended to newspapers, 
groups or individuals to quote or reprint all or 
parts of the text. 


Reuatal Mebre— 
PRESIDENT 
McGRAW-HILL PUBLISHING COMPANY, INC. 
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new 
PRODUCTS 











new 
PROMOTIONS 














AUTOMAT Cee 





new 





POWER 


Right at the peak of your best-selling 
season, Easy is going all out to be sure 
you have the greatest selling opportunity 
ever. Full page ads in color will feature 
the Easy line. And it’s spearheaded by 
the most dramatic, attention-getting 
theme in the industry — one that will 
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NEVER BEFORE J-So 















Deluxe Model 
Automatic and Dryer 


Top model ADE 
features exclusive 
Spiralator plus 4 
ways to wash auto- 
matically. Matching 
gas or electric dryer 
adapts to 110-220 
volts. Both have 
gleaming porcelain 


tops. 











58,000,000 EASY SELLING MESSAGES 
in SEPTEMBER, OCTOBER and NOVEMBER 


ADVERTISING appearing in 


THIS WEEK, BETTER HOMES & GARDENS, 
GOOD HOUSEKEEPING and PROGRESSIVE FARMER 


plus powerful Key-City Newspaper Support ! 


stop and pre-sell your best prospects! 
Big page-dominating newspaper ads in the 
key market areas will back up Easy’s 
magazine campaign. Here's /ocal support 
at its best— with plenty of “buy now” 
retail copy to bring ’em into your store 
and help you rack up record sales! 
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_ Complete withSpira- 
_ lator w action 
and New Finger- 
Tip Control Center, 
famous 3-minute 
Auromatic Spin- 
























With Spiralator 
washing action and 
new automatic shut- 
off, Acompletely 
new Super-Safety 
Wringer. New 
Wrap-’Round Skirt 
keeps water hotter 


longer. Big 17 gal- 
lon capacity tub, 














PLUS a complete line of 
tested traffic builders com- 
bined with these hard hit- 
ting promotional models— 
priced to bring ’em in! And, 
you have a complete value- 
packed step-up story that 
will put real dollars in your 
pocket. 











ALL DESIGNED TO MOVE EASY’S 
AT A PROFIT TO YOU! 


The entire Easy Fall advertising and 
promotional approach is geared to 
bring customers into your store, give 
you the greatest chance ever to do a 
real selling job—in every type and 
price bracket. 





This Fall 
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Throughout the Easy line, there are 
promotions that let you trade high yet 
close the deal with a real profit. Better 
see your Easy representative today for 
full details. Easy Washing Machine 
Corporation, Syracuse 1, New York. 





the Line! 
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“..-very cooperative 
in field with 


individual dealers’ 












9 





soys MR. MAURICE HOROWITCH, President 
of Morris Distributing Co., Inc., Syracuse, N.Y., 
distributor of RCA, Norge, Youngstown 

Kitchens and other leading brands. 








ee EF have been serving central and have received prompt attention and have 


northern New York for 27 years been solved through their cooperation.” 


and for the last 15 as users of the COMMERCIAL CREDIT DEALERS 


Commercial Creprr PLAN, Our exper- @a ba ComMERCIAL 
ience with CommerctaAt Crepit has been i Successful wo Cc 
very successful, They have given us full A letter or call to the COMMERCIAL REDIT 


cooperation and have been very cooper- CREDIT Pi iN ofhice nearest you will get CORPORATION 

ative in the field with individual dealers. you speedy and expert help with vour A service offered through subsidiaries of 
y : Commercial Credit Company, Baltimore . . . 

On many occasions, special situations financing problems. Why not call today? Capital and Surplus over $175,000,000 


++» Offices in principal cities of the United 
Stotes and Canada. 
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Is Color TV 


Really Ready to 


Programming has been stepped up and prices—while 
still high—have stabilized for the time being 


But there are other hurdles facing color today and 
chief among them is the attitude of the industry itself 


The big question—and one which must be answered 
soon—is whether the industry is ready to go 


By TED WEBER, JR. 


HE stumbling blocks in the 
path of color television are grad 
ually being cleared away. 

But trade talk to the effect that color 
will assume real commercial impor- 
tance before late next year appears 
to be little more than wishful think- 
ing. 

Color is coming—but coming slowly. 

It has moved at almost a snail’s 
pace for a year and a half now. It’s 
true that the pace will quicken this 
fall. But this year’s sales will still 
be measured in tens of thousands of 
units and few people think that vol- 
ume will be much beyond 300,000 
units in 1956. 

Taken at face value this is a dis- 
couraging report. It is doubly dis- 
couraging when one remembers that 
a year ago at this time almost identical 
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figures were forecast for 1954 and 
1955 volume. The industry's time- 
table appears to have slipped one year 
behind schedule. 

Left at that, a progress report on 
color is discouraging—and unfair, For 
one thing, the goals set up for color 
have been pretty arbitrary ones, in- 
fluenced partly by the impatience of 
some to get color underway and partly 
by the desire of others to show their 
faith in color’s ultimate promise. 

(Color seems destined to be plagued 
with arbitrary figures. A good example 
is the price of $500 currently being 
suggested as the point at which mass 
marketing of sets will begin. Since 
there appears to be no reasonable 
chance that prices will hit the magic 
$500 figure for some months to come, 
many people quickly lose interest in 
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color. Yet $500 is a completely arbi 
trary figure. Some manufacturers now 
argue that any such figure should be 
worked out in relation to black and 
white prices. Others point out that 
there is a sizable market to be tapped 
even before the price drops to $59 
and that the industry might do well 
to concentrate its attention on this 
market rather than worrying about 
when an arbitrary price level of $500 
will be reached.) 

Actually, any complete progress re- 
port on color must take into consid 
eration more than unit sales. It must 
also consider the obstacles faced by 
the young industry and its progress 
in overcoming them. Such progress 
is being made, As a result of it, 
stepped up sale of color in the coming 
year appears certain. 





There are still several big hurdles 
to be faced. ‘Two of them have been 
recognized for some time and consid 
erable has been done in overcoming 
them, They are price and program, 
A third major obstacle is beginning 
to receive more attention from manu 
facturers. It is the attitude of the aver 
age retailer toward color 


THE FIRST OBSTACLE: THE INDUSTRY 


There is relatively little which can 
be said at the moment about the 
biggest obstacle of all—the attitude of 
the manufacturer toward color. Some 
set makers obviously think today’s talk 
about color is premature, Others pay 
it lip service. Some, anxious to be 
in on the ground floor, are making 
only a token effort. Some, having 


made an earlier effort to sell color, . 
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COLOR TV 


are now taking a more conservative 
(and less expensive) attitude. Rela 
tively few are pushing it hard 

How soon will more manufacturers 
really get behind color? It’s hard to 
say. Their hand may be forced by (1 
growing public interest thanks to in 
creased programming, and (2) the ex 
ample of those manufacturers who arc 
currently pushing color 

Is the manufacturers’ attitude hold 
ing back color? The answer is prob 
ably yes. Certainly industry promotion 
would be more effective coming from 
a dozen major firms rather than from 
only a handful. But ali the obstacle 

the attitudes of manufacturer and 
dealer, the high price of sets, the 
amount of programming—are inter 
related and it’s hard to single out one 
for particular blame 


THE SECOND OBSTACLE: THE DEALER 


(continued) 


One year ago this magazine pointed 
out that “the slow and halting prog 
ress of color thus far has, strangely 
enough, been just the thing necessary 
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to reassure the dealer The deale: 
is probably the most sanguine element 
in the industry, He's hardly confi 
dent of color’s immediate future—but 
he’s no longer afraid of it.” 

In the year since then the dealer's 
attitude has once again changed. He's 
still not afraid of color, he still isn’t 
very confident about it—but worst 
of all he is showing very little iatet 
est im it 


Why Dealers Feel That Way 


This attitude is the product of sev 
eral developments and blame for it 
cannot be placed solely on the dealer's 
shoulders. It is important to remem 
ber that 

(1) Last year’s generally optimistic 
predictions about this year's color busi 
ness have failed to materialize. ‘Th« 
dealer is aware that it has been a disap 
pointing year in color, but he doesn’t 
understand why this is so. He is very 
much aware of the symptoms: he has 
watched color sales drag along at a 
pace far below that predicted for them; 


he has seen the summer suspension 
of color telecasting by one network 
and a greatly reduced schedule by 


another. And he has heard confusing 


stories about the intentions of vari 
ous manufacturers. But he doesn’t 
understand what is happening and he 
needs honest advice on what is likely 
to happen. The dealer is confused 
over what has happened to color. He 
can’t explain it and he isn’t particu 
larly anxious to get any further in 
volved in it. 

(2) In the past few years emphasis 
in the TV business has been almost 
exclusively on low prices. “The tel 
vision industry, from retailers to dis 
tributors to manufacturers, has become 
sO price conscious that we have for 
gotten how to sell anything but low 
price,” says Magnavox president Frank 
Freimann in explaining why he feels 
the biggest obstacle in the path of 
color sales “is the state of mind of 
the dealers”. A “modest number” 
of color sets can be sold this fall, 
says Freimann, to the thousands of 
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people who are “luxury-minded—who 
take a depreciation of over $1000 per 
year annually on the purchase of a 
new automobile. It can be done pro 
vided the dealers have the courag: 
and foresight to aggressively follow 
through and make sales.” 

Much the same opinion is ex 
pressed by E. W. Gaughan, vicc 
president of Capehart-Farnsworth who 
says: “The principal stumbling block 
in the path of the progress of color 
television at this time is the lack of 
aggressive and intelligent merchandis 
ing on the part of the retailer. ‘Too 
many dealers will expect the public 
to come in and buy the sets rather 
than for the dealer to properly pro 
mote and merchandise color televi 
sion.” 


How To Change His Mind 


What can be done to change the 
dealer’s mind about color. There are 
two obvious approaches: education and 
assistance. 

First, the dealers (and distributors, 
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too) must be brought up to date and 
constantly posted on the current status 
of color. Some distributors report 
that they have considerable difficulty 
in finding out in advance what color 
programs will be carried in this area 
This information is basic, So is frank 
information about prices. Dealers 
should be told that today’s set at to 
day’s price is a good value and should 
be reminded that the production of 
a 21-inch color set for $700 only 
18 months after the first 12-inch sets 
were introduced at $1000 is a major 
achievement 
Second, th« must be 


dealer given 


some down-to-earth help on merchan 


dising color 


with 


sets. Retail experience 
color sets has been extremely 
limited and it may be that no one 
knows all the answers. An attempt 
should be made, however, to pull to 
gether all the answers to questions 
which arise at the retail level. What, 
for example, is the best way to intro- 
duce color in a given community? Is 
an open-house preferable to an invita 
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tion-only color party? Who are the 
key groups to be approached in the 
community? What type of informa 
tion about color could a dealer incor 
porate into a speech to local civic ot 
ganizations? What are the best meth 
ods of displaying and advertising color 
sets? There are dozens of questions 
like these to which dealers need an 
swecrs. 

Once this program of letting the 
dealer in on the color story has been 
undertaken it would seem reasonable 
to expect an improvement in dealer 
attitudes toward color. Dealers are 
realists. ‘They would realize instantly 
that industry sales of 300,000 sets 
next year could mean only a handful 
of sales in their own community. But 
along with this realization would come 
an understanding of why progress is 
so slow. This understanding would be 
helpful when the time comes to sell 
more than a few sets in a given com 
munity. That time is not just around 
the corner—but neither is it very far 


off. 
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THE THIRD OBSTACLE: PROGRAMS 


By a process of elimination, lack 
of color programming has come to be 
regarded as the major obstacle to the 
sale of color television, Everyone ad 
mits that the price of sets is too high 

but there is a limited market even 
at this price. People worry about the 
dealer's attitude—but sets in limited 
quantity would get to the market no 
matter what the dealer’s state of mind. 
But you can’t reason your way out of 
lack of programming. 


How Many Hours? 


In fact, proper programming has 
become so important that another of 
those arbitrary figures has cropped 
up. It seeks to determine the mini 
mum number of hours of color needed 
cach week to simulate color sets sales. 

There has been no generally ac- 
cepted answer to this question, An- 
swers received by ELecrrican 
Mercuanpisinc ranged from seven 
hours per week to 30, Only two 





manufacturers, however, 
more than 12 hours per week as a 
minimum and the indications now ar 
that 12-15 hours is just about the 
amount of programming which will be 
available each weck this fall, 

But even more important than the 
quantity of color programmin 
quality 

Both CBS and NBC are planning 
to colorcast their biggest, most glam 
orous shows, In the case of NBC, 
which will offer five times more color 
this year, this means that the follow 
ing shows will be available in colo: 

e the three series of color spectacu 
lars which were shown last year 

@a fourth major color series of 
Sunday afternoon dramatic program 
to be produced and directed by Mau 
rice Evans 

@a number of evening shows, in 
cluding the Milton Berle show which 
will be shown regularly in color 

@a five-timea-week series of hour 
long dramatic shows presented from 
3 to 4 p. m. Eastern Stasdard Time 


spec ihed 


g is the 
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@a number of special events, in- 
cluding at least some of the World 
Series games and some collegiate foot- 


ball games 
¢ other ramming, including the 
“Howdy ” show and regular in- 


serts on the “Home Show”. 

This means that NBC will origi- 
nate something like 9 or 10 hours of 
color week, with a good deal of 
it during daytime hours (thus facili- 
tating in-store demonstration of sets). 

The CBS plans are still being for- 
mulated but as of the first of August 
they included: 

@a minimum of three weekly half- 
hour evening programs. 

@a likelihood of five daytime half- 
hours in color. 

@a continuation of the monthly 
Shower of Stars colorcast. 

¢ colorcasting the majority of a series 
of 10 special shows Glen planned 
for Saturday nights.| Stars include 
Orson Welles, Noel Coward, and 
Mary Martin. 

@some complete Omnibus shows 
and segments of others will be in color. 

The number of hours per week on 
CBS is hard to pin down in the face 
of such variables but it seems safe 
to assume that between them NBC 
and CBS will program about 12 to 15 
hours of color per week. 

The American Broadcasting Co. has 
no plans for telecasting color at this 
time, Certain series notably those 
produced for the network by W. jt 
Jisney) are being filmed in color but 
there are no current plans to tele- 
vise them in color. 


Plus Local Shows 


Locally, many stations are equipped 
to originate color programs. By Octo 
ber, 19 NBC stations will be originat 
ing live color and 44 will be equipped 
to originate color film. (A tota! of 
107 NBC stations are equipped to 
transmit network color programs). 

Twelve to 15 hours per week is, of 
course, only a start and there will 
continue to be demands for “more 
programming.” But the bottleneck of 
programming seems to have been 
broken, ‘The networks appear ready 
to furnish the “minimum’”’ time speci 
fied by set makers. And many of the 
color programs are susceptible to local 
exploitation on the dealer's part. The 
shows are big enough and important 
enough to allow dealers to hold color 
parties, confident that their guests 
will see more than just the novelty 
of a colored picture 


THE FINAL OBSTACLE: PRICE 


Right now the lowest priced TV 
set is pegged at $700. To the price- 
conscious TV industry this still seems 
far too high. 

There's just enough truth in that 
conclusion to make it troublesome. 
Certainly the true mass market can’t 
be tapped at any price in the neigh- 
borhood of $700. 
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But there are other points to be 
considered in studying price. To be- 
gin with, many people in the industry 
remember only too well the toboggan- 
ing price structure in the early davs 
of black and white. Prices tumbled 
down sharply each time a new line was 
introduced, Remembering this, many 
people today expect the same thing 
to happen in color. 

To some extent, it has already hap- 

ed, Only 18 months ago the first 

2 inch sets were listed at $1000. Now 
21-inch sets are available at $700 to 
$900. On a square-inch basis, a drastic 
price cut has been made already. 


High Costs—High Prices 


But the real reason there are no 
more sharp price cuts in view is simply 
that costs are still too high. (As an 
example, one manufacturer claims that 
you could make money by buying to 
day's color set at full list, dismantling 
it, and selling the individual compo- 
nents.) 

There are two obvious means of 
achieving lower prices. One lies in 
mass production efficiencies which 
will cut unit costs. Some such gains are 
being achieved but an industry turn- 
ing out only 200,000 to 300,000 sets 
isn’t really geared for mass produc- 
tion. 

The second approach to lowering 
costs is improved design. There is 
no doubt that the industry is devoting 
considerable time and talent to ac- 
complish this but it is equally certain 
that at this moment no one can ac- 
curately evaluate just what has been 
accomplished. Too much of the work 
is still in the developmental stage. 
Most of it is wrapped in secrecy and 
a good deal of it is obscured by the 
competitive nature of the industry. 
There are claims and counterclaims 
and there is a good deal of name-call- 
ing, some on the record, some off. 

An obvious approach to the matter 
of design improvement is development 
of a lower-cost tube. A number of 
firms are working on considerably dif- 
ferent approaches to the problem. 
Philco is “working around the clock” 
on a one gun tube. Projection systems 
have been proposed. Claims for the 
Lawrence tube are still advanced from 
time to time. 

But any real results from this de 
velopmental work are still some time 
off. In the meantime the industry 
must learn to live with present day 
costs. 

(One of the major producers plans 
to do more than just “live with” pres- 
ent day prices, This company is 
slanting its advertising to the idea that 
in reality today’s prices are low. In- 
stead of apologizing for prices this 
firm plans to justify them. It’s prob- 
able that others in the industry cou! | 
profit by becoming more positive in 
their approach to pricing of color.) 

What are the market potentials for 
a set in the $700 to $900 price range? 


They are probably much better than 
most people think. There is both di- 
rect and indirect evidence on this 
point. For example: 

©A survey undertaken for RCA 
recently showed that with prices 
ranging from $700 to $900, 1.25 mil- 
lion people would “be in the market 
for a color set” in the next year. Ob- 
viously a million and a quarter people 
won't buy color next year. But even 
at these prices, they were interested. 

e The luxury market is a big one, 
as evidenced by the demand - ex- 
pensive cars, furs, and other luxury 
items. And leaving the residential 
market for a moment, there are many 
businesses (bars, taverns, hotels, etc.) 
which would find price no drawback. 
That’s why Motorola’s Robert Galvin 
feels the industry could “realize an 
initial market of several hundred 
thousand color television receivers. 
. . » Where a price range of $700 to 
$1000 is not a barrier of any conse- 
quence.” 

Thus there seems to be general 
agreement that the market, even at 
today’s prices, will absorb all the 
color sets turned out in 1955 and 
1956. 

What then? After this relatively 
small segment of the market has been 
accommodated, it seems logical to 
suppose that the industry will lave 
to be ready to lower prices to reach 
the so-called “mass market”, But how 
far must prices go? Pressured for an- 
swers to this question, most manufac- 
turers have settled on a figure near 
$500. Others, for reasons outlined 
earlier, dislike specific figures. Mo- 
torola’s Galvin, for example thinks 
that the “spread between black and 
white television receivers and color 
receivers is an important clement in 
evaluating when the industry will be 
able to move more cvlor receivers per 
year than black and white. [Hvpo- 
thetically, we believe that a spread of 
100 percent between the bottom of 
both lines might render a very inter- 
esting and exciting competition . . . 
in the mass market.” 

How soon can any of these goals 
be achieved? No one can say for sure. 
But most manufacturers have some 
opinion. Galvin, for example, thinks 
that, assuming color receivers become 
a “major factor in the latter part of 
1956” it is reasonable to feel that by 
the beginning of 1958 unit sales of 
color receivers will dominate the tele- 
vision consumer market. Other manu- 
facturers have somewhat different an- 
swers: 

@ Philco president James Carmine 
thinks that color will not sell in vol- 
ume and will not become important 
commercially until late 1956 or 1957. 

@ Du Mont vice-president W. H. 
Kelley says that a price of from $400 
to $450 is necessary for a “mass mar- 
ket” and says that such figures are 
two years away. 

eE. G. May, director of sales for 


SEPTEMBER, 


1T955—ELECTRICAL MERCHANDISING 


Sentinel, feels that it will be 1957 be- 
fore the industry achieves a price level 
of $500 “which would bring color 
television receivers within the means 
of sufficient potential buyers to ab- 
sorb the productive capacity of the in- 
dustry in the immediate future.” 

© More optimistic, Emerson presi- 
dent Ben Abrams says that a $500 
price “or better” will be achieved dur- 
ing the final six months of 1956. 

¢ CBS-Columbia president H. C. 
Bonfig believes that mass marketing 
of color sets at a price of $400 to 
$500 may “perhaps arrive by the end 
of 1956.” 

e And at the other extreme, Halli- 
crafters president Raymond Durst 
warns that it will take four to five 
years to achieve a price of $495 which 
would constitute a “mass market in 
the early years” of the industry. 

@In early May RCA board chair- 
man David Sarnoff told a stockholders’ 
meeting that it would be a year or 
two, depending on volume, before 
good color sets would be available at 
$500. But he went on to make the 
startling prediction that in 1956 (and 
the years ahead), RCA earnings from 
sales of color sets will “substantially 
exceed its earnings from sales of black 
and white sets during those years.” 

(Sarnoff added that he expected 
a color “breakthrough” to be under- 
way before Christmas of this yeur. 
This statement has probably inspired 
a good deal of the trade talk about 
business this fall. RCA doesn’t offer 
any predictions of industry volume for 
1955 or 1956. No place else in the 
industry, however, do you get as op- 
timistic a forecast for the 18 months 
ahead as that offered by Sarnoff.) 


WHAT’S AHEAD 


Nobody is willing to make very firm 
forecasts about what’s ahead for color 
TV this fall. 

In the field of programming, plans 
are fairly definite. They seem to in- 
dicate that the programming bottle- 
neck is being licked. 

As far as price is concerned, there 
seems to be little prospect for radi 
cal changes in the fall. 

As far as production is concerned, 
set makers will probably have no trou- 
ble in keeping up with demand. By 
next year there is some chance that 
shortages will develop. 


How Many Sales? 


Consumer demand is a question, It 
is a by-product of the interplay of 
programming and price. Both these 
factors have achieved a semblance of 
stability at the moment. Both could 
be better than they are (certainly un- 
limited programming and sets listing 
at under $500 are preferable to today’s 
conditions) but the fact that they have 
stabilized should make it possible to 
draw some conclusions as to the size 
of the market. 

(Continued on page 114) 











With changes like 


More New 


7 OV can put 1955-56 down as 
y the period of transition for tele 
vision for reasons other than the 
imminence of color. Right now, even 
without color, there have been more— 
and more apparent—changes in manu 
facturers’ lines than were ever previ 
ously offered to the public in any one 
season. 

Probably inspired by a new competi- 
tiveness, plus a desire to reach the 
second-set market, which is opening 
up, a heightened public interest in 
good sound and in TV as furniture, 
improvements and changes include 
these outstanding new features: 
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these the new TV lines offer 


Features Than Ever Before 


By ANNA A. NOONE 


. clock timers 

remote controls 
. expanded use of printed circuits 
portable models 
improved audio systems 
top and side tuning 
built-in rabbit-ear antennas 
increased use of vertical chassis 
more aluminized picture tubes, 
some with 90-degree deflection 
more fine woods and decorator 
colors in cabinets. 

Of all these features the newest is 
the clock-timer, introduced for the 
first time this fall. With the addition 
of a clock-timer mechanism it is possi 
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ble to pre-set a television receiver for 
favorite programs, to wake-up-to-T'V 
or buzzer alarm, and to automatically 
turn the set off at a pre-selected time. 
Once set, the clock-timer takes over 
just as it does in the popular clock- 
radio models and turns on the set at 
the selected time. 

In the console and table models the 
clock is a part of the control panel 
(G-E, Motorola), A portable model 
features the clock mounted on top of 
the set, where it also serves as a carry- 
ing handle. (G-E) 

Although 1956 will probably go 
down in TV history as the year in 


which remote control units were first 
introduced to the consumer, this is not 
the fact. Actually, remote control 
units have been on the market for 
more than ten years. And in the past 
several years a few TV makers have 
featured remote control as a luxury 
item in deluxe models. However, it 
wasn't until 1956 that remote control 
was prominently featured as a sales 
“plus”. Three types are now available 
The shotgun spotlight beam (Zenith); 
the sade betten type (Emerson, Halli 
crafter, Lion and Philco), and the 
speaker control type (Sentinel), 
Application of printed circuits to 


MORE wy 


PAGE 75 


Design 


4 


ar 
==" 








EMPHASIS IN THE 


An Off-the-Floor Look 














Zenith calls the set above “Traveling 
TV.” It's their Kirkwood model, a 21-inch 
set that can be moved from one viewing 
location to another on casters. It has two 
speakers. Beside it, at right, is RCA’s 
Haverton, a 24-inch console which, al- 
though it doesn’t move from room to 
room, turns on a built-in swivel for easy 
viewing from any angle. Priced close to 
$390, the set is available in a two-tone 
finish or natural birch and features con- 
trols placed high and on the side. 


Side and Top Controls 





All of these sets are off the floor 
though at varying distances. Motorola's 
21K39 has twin speakers, upright chassis. 
DuMont's Cabot (upper right) features 
speaker at hottom, removable safety 
glass. Sparton’s 21-inch Duncan (center 
left) puts the controls at top, has anti- 
static mask. Halolite in Sylvania’s Bel- 
vedere (center right) has been expanded. 
Philco set at left features top-touch tuning, 
self-leveling feet. 





Trav-Ler model 517-106 (top) puts all controls and 
the speaker on the side of the set. Cost: under 
$100. Emerson's portable model 1146 completely 
conceals controls under the top lid. 





MORE FEATURES THAN EVER (continued) 





T'V chassis expanded rapidly in the past 
year, mie tere who are using 
these printed circuit boards report that 
they cut down the number of tubes 
and components required in a chassis 
by as much as 70 percent. This speeds 
up assembly and it reduces the space 
required for a chassis in a set. As an 
extra precaution, most printed circuits 
are now dip-sokder processed (Admiral, 


G-E, Philco, RCA, Westinghouse). 
Portables 


Lightweight, portable TV sets re 
appeared early in 1955 in answer to 
the growing demand for a second set 
in the home. The 1956 portables are 
available with 14-in. and 17-in. picture 
tubes. Average weight is around 38 
lbs. Some are equipped with carrying 


handles on top of set, some have side 
grips, and others have stands or carts 
on easy-rolling casters (G-E, Emerson, 
Hallicrafter, Philco, Setchell Carlson, 
Zenith). 


Top-Tuning 


Top-tuning in the past year has be- 
come increasingly popular. Controls in 
many of the new models are located on 


the right-top-front. Others feature the 
control panel across the top front. Still 
another group of receivers are available 
with the controls on top of the cabinet 
(Admiral, Bendix, Emerson, G-E, 
Motorola, Philcb, Sparton, Westing 
house, Zenith), 

One of the most important develop 
ments in 1956 models is the improve- 
ments made in audio systems. Acous- 
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NEW TV LINES IS ON... 


TV as Furniture 
























A highly styled corner table is avail- 
able as an accessory ($29.95) with the 
24-inch Hallicrafters above. The $260 
set has four speakers. High fashion 
styling is also evident in the Raytheon 
2l-inch “low-boy” console at the right 
and in the setting in which it is displayed. 
Set has the modern, off-the-floor look, 
features mar resistant finish in mahog- 
any or blonde and has a filament trans- 
former to give longer life to the picture 
tube. 





Better Audio Systems 








Combined off-the-floor styling and low look of 
new Westinghouse receiver makes the top an 
easy and logical spot for placement of controls. 
This particular model has slender hairpin legs. 


A closer approach to living sound is incorporated in all three of these sets, The CBS-Columbia 
console, left above, comes equipped with the company’s “360” sound system, Stromberg Carlson's 
Milano, top right, has two forward facing speakers and Capehart’s Bostonian, bottom right, has 
three speakers around the tube. 


tical chambers have been improved, dix, Emerson, Hallicrafter, Hoffman, models  (Adiiral, CBS-Columbia, 


chassis have made possible the new 





amplrhers added, speakers particularly 
moved to the front, and one producer 
has a model with the 
ybove the picture tube 

tem 


sound system 
(Zenith). Hi-fi 
for truer sound reproduction 
iilable in a number of brands. 
[he majority have two speakers, al 
though some are available with thre 


Admiral, CBS, Ben 


ire i\ 


ind four speakers 
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Magnavox, Philco, Sylvania, Trav-Ler), 
Vertical Chassis 


I'he vertical chassis, a radical depar- 
ture in television engineering intro- 
duced early in 1954, is being used by 
more and more manufacturers. In the 
1956 lines just announced, ten top 
I'V producers have included vertical 


1955 


Capehart, Bendix, DuMont, G-E, 
Motorola, Phileo, RCA, Sparton). 
Aluminized picture tubes were for 
merly used only in the higher priced 
deluxe models. In the new fall lines, 
however, a large percentage of all sets 
carry this feature plus 90° deflection. 
This 90° deflection feature, together 
with the printed circuits and vertical 


slimmer, shallower, lower cabinet 


styling. 
Cabinet Style and Color 


High fashion styling with emphasis 
on modern and contemporary is the 
trend, although higher-priced consoles 
especially those with doors, are still 

(Continued on page 116) 


PAGE 77 






































FTER a spectacular ten year 
climb, radio-TV servicing is 
scaling new heights. During 

the past twelve months, the nation 

racked up a service bill of $1.5 billion 
almost equal to the dollar revenue 
from all new radio and TV set sales. 

Next year, for the first time, servic- 

ing costs will exceed retail sales. And 

by 1957, servicing will have grown 
into a $2.7 billion-a-year ialestar. 

(That's the estimate of RCA’s execu- 

tive vice president Charles M, Odo 

rizzi.) 

But while the road ahead is big, 

it’s also likely to be bumpy—especially 

for the independent service company 
and the servicing radio-TV dealer. 

According to many indications, the 

independent will have a continuing 

fight to make a profit on service 
business. 

Servicing, of course, continues to 

grow as the number of receivers in 

American homes mounts higher and 

higher. In TV's first decade, an 

estimated 38,588,000 sets have been 

sold to the public. While a few mil 

lion sets have been scrapped, roughly 

35 million receivers are now in use, 

(NBC research indicates that 36,477, 

000 receivers were in use July 1; 
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Sylvania researcher Frank Mansfield 
estimated 34,549,000 in use on that 
date.) 

The projected service bill on these 
35 million sets is staggering. T'V Fact- 
book places the nation’s service bill 
for the past ten years at $5.2-billion, 
including labor costs, tube replace 
ments, antennas and accessories. If 
current estimates prove out, the next 
two years may match the old ten 
year figure. 

New sets—and especially color TV 

will create an additional workload 
for servicemen, While there are prob 
ably only a few thousand color sets 
in use at present, the number is now 
growing. It may take years for color 
to match monochrome in total figures, 
but the color sets will represent a 
sizable service business soon. The 
new units are complicated and critical 

excellent candidates for frequent 
service, 

A recent poll of manufacturers re 
veals that most of the producers agree 
service will pass the $2-billion ~4 
year mark by 1957. Besides color TV, 
several makers see high fidelity equip- 
ment as a new source of service 
business. Another manufacturer com- 
mented that most people are keeping 


36-million old sets.. : plus color ...mean that... 


TV Service ls Outgrowing Sales 


As revenues from maintaining the nation’s sets exceed those received from new sales it becomes 
obvious that TV service is big business, indeed—and that it may be time for the radio-TV retailer to 
re-evaluate his position in it 


old receivers as “second sets.”’ He 
sees this second set market as another 
important source of service revenue. 


They Service Where They Buy 


Granted that service will reach 
astronomical figures soon, the im- 
»ortant question is: who will get the 
yusiness? And also, is there any profit 
in the business once gotten? 

An interesting answer to the first 
question turned up in a recent poll 
of consumers by Elmo Roper. Cus- 
tomers who had used a serviceman 
were asked why they selected the one 
they did. The largest block—19 per- 
cent—said they went to the store 
where they bought the set. The next 
biggest group—17 percent—said “he 
is a personal friend, neighbor, rela- 
tive” in explaining their selection 
Another 15 percent went to a service 
man “recommended by friend, neigh- 
bor, etc.” 

Ten percent go to a place “in the 
neighborhood, close by, convenient.” 
The remainder of the poll had a 
wide variety of reasons for selecting 
their serviceman, Only three percent 
picked a service operation because it 
was “cheaper.” Two percent simply 
picked a name in the phone book, 
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and only one percent made the de- 
cision on the Basis of advertising. 

An equally important aspect of the 
poll was the infotmation on future 
plans of set owners. ‘They were asked 
if they would use the same service 
company again in the future; 80 per- 
cent said yes. 

The survey also asked customers 
about prices and the courtesy of their 
serviceman, Cross-correlated with the 
question about returning to the same 
service company, these answers indi- 
cated some interesting facts about 
what is important in servicing. 

Among TV owners who have had 
a service call, 91 percent said their 
serviceman was pleasant and cour- 
teous, four percent said “he’s not 
exactly courteous, but he’s all right” 
and one percent said “he’s not cour- 
teous at all.” 

This is an improvement from the 
previous year when the same poll re- 
vealed that only 88 percent considered 
their serviceman B seman and cour- 
teous and seven percent said “not 
exactly courteous.” 

While an average of 80 percent 
said they planned to use the same 
service company again, among set 
owners with “pleasant and courteous” 
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servicemen, 85 percent said they 
would use the same company again. 
Only 49 percent of the owners who 
ran into a “not exactly courteous” 
serviceman, would use the same firm 
again. And only 20 percent would 
repeat with the “not at all courteous” 
technician. 

Apparently, the disposition of the 
servicemen is an important factor in 
keeping business. Price, meanwhile, 
does not seem to have the same im- 
pact on repeat business. 

Among owners who were charged 
nothing for a service call, 82 percent 
said they would return to the same 
firm (as against the average of 80 
percent return.) However, the per- 
cent of return was even higher among 


— 


NEXT YEAR, for the first time, service will outweigh new 


radio-television sales in total dollar 


those who had been charged from 
one to five dollars for a call. And the 
highest number of repeat customers 

88 percent—was among the group that 
paid between five and seven dollars 


for a service call. 

According to the poll, the averag« 
service call now costs $7.56. This 
charge falls into the seven to ten 


dollar price bracket where 85 percent 
of the owners said they would return 
to the same company for more service. 

Ihe percent of repeat customers 
then drops off as the price increases 


until, in the $25 to $50 bracket, 
only 65 percent would call the sam« 
serviceman again. (In the over-$50 
itegory, percent said they would 
epeat, but Elmo Roper notes that 


relatively 
ind may be unreliabl 


this figure is based on a 


mall sample 


Charge, But Be Pleasant 


Thes seem to indi 
cate that, as far as influencing future 
business, th might a 
well five dollars as nothing 
The important thing for him: be 
courteous and pleasant. 

The other key factor which influ 
ences consumer thinking is the prompt- 
ness of service. The poll indicates 


figures would 


serviceman 
charge 


volume. 
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that almost half of the I'V owners 
get their sets repaired the same day 
they place a service call. 

Last fall, 49 percent reported same 
day service. This is a steady improve 
ment from 39 percent in 1953, 34 
percent in 1952 and 33 percent in 
1951. Next-day service was reported 
in the latest survey by 20 percent. 
Two-day service accounted for 10 
percent of the responses and seven 
percent received three-to-four day 
service. Very few had to wait more 
than seven days. (Regionally, the 
central, the south and the southwest 
appeared to have the promptest serv- 
ice.) 

Customers generally seem to be 
well satisfied with the amount of time 





it takes to repair a set. Some 67 
percent rated their service company 
“very good’ on promptness. (Re 
member, only 49 percent got same 
day service.) Another 23 percent said 
their service firm was “fairly good’’ 
and only nine percent voted “not 
very good.” 

Promptness does scem to have a 
bearing on whether customers are 
satisfied with prices. An average of 
59 percent rated their service com 
pany “very good’ on the prices 
charged. But among who r 
ceived same-day service, 69 percent 
thought prices were very good, ‘The 
“very good” prices dropped for on 


those 


day service to 56 percent; two-day 
service was 54 percent and three-to 
four day service rated 51 percent 


Among those who had to wait five o1 
more days, only 40 percent thought 
prices were very good. 

The poll also revealed that most 
consumers think the quality of T'\ 
service is “very good.”” Some 77 per 
cent said they felt that was the case 
Another 13 percent said the quality 
of repair was “fairly good.” Only four 
percent called it “not very good.” 

Prices for service have been climb 
ing, the survey indicated. In late 
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1954, the average cost of a service 
call was $7.56. In 1953, it was $6.81; 
in 1952, $6.61; and in 1951, $6.66. 

Approximately 69 percent of all T'V 
owners have had occasion to use a 
serviceman. Of this group, 17 per 
cent paid between seven and ten dol- 
lars for the call. 

Eight percent said they paid “noth- 
ing” for the service; four percent paid 
between one and three dollars. A 
three-to-four-dollar bill was paid by 
13 percent and 16 percent shelled 
out between five and seven dollars. 

Following the  seven-to-ten-dollar 
bracket (17 percent), the $10 to $15 
group drops to 12 percent. Only nine 
percent paid between $15 and $25; 
six percent paid $25 to $50 and three 











KEY FIGURE in service will still be 
the independent service dealer. 





percent said charges were over $50. 
hese groupings held fairly con- 
stant in all sections of the country. 
Some difference in average cost was 
noted in the west central region of 
the country, however, where the 
median price of a service call was 
$6.63 (against the national average of 
$7.56.) In the southwestern and 
western regions, the average call cost 
$8.15 and $8.31 respectively. 
Service charges rise on older sets 
at least until they reach the venerabk 
age of three. ‘The customer who had 
his set less than six months paid an 
average of only $4.63 per call, Six-to 
twelve-months-old sets cost $4.78 to 
repair. Receivers between one and 
two years old needed $6.97 service 
calls, while the two-to-three-year-old 
ets cost $9.02. However, sets older 
than three years, cost only $8.58. 
Interestingly enough, the over-three 
sets also seemed to require fewer 
service calls during a year's time. 
Among people with sets three years 
old or pre. 28 percent had no serv 
ice calls during the course of a year, 
Among consumers with two-to-three 
year-old sets, only 25 percent reported 
a service-free year. And only 23 per- 
cent of the consumers owning a one- 


to-two-year-old set had a trouble-free 


year, 
The average TV owner has 1.4 
service calls per year, That fhgure 


holds fairly true in all regions of the 
country, varying only between 1.5 and 
1.3. 


Fewer Contracts 


As television became more com 
mon, fewer people bought service 
contracts with sets, In 1949, 75 per- 
cent of all TV owners got service 
contracts with their sets. By 1951, 
66 percent were buying contracts; in 
1952, it was 60 percent; in 1953, 
55 percent. By the time of the 1954 
poll, only 49 percent bought con 
tracts with the set. 



































oa eo 





COLOR SERVICING will not be the problem many fear, Remem- 
ber, it’s an easier step than the conversion from radio 


Overall now, 89 percent of the ‘TS 
owners do not hold service contracts 
When these non-holders were asked 
where they would go for service, al 
most half voted in favor of the in 
dependent service operation, 

Six percent said they would go to 
the manufacturer's service company, 
28 percent would go to the stor 
where they bought the set and 46 
percent would go to an independent 
service company, (Twelve percent 
said they'd go to a friend,ydo it them 
selves or try a relative fer help.) 


Lion's Share To The Independent 
This i 


clusive 


most 
available that the in 
dependent dealer will claim a lion 


perhaps the con 


proot 
i 


share of next year's $2-billion ser 
icing revenue, (The Elmo Roper poll 
is taken annually for RCA, About 
5,000 persons im all parts of the 


country are used in the sample and 
the resulting statistics are probably 
some of the best available on the 
service field.) 

The strong position of the inde 
pendent is echoed by the manu 
facturers. While several big com 
panies would like to expand thei 

(Continued on page 127) 
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WHENEVER he gets a TV customer who wonts to trade in an old set, W. A 


Hutson goes to work 


to interest her in color by offering a bigger 


trade-in 


COLOR TV 


Clix in Stix 


’ 
s 


Color sets sell as well in little Murfreesboro, Tenn., 


as they do in urban centers because the Tennessee 


Furniture Co. goes after the business with good trade- 


in allowances, demonstrations and consistent sales 


effort 


* With apt logie: to 


Variety 


FEW weeks ago, in tones 
A which the television indus 
try might well pay heed to, a 


dealer made this statement: “If we 
had three more hours of color tele- 
casting, we could sell ten times as 


many color television sets as we do 
now 

Ilad the statement from a 
dealer in Chicago or New York, it 
would not be very unusual. But it 
was made by W. A. Hutson, co-owner 


of ‘Tennessee Furniture Co., in Mur 


come 


freesboro, Tenn., (pop. 15,000). Hut- 
son's firm is selling an average of 
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which said it first and 


aid it best 


1 month im 
his small trading area, in addition to 
steady average of about 35 black and 
white receivers 

According to Hutson and his part 
ner, W. T. Stephenson, color televi 
sion is to sell in the smaller 
cities as it is in the larger ones. Hut 
son's own explanation on how it’s done 
is simply, “We get out a little earlier 
and we stay out a little later.” 

However, despite the proven suc 
cess of such a tned and true sales for 
mula, an analysis of the partners’ sell 
ing methods shows it isn’t quite as 


tour color television set 


18S CaSsy 





DEMONSTRATIONS in store, the home of an owner or in motel where Tennessex 


Furniture 


Hutson makes a point of showing 





how well set 


sold its first color set are not easy because of few color programs, but 


picks up black 


ona white 


HARD WORK, ‘‘getting out earlier and staying out later’, plays a big part in 
store's success. Salesmen are out calling when stores are closed. Partners Hutson 
and Stephenson start their day at 7:30 a.m 

sumple as that. Apparently what is first got interested in color television, 


needed is a dedicated state of mind, a 
determined sales attitude and the judi- 
cious use of every possible sales aid 


State Of Mind Important 


First of all, the outside observer is 
impressed with the Murfreesboro deal 
ers state of mind. You get the im 
pression that Hutson and Stephenson 
believe in color television, believe 
that it can be sold anywhere, and are 
convinced that the buyer is getting the 
best in TV when he buys it 

Back in January, when the partners 
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Hutson was invited by Braid Electric 
Co., Motorola distributors in Nash 
ville, to attend a factory school. He 
not only accepted but took along hi 
service man with him and for ten day 
he was shown all possible angles of 
how color television originated, how 
it differed from black and white and 
how it could be sold, serviced and re 
paired. Both Hutson and his servic« 
man came home convinced that here 
was a medium that could be sold and 
serviced in Murfreesboro. 
(Continued on page 134) 


MERCHANDISING 











Confusion outside Allied Radio is one indication that business is so 


Retailing Is Always in Transition 


NOW 


complex and so hurried that... . 


? 


“Vy MODELS 








You Can't Sell TY with a Formula 


To make a profit in TV, says part- 
ner Al Limberatos of Allied Radio, 
San Jose, Calif., you have to meet 
unexpected situations with quick 
decisions and good judgment. Here 
are some that he faced in just three 


days of operation 


By HOWARD J. EMERSON 
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™,, O this, and you'll make money in television! 
D Do that, and you'll lose money! 

Here's the formula for netting two per 
cent, three percent, 10 percent—except that it 
doesn’t always work unless you do this, or that, 
and consider special circumstances. One dealer's 
profit formula can very easily be another's bank 
ruptcy ticket. 

So, if formulas for profit in I'V retailing are 
questionable, how does a ‘IV sales and service 
dealer go about making a 2.38 percent net profit 
on a one-third million dollar volume, as did 
Allied Radio, San Jose, Calif., in 1954? 

Partner in charge of sales, Al Limberatos, was 
asked if he and his partner in charge of service, 
George Akers, had a formula that produced this 
quite presentable net in a generally not too good 
year. “I don’t think it is a formula that has 
helped us,” Limberatos replied. “I think it is 
merely minute to minute attention to the ex 
pected and the unpredictable details that come 
up each day in this business. A real formula, | 
suppose, would anticipate everything that happens 
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in the store every day, and would guarantee that 
each day and eventually each year would turn a 
nice profit. ‘That would be a nice way to work 
But I suppose that every dealer finds, as we d 
that few things happen the same way twice, and 
there’s always some darn thing coming up that 
we didn't expect. ‘To make a profit we have to 
meet cach situation with our best judgment—and 

e are always meeting situations. Most peopl 
don’t realize how many things come up durin 
1 day at the store,” 

lo get a spot sample of the “many different 
things” that make up the TV dealer's daily 
routine, Exvecrraica. Mrercuanpisince shadowed 
Al Limberatos with a camera for three full 
working days of the week of July 18 Mor 
than 300 candid photos of 79 unduplicated situa 
tions were taken of Limberatos. (Because partner 
George Akers was on vacation, Allied’s $150,000 
a year service operation was not covered.) 

How Limberatos met some of his problem 
ind made some of his d 
following pages 


isions is shown on the 


MORE > 
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RETAILING IN TRANSITION (Cont.) 


The Day Starts 
With Planning 


Right after a TV store opens for the day is 
about the only time a dealer can claim or even 
seck order through his establishment, claims Al 
Limberatos, But he has to seck it then to get into 
operation the basic policies that may mean much 
profit-wise during the day 

On a typical day, Allied Radio’s partner Lim 
beratos tries to get at least the following jobs done 
before the sales floor or other activity draws him 
away: (1) Review the sales record of the previous 
day to note trends, etc., that may guide this day's 
activities; (2) schedule deliveries of sets sold previ 
ous day, noting special requirements, coordinating 
them with service department's schedule; (3) 
order special models, arrange loaners; (4) get 
previous day's bank contracts to girl for process 
ing; (5) review contracts returned from bank to 
be sure discounting was proper 





Scheduling the day's deliveries and installations with Squaring away salesmen’s programs with sales mon 
service manager Ray Walters starts a day before TV ager Mel Peterson assures a smooth start in that de 
dealer Al Limberatos, left, can get to the mail partment, prevents hassles and inefficiency later 





Customer Relations — 
Daily Steps to Profits 


In an area that is reported to have a 95 percent 
TV saturation, and where such nationally known 
dealers as Hale's, General Appliance and Western 
Appliance get a large share of the market, Allied 
can profit only as long as it holds on to most 
of its old customers as well as getting its share 
ot the thousands of families moving into the area 

A basic policy of customer relations for the 
dealer must be flexible enough to suit the person 
ality of the individual customer, says Limberatos 
At Allied, all customer relations are based on this 


philosophy A customer won't complain unl 

something is wrong. Either ther womething 
wrong with the IV, or there's something wrong 
with the customer Allied personnel must 


find out which is wrong, and correct it 





Problems come early to the TV dealer, Limberatos Patience and fortitude characterize the TV dealer 
notes as he spends time with customer who thinks he when no-fault-of-his problems must be handled 
may have made wrong choice, has to be resold Here Limberatos deals witt uch a call 





Working a couple toward “we'll take that one” is pleasant business for Lim How certain is the dealer that he will get the full amount? A sound policy on 
beratos or any dealer, however with more than 80 percent of all TV sales, even if paper they handle, plus cooperation with bank, keeps Limberatos’ and Akers’ 
the deal is good he is still faced with the question losses to 0.5 percent 
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Some delinquents have good reasons, and if they'll talk to us, and they seem in 
good faith we'll ride with them a while, says Limberatos. Most credit customer 
can be made good, long range business 


‘Many delinquents would remain that way as long as we let them keep the TV 
set,’ Al notes. ‘So we salvage many accounts by picking up the set and holding 


it in stock until customer brings payments up to date 





"A percentage are bound to be losses. Best we can do is check them over and get as much as possible 


through re-sale 


Fortunately we have a good market for used sets—sold 307 last year.”’ 


“” 


Policies that Cut 
Losses and Repossessions 


In 1954, Allied’s losses for bad debts was less that 0.5 
percent in a market area currently rated high for “skip 

Contributing to this low percentage for losses in a 
I'V-only business are: present policies of the ban) 
which provides a full time girl plus a field representative to 
bring delinquents up to date, second, the attention Lim 
beratos and Akers give to the paper they carry, If a cu 
tomer has a good credit record on Allied’s book, or similar 
report from credit bureau, he can get a 90-day charge to 
be payed in three equal payments, signing a regular con 
ditional sales contract that keeps title with Allied, If 
payment becomes 15 days late, Allied ‘phones. If still no 
payment by 30 days, an Allied salesman will visit customer 
either put contract on bank plan if it is only size of pay 
ment causing trouble—if no payment or no contract, next 
trip is by Allied’s pickup truck 





than § percent 


ELECTRICAL 


of Ailied’s TV sales, new and used, go on conditional sales contracts 
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In another morning the big event is the hour or two at Bank of America going over week’s list of 


nquent accounts with monager of Timeplan and girl who follows up on late payments. More 


Keeping the Bankers 
On the Dealer's Side 


With more than half Allied’s new and used ‘TV sales 
going on conditional sales contracts, Limberatos feel 
more than casually about the Bank of America, “If the 
I'V dealer will listen to the boys at the bank, they can 
learn a great deal about handling time payments. Many 
of the techniques these very experienced people use on 
bank contracts can be adapted by the dealer to make him 
more accurate in handling his own 30 or 90 day accounts, 
he states. 

Limberatos works closely with the bank in its close 
watch on delinquent accounts, with personal information 
or experience that helps the bank personnel in dealing 
with the account effectively. As further help, when an 
account gets to the danger point, Limberatos either gets on 
the ‘phone and talks to the customer, or he turns the 
account over to one of the Allied salesmen who will pay a 
personal call during a free period 
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Questionable deals regularly require a quickie confer one that has set hi 
own value on the old set he is trading, claiming ‘| 


know you dealers have a $50 bill in each set’’ 


“One of those prospects 
ence between Allied salesmen and partner | imberatos, 
as here when Bud Borene tells Al he ha 


In a ‘T'V dealer's profit picture there are many 
times when he makes money by turning down a 
sale, says Limberatos. If ‘a penny saved is a penn 
earned” applies to television retailing, then th« 
dealer is profiting when he says “no” to a deal 
that would not give him an immediate or long 
range net profit. 

But Allied’s personnel try by every means t 
hold onto the “unreasonable” prospect. ‘They ti 


Turning a Profit 
Through a ‘No Sale’ 





We can't do it on that model he wants, Limberatos 
tells Borene after checking NARDA blue b« “We'd 
be trading dollar: what's the use?”’ 


to give him his deal by switching to a model with 
1 longer margin. Often Allied’s partners or a 
salesman will take an obstinate prospect on a 
tour of the house—showing the service depart 
ment, pointing out the complexity of a ‘T'V 
chassis, going through the parts department, se« 
ing the Allied test pattern generator, then bac! 
to the sales floor. Many a tough prospect is 
pleased with Allied’s best offer after this tour 








A profitable TV sale comes easily to Al Limberatos during coffee break when 
waitress Wando decides to do 
talking about for o yeor eded by 1956 lin 


something about getting the TV set she’s been needs and budget a g 


Certainly one iy of increasing profits is to get 
is many low cost T'V sales as possible—and along 
with the people near the dealer's home where else 
does he have access to a group of prospects like 
the business and professional people near his store 
ind some of the business people with whom he 
deals. With more than nine years in the samc 
section of downtown San Jose, the Allied part 
news heve made their neighborhood a profitable 


Take Advantage of 
Nearby Business 
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That evening Wanda shows, gets a good deal from Al who recommends for her 


| 


1d Admiral 21-in. model just lowered in price v iper 


source of sales, Among recent ‘I'V customers have 
been employees at the Bank of America, at the 
utility office across the street, the printer wh« 
handles Allied’s needs, a furrier around the corner. 

Such business presents one problem—too man 
of these neighbors want special prices and som« 
have access through business connections with 
distributors’ stocks. Best solution is to try get 
them onto specials, long margin sets. 
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Hi-Fi Holds Hopes 
For the TV Dealer 


Selling high-fidelity components is nothing new 
to Allied, whose partners have been handling 
pecial installations and built-in units off and on 
ring their nine years in business. But active 
promotion of hi-fi, with a program of consume: 
elling, displays of a variety of tuners, amplifiers 
turntables and speakers, and with specialized 
xersonnel is only in the development stage 


Limberatos and Akers believe that custom hi-fi 


1 natural for the TV servicing dealers with a 
large staff of technicians—“‘if the dealer analyses 
his market and doesn’t go overboard.” Most im 


ortant to watch is the strength of present com 

petition—if the radio parts and sound “distrib 

itors” are actively merchandising hi-fi equipment 

to the general public the TV dealer will have to 
ed more cautious} 








A few minutes spare time and Limberatos goes over details of his ‘white hope’, a custom hi-fi department 
- 4 + | sal 


A room is being undp fed } f will permit prospect to hear combinations of components 





Someone Must Keep 
An Eye on Profits 


I don’t see how a small business can stay profit 
able without having a professional keeping his 
eyes on the books and on the many details that 
must be followed in the office routine,” says 
Limberatos. He has Art Hartman, a retired comp 
troller of a large corporation, as office manager. 

Besides the more obvious advantages of having 
the office set up and run on a professional basis, 
are many Other asscts—“having our tax records 
handled so that we pay everything but no more, a 
daily trial balance and a monthly profit and lo 
tatement that lets Akers and me know where ws 
tand and how to plan, close attention to ou: 
vetting full return for warranty parts, careful 
handling of our freight claims,’ Limberatos r 


port 





Important to Allied’s profit, says Limberatos, is presence on staff of skilled auditor Art Hartman. The watch 
ful eyes of Hartman bring the partners’ attention to uncpectccular but profit-n ng detoil 





Inventory Can Be 
A Factor in Profits 


How much stock to carry is a I'V dealer's indi 
idual problem. He can’t go by what his com 
etitors are doing or by what his distributor’ 
iverage dealer is taking. He has to know how fast 
each type of TV set moves, have a good judg 
ment of what his concern can do through a spe 
ial promotion, and buy accordingly, Limberatos 
believes. If he floors his stock through a bank 

Allied no longer does, has own capital for in- 
entory) then the dealer has a few percent a 

isons for watching his buying. 

At Allied, the partners try to maintain a 30-day 
tock, and not over 60-day commitments, except 
n peak months of Sept., Oct. and Nov. when 
they don’t want to run out of known fast-movers. 
[he store takes a physical inventory every 60 
days, and keeps sales records by model, price 
range, brand to guide its purchasing 
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Buying in large quantities has more than immediate advantage of percent, says Limberatos. ‘Three of our 
four salesmen close a much higher percentage of prospects when the floor is crowded with merchendise,"| 





MORE 
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RETAILING IN TRANSITION (Cont) 


Help from Suppliers 
Adds to the Gross 


“One look at our gross margin of 22 percent compared to 
the appliance 'V dealer's average of 34 percent that 
NARDA reports, gives a good idea of why we try to get 
every possible help from ou: suppliers to keep I'V set 
moving out of the stor tates Limberatos And it i 
logical to look to the manufacturer and distributor for thi 
help because they profit along with us 

“This is a spot where the TV dealer can really show 
his bargaining ability. And if he is square with the sup 
phers—no fast shuffling on co-op billings—he can negotiat 
help that will mean 2 or 3 percent in his gross profit 
A routine on visits of every distributor's salesman to Allied 
is a review of present supply of display material, lin 
folders, and the like 





Here Limberatos in nearby coffee shop irons out details of carload of RCA’s he will 
split with Central Electric, Palo Alto. Distributor salesman Chuck Hancock, right, 
handles details, shows Al he will save up to 7 percent, $3 per set in freight 





Car or split cor buying puts Allied in favorable position for good co-op help from Limberatos gets another chance at free help when distributor McCormack Corp.'s 
distributor, so Limberatos gets it rolling by taking Hancock to advertising agent salesmanager Rolph Stoddard shows Al tips on pitching free clock radio to sell 
Duke Art, center. Latter starts planning half-page copy showing RCA 1956 line CBS-Columbia TV 








Important periodic events in the days of TV dealer Limberatos ore visits of dis Complete frankness with distributors about dealer problems helps executives 
tributor executives like Ross Siragusa Jr., left, of Admiral, Son Francisco, Al understand dealer's needs when forwarded by local salesman, Limberatos says 
pumps visitors for sales and promotion ideas from elsewhere in territory, gets execu At the moment above, Al could have about anything from young Siragusa who just 
tive’s idea of Allied’s operation pocketed an Allied order for a full car of 1956 Admiral 
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A Sales Department 
Must Be Keyed Up 


It is not enough for a TV dealer to be enthused 
bout the business, says Limberatos, he’s got to 
set that enthusiasm into the whole staff—and keep 
it there. Often the best salesmen are the ones 
ceding the most needling, at least regular en 
gement and a constant flow of new materials 
new selling knowledge. 

\t Alhed, product meetings held as often as a 
distributor's man is available are supplemented by 
l'uesday breakfast meetings used to explain the 
veel advertising and promotion schedule, 
inges in store policies, plus occasional briefing 
in basic selling. Discussed among the staff, too, 
vill be changes in market, in customers’ buying 
habits, effect of specific programs of competitors. 
l'ogether the staft tries to find the answers to an\ 
of these problems 


| 





Product sales meeting for Limberatos and Allied sales staff starts many doys, as here where Admiral Distribu 
tors’ salesman Barney Nordman details the features and selling points of 1956 line day after Allied’s first 
stock arrives. Weekly staff meetings keep Allied sales personnel keyed up 





What Lines, What Models ? 
—A Regular Problem 


ly g to find and keep the right combination of 
I'V lines is a regular problem for Allied Radio's 
partners, as with most ‘T'V dealers. Says Limber 
te We are always seeking to keep a balance 
of that enable the staff to merchandise each 


oroughly, with justice to each. We don’t 
to have a serious overlapping. We try for lines 
that have a difference in styling, a difference in 





features, and then have lines which are best 
uited to each economic group so we can sell 
mvyorn who comes in , 


Allied recently cut down from nine T’'V lines 
to 4—Admiral, CBS, RCA, and Zenith—as an ex 
periment that is so far working well. “We can buy 
from each of these in larger quantities at better 





( get more promotional help, and concen 
| 


trate our advertising,” Al says. And he is still open To take, or not to take, Trav-Ler’s new $99 leader which representative Bill Smith offers? Limberatos has same 
tor buying a hot deal in any line to use as a decision to make on his G-E portable. Will these under $100 sets, with about $20 gross for Allied, cut into his 
Dm | promotion il item $149-$169 sales, or will they open profitable new second set market, Al must decide 





Too Easy To Neglect 
Radio, Radio Service 


It is too easy to let the big problems of selling 
ind servicing television take the dealer's attention 
way from a good, steady-profit department like 
and radio service,” Limberatos admits. And 
proved his admission by guessing Allied’s 1954 
idio business at “close to $30,000.” A look at 
he books showed that this “neglected” sideline 
f new radios, radio service, and radio parts had 
duced for Allied a 1954 volume within a few 
lars of $50,000. The average margin on this 
was far above that received from TV 





By the time this is printed, Allied’s radio de 






tment will have been doubled in size as part Pinch hitting in radio repairs during serviceman’s Limberatos helps TV customers select a new radio in 
| 
fa program that will give spec ial attention to lunch reminds Limberatos of the often-overlooked front of store display that Allied plans on doubling 
] ind promot f packaged hi-fi value of this department Radio and service bring nearly $50,000 a year 
I f 9 n 
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Transition in Selling 








UNIQUE among TV monufacturers’ programs was Motorola show 


where executive vice-president Bob Galvin delivered commercials 





RCA‘S BIG NAME is Voughn Monroe. He delivers the commercials 
on “Producer's Showcase,’ still uses his famed singing voice in his 


salesman's job 





These are the 11 manufacturers of television and radios 
who use—or have used—network television advertising to pro 
mote their products. Unanimously they agree that network 
TV is a selling force that can be heavily merchandised on the 
local level by the retail dealer. 





Admiral General Electric RCA 
CBS-Columbia Motorola Sylvania 
Crosley Philco Westinghouse 
DuMont Zenith 

PAGE 88 





BEST-KNOWN of all big-name commercial announcers is Westinghouse’: 
Betty Furness. She does an effective selling job on ‘Studio One.”’ 


DOES I V 


ATER this month, a whole galaxy 
of T'V stars will dance, sing, act, 


clown, emote and otherwise re- 


luce themselves to exhausted bundles 
f nerves. Purpose: to help sell the 
particular brand of television set their 
ponsor cranks out of his factories. 

As they cavort across the nation’s 
television screens, they'll burn up 
manufacturers’ advertising dollars at 
an astronomical rate. There’s no way 
of calculating the cost of the com 
bined television shows that are de 
signed to sell TV since many of th« 
manufacturers who use this medium 
make other products as well and don’t 
care to tip their hands. Educated 
guesses range from $15,000,000 to 
$20,000,000. 

Whatever the cost it’s apparently 
worthwhile, as nearly all the 11 manu 
facturers who've used network TV in 
the past plan as heavy or heavier 
chedules for the 1955-56 season 
Many of them have used network T'\ 
for as long as seven or eight years, 
harking back to the days when p 
gramming was limited, stations wer 
few and commercials were crude in 
comparison to the smooth, sleek tech 
niques of today. 

In any case, all 11 of the set 
makers are committed to some use 
of television to advertise their wares 
and most of them are highly enthusi 
astic about TV advertising in terms of 
its direct effect on the sale of mer- 
chandise 


But while manufacturers aie con 
vinced of the value of TV commer 
cials, few, if any, are willing to measure 
the weight of the selling load that 
pre-sale demonstrations of this kind 
have removed from the dealers’ shou] 
ders. Some appliance and TV pro 
ducers are willing to admit the grow 
ing importance of pre-selling in the 
post-war years. Thats one part of the 
distribution revolution now taking 
place. And it may mean that when 
Mr. Consumer walks into a retail store 
he asks for Brand X or Brand Y 
which he has seen extensively pro 
moted in magazines and TV—over 
Brand N which hasn’t made so big a 
media splash 

Over the years, TV manufacturer: 
have tried just about every type of 
show TV programming off 
taculars, situation comedy, drama, va 
riety shows, quiz programs, religion 
sporting events and the national po 
litical conventions. Some have nailed 
down such celebrities as Milton Berle 
Sid Caesar, Imogene Coca, Roxanne 
and Bishop Sheen. A few located that 
rare gem, the entertainer who double: 
in brass to deliver commercials, like 
Arthur Godfrey and Vaughn Monroe 
And Westinghouse has Betty Furness 
who is a TV commercial specialist 
without equal in popularity and be 
lievability 

How does this help the retail sales 
man in East Egypt, Idaho? 

(Continued on page | 38 
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BISHOP Fulton J. Sheen never pitches a commercial, but he’s been known to 
drop a kind word about his sponsor, Admiral. His popularity is high. 


SELLI V...? 


For as many as eight years 11 television manufac- 
turers have been advertising their wares on net- 
work television programs. They think they’ve 
helped dealers sell more television sets. Here 


are their reasons 
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KING OF TV SALESMEN is the woy CBS-Columbia refers to Arthur Godfrey 


and they may be right, because when Godfrey makes a pitch set sales jump 


By JACK LANE 














BEAUTIFUL Roxanne, a girl made famous by television, helps Bud Collyer do 
the Sylvania commercials on ‘Beat the Clock an oudier participatior 


show 


KATHY NORRIS, here surrounded by TV sets, some of which seem to have 
mastered anti-gravity, does the commercial honors for Genera! Electric 
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To make 


Eavesdropping checkup on dealer sales talk was typical of close 


attention to detail which helped get results in freezer promotion 
for Dayton Power & Light,a..... 


Utility With an Eye on Sales 


Oe no electric utilities are paying 
more attention to food freezer 
promotion today than ever be 
fore. The reason: freezers help build 
a steady, profitable load and for some 
power companies the growth of capac 
ity has reached the point where they 
need this load 

Such a utility is Dayton Power 
Light in Ohio, which this year held 
its fourth annual “Food Freezer Fair” 
and sold 84 freezers and 206 refriger 
ators in just two weeks with 
phase promotion through dealers 

As the pictures Day 
ton’s relentless attention to detail was 
a primary ingredient of success. Any 
utility, obviously, can set up a dis 
play in its lobby, run some ads and 


1 two 


here show 
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evoke at least some symptoms of co 
operation from dealers. The difference 
between that and Dayton’s job was 
follow-through, a perservering unwill 
ingness to leave anything to chance 

First Phase. Dayton did set up a 
display in its lobby as part of the 
But the 
12 participating dis 
manned by rotating 
Direct sales 
were made off the floor and 28 freezers 


first phase of its promotion 
booths of the 
tributors 
crews from dealer stores 


were 


and 19 refrigerators (up 21 percent 
over the 1954 show) were moved 
Dealer salesmen who manned the 
displays had more than the usual 
incentives. Utility sales promotion 


manager Bill Allen, the same one eaves 


dropping in the picture above, lis 





tened to their sales talks. When he 
heard a good one the salesman got a 
$5 reward 

As usual in a promotion of this 
kind, the utility offered door prizes 
to stimulate traffic—a daily prize of 
85 pounds of frozen food, a grand 
prize of a freezer. Again as usual, the 
names of prospects were passed on to 
distributors for distribution to par 
ticipating dealers. But the utility took 
one more important step dealer con- 
tact men visited retailers and helped 
them get to work on follow-up. 

Dealers who got this kind of help 
were those who set up store and win- 
dow displays, gave demonstrations, 
idvertised freezers during the promo- 
tion, and reported their freezer sales 
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during the entire two-week period 

Second Phase. ‘To needle dealers to 
do their part—and gain on the prom 
tion—the utility set up a dealer incen 
tive contest. Retailers were graded for 
their floor displays (15 percent), win 
dow displays (15 percent), advertising 
(30 percent) and increase in sales over 
the 54 promotion (40 percent). Win 
ners got savings bonds 

To back its show, Dayton Power 
& Light also did the expected. It 
carried newspaper advertising during 
the two-week period which listed the 
12 distributors and 44 participating 
dealers. It plugged away with radio 
and TV spots, billboards, posters in 
utility offices, cards on company cars 
ind truck 
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its freezer promotion go, Dayton did these things: 


at 


' DtaAlen or 'Whwroe 


/reezer [yr Oe 


1G 34 F000 Ft 218 


Bi 


‘ood Freezer 
/ 


Sut vhesl 


jood eating! 





Persuaded dealers like Bob George of Dale 4 Secured prospects by offering door prizes to Supplemented dealer crews on utility floor 
Appliance to set up special displays... . registrants at lobby display... . its own home economists... . 


6 Passed leads to representatives like Eleanor 7 Checked on dealers to make sure they followed Even followed up on winners of frozen food door 
Mills of Miami Distributing Co... . up on leads . 8 prizes who had no freezers. 


End 
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HIGH 
FIDELITY: 


~ Headaches 


or Profits? 
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Study the market in terms of your own operation and abilities 


if you don't want to lose your shirt, says this St. Louis retailer. 


Here's how he planned and set up his own hi-fi department 


rI'TLE more than a year ago, the 
| Aeolian Company of Missouri 
faced a triple threat decision 
Stated simply, the company had to 
decide if it should sell high fidelity 
equipment and, if so, what should be 
tocked, and how sold 
Long a leading St. Louis piano re 
tailer, Aeolian has handled phono 
graphs, radios and television receivers 
ever since those instruments appeared 
on the market. But those products 
posed fairly simple merchandising 
problems compared to the complex 
ities of high fidelity selling 
Because of its background in selling 
high quality pianos (Steinway) and 
radio-TV-phonographs (Magnavox), 
Acolian had a chentele ready-made for 
component high fidelity equipment 
In fact, some of its regular customers 


were high fidelity enthusiasts and 
often urged Aeolian to “get into 
hi-fi.” 


Another factor that swayed the 
company’s thinking was a sudden shift 
in po ysularity of yhonographs. Until 
the fall of 1953, the phonograph busi 
ness was nearly dead. By December 
of that year, Aeolian sold more phono 
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graphs than it did television receivers 
and many of the shoppers wanted cus 
tom high fidelity systems. Some com 
promised by taking integrated units 
while others held out for component 
sets and went elsewhere to buy when 
they found Acolian could not supply 
them 

So the transition into a full-blown 
high fidelity dealership appeared an 


easy one to make, but would it be 
profitable? If it took the plunge, 
Acolian would have to open up a 


whole new department. This meant a 
staff of highly trained salesmen, ex 
pensive inventory and costly altera 
tions to the already crowded 
Would hi-fi sales justify these changes 
ind expense s? 


store 


Needed: A Plan 


In its search for help to decide the 
crucial issue, Aeolian’s president, 
youthful William P. Chrisler, appealed 
to Electro-Voice, Inc., manufacturers 
of tuners, amplifiers, speakers and 
other high fidelity equipment. Tak- 
ing a long look and a deep breath, 
Howard Souther, manager of reproduc 
ing components, came up with a 


that stands today 
as his company’s basic plan for the 
dealer who wants to sell high fidelity. 

Briefly, Souther suggested that 
Acolian make a careful appraisal of 
the market and then, if it was satisfied 
that it held a good sales potential, set 
its merchandising pattern 

Souther went on to recommend a 
plan for selecting and training sales 
men and outlined the problems of 
making custom installations. Finally, 
he prepared two lists of stock needed 
for initial inventory. One was for 
Electro-Voice equipment only and 
the other was of competitive manufac 
turers of components and packaged 
units 


Thine page prog! im 


Preparation 


Armed with Souther’s recommenda 


tions, Chrisler talked to other manu- 


facturers, discussed plans with his busi- 
ness associates and decided to go ahead 
with his plans for a hi-fi department. 

A study of the market showed that 
Aeolian had fertile ground right in its 
own files of customers. St. Louisans 
have bought pianos, sheet music and 


other goods and services from the 
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company for as long as three genera 
tions. A survey of St. Louis retailers 
revealed that none offered a full rang: 
of high fidelity equipment with ampl« 
facilities for demonstration, installa 
tion and repair service, stocking of 
parts and units and the first-rate type 
of cabinetmaking necessary for cu 

tom installations. 

Aeolian was prepared to fulfill all 
these needs. By reshuffling some of 
the departments in its seven-stor 
building in downtown St. Louis, ampk 
space for display was made available 
Spac e for mventory presented no great 
problem as it was integrated with th 
radio-I'V parts department by careful 
utilization of space. 

Well versed in the repair and re 


finishing of costly pianos, Aeolian’ 
cabinetmaker took the high fidelity 
line in his stride. He has a fully 


equipped shop with hand and power: 
tools and his skill in woodworking i 
more than adequate for building fine 
hi-fi cabinets. 

The company already had a service 
department that handled radios, tele 
vision receivers, phonographs and tape 
recorders, so little change had to be 
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Scared looking prospect has just asked salesman Tanner First Chrisler takes him in for a look at packaged units 
Chrisler (right) about hi-fi, He’s not sure what he wants He uses no real sell, feel that would be dangerou: 


and he’s worried about costs until prospect has seen entire line 


CUSTOMIZED and expensive wall 
panel display for demonstrating hi-fi 
combinations work fine for Aeolian 
Co., St. Louis, but, cautions the firm, 
might not fit other markets or other 
types of operation 


3 As demonstrations progress, prospect begins to feel more Next stop is the component demonstration panel where 
at ease and Chrisler begins to get indications that he’s Chrisler demonstrates various systems, impresses prospect 
with special wooden box for holding records 


made to incorporate installation ana 
repairs of high fidelity systems 
Selecting a sales force was a littl 
more complicated than planning for 
physical requirement: Heeding 
Souther’s ideas for training salesmen, 


interested in component rather than housed units 


Chrisler assigned his brother, Tanner 
Chrisler, to the sales force and supp 
m d him with two more full-time 
In Aeolian’s branch store in 

irb uburban Clayton, two sal 
nen sell high fidelits equipment ind 
other products handled by th 
I'raining, says Chrisler, is of the 


; 


pmost importance in selling hi-fi 
He sent his salesmen to the Electro 
Voice plant and then to other plants 
to learn first hand about the produ ts 


they were to sell 


Action 


Once the basi plan were worked 
ut in detail, Chrisler moved fast to 
get into the business with both feet. 
l'anner Chrisler took over the added 
function of hi-fi buyer which he says 
is a full time job because of the na- Components selected by the customer are assembled in Checking and testing of factory-finished unit before de 
ture of the business this well equipped shop. Sometimes customers do port of livery is important because hi-fi buyers are critical, demand 
Continued on page 150 their own assembling in order to save money a lot of dealer service responsibility 
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RAY FREKING’S service station for automobile electrical systems, radios and TV sits in the middle of Springfield, Ohio’s, automobile row next to a 
Pontiac dea'er and across the street from a used car lot 


Ray Freking claims to do 90 percent of the automobile radio business in Springfield, Ohio. That's 


because he has a prime location and an operation set up to service car electrical systems, radio 


and TV exclusively 


By N. BLEECKER GREEN 


HEN a customer drives into pects in Springfield is a close check of delivery, TV service and sal An 
Ray Freking’s service center the regular listing of new and used  I'reking, who started in radio befor 
in Springfield, Ohio, he often car purchases by the local credit his auto work, is no white collar bo 
isks, “Is this a garage or a radio bureau. Freking mails each purchaser He still likes to work in the shop. 
shop? a postcard offering a new car radio at During one week this past April, 
The question is well put, for $49.50 and up, installed. the store sold 35 car radios. Freking . a 
I'reking handles both car radio and Additional business has been de feels this may be one of the best vears 


juto tune-up in his combination shop. veloped through Freking’s long line in the business because of the switch 
He sums it up by saying, “Car radio of close contacts with key men in from a seller's to a buyer's market in 


and ignition work go side by side.” the local auto business. Leads for pos- the auto field ‘You don’t have to 
I'reking is an old-timer in the radio sible jobs are passed along and, in take the extras Many people, he 
business (Motorola oldest dealer turn, Freking does business for car finds, are buying their cars without 


ind installed the third car radio mack dealers as an accommodation. It’s a_ radios, then having one installed lo 
by Motorola when the firm wa > 


$ a helping push for the auto agency to cally sec I'rends, EM, Jun 
youngster in the clectronics field. He | close a hesitant sal Others are taking out the old radi 
formerly did complete garage work Another twist is that Freking has before trading the car, then havin 
but now concentrates on electrical done radio installation jobs for the lo- Freking install it in the 1955 vehick 
ystems since he built his combination il International Harvester truck fac Ihe Ohio dealer claims that car lj 
spot on “Auto Row’”’ ten years ago tory. Radios are more popular with factory installed) may run anywhi 
The combination of cars and radio truck owners today, and Freking in- from $90 to $135 
has proved profitable. (Preking esti talls his line in the IH light duty Until recently, financing car rad 
mates he does 90 percent of car radio _ trucks after they leave the production has been a problem. Since the radi 
business in Springficld.) Sales totaled line. He’s done as many as a dozen is attached to the car and difficult t 
660 car radios in 1954 and the firm = a dav repossess, no bank would handle th 
grossed more than $250,000. About Good servicemen are hard to find paper. The loan companies woul 
15 radio service jobs a day was the’ in the automotive field. “It’s a dirty take it, but at higher rates. On 


average last year, he says sales reach job,” says Freking. To get around Springfield bank will now take it, but 
their peak in March, April and May. this problem (he rates it number one), they charge a flat $10 fee ov ix 
PERSONAL CONTACTS with loco! auto The approach of the Springfield lreking trains his own. At present he months regardless of the radio's list 
deolers often give Freking leads i, dealer is varied (see pictures). He uses has eleven men in addition to him- price (no percentage basis). Befor 
return he occommodates them with instol- "ewspaper space and has tried radio, self. Three work on motor tune-up, this date, Freking held his own paper 
lations that have often helped close cor Which he found ineffective. But one while the remaining eight pair off to for 90 days, but does not like to tie up 
sales of the best means of securing pros- concentrate on radio, installation and too much capital this way End 





PAGE 94 SEPTEMBER, 1955—ELECTRICAL MERCHANDISING 





From A Hot nal A 
Location... 


. 
be hati 


AUTO SALES REPORTS issued by local credit bureau are Freking’s best source of 


SERVICE WORK on car ignition systems and radio installations are performed 
leads. He follows up with direct mail to new and used car buyers 


in spacious Gcrage section of Freking’s building by a staff of 11 men 


INSTALLATIONS of car radios sometimes run as high as 12 a day. Service jobs RADIO REPAIRS ore handied in first floor shop between garage and front show 
average 15 a day. Freking also installs radios for local truck manufacturer room, TV repairs are made in second floor shop-——free from customer kibitzing 











Dont Call Me aL 


.. . I'm a@ retailer, says Stephen 


Masters, 


Masters Inc., which does almost $20 


million worth of business each year, 


most of it at cut prices 





.»» you don’t need a fancy sys- 
tem to tell what's going on in your 


“ 


Store... 


“lik. man who runs one of the 
A | country’s biggest and best known 
discount houses doesn't like the 

name 

He would prefer to be called a r 
tailer 

tle is Stephen Masters, 42-year-old 
president of Masters, Inc., which Op- 
erates “off list’ retail stores in New 
York and Washington and a mail- 
order business out of Washington. 
The firm's volume is mauohing 
$20 million a year, says Masters, who 
refuses to be more specific than that 
and who admits that slightly more 
concrete figures which he has used 
in recent speeches were only “ap- 
proximations.” 

Masters’ reputation in today’s re 
tailing picture is, however, far out of 
oy arene to the dollar volume of 
1is business, no matter how big it may 
be. He has built this reputation on 
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president of New York's 


An exclusive interview with ELECTRICAL MERCHANDISING 


opposition to Fair ‘Trade and styles 
himself as the “Number One” foe 
of resale price maintenance legisla 
tion. Last year he spent considerable 
time fighting Fair Trade and was in 
the courts almost constantly. 

But in talking to Masters today 
it is clear that he regards his current 
Fair Trade battles as rather academic 
matters. He is convinced that Fair 
Trade is dying and thinks that within 
a year it will cease to be much of a 
factor. He agrees with recent observa 
tions that enforcement by even some 
of the strongest proponents of Fair 
I'rade has eased off. 

This turn of events pleases Masters 
but he isn’t completely happy. He in- 
sists that a clear cut judicial opinion 
would be more desirable. As it is now, 
he feels that both advocates and op 
ponents of Fair Trade are operating 
ina sort of “twilight zone,” each some 
what doubtful over the basic constitu 





a 


“... why should | pioneer new 
products? Who's forcing any dealer 
to?” 


tionality of Fair Trade as such. He 
had hoped to get a Supreme Court 
ruling on this question and is bitterly 
disappointed that the top court de- 
cided against reviewing his case. ““They 
should be made to review it. Nobody 
knows where we stand today and the 
court refuses to do anything to clear 
up the question.” 


Wheat Is He? 


Because of this attitude, Masters 
has become widely known as a foe of 
Fair Trade. He has also acquired a 
reputation as a spokesman for the dis- 
count house (even though he doesn’t 
believe he operates one.) In recent 
months he has appeared before Con- 
gressional committees, housewares 
clubs, a Harvard alumni group and a 
national advertising association. 

But Masters doesn’t particularly 
relish either of these titles. 

What is he then? Masters insists 
that he is basically a “retailer.”” Why 
does he prefer this title to that of a 
discounter? Simple because he feels 
that price alone is not an adequate 
description of his operation. He of- 
fers a variety of services (“What does 
a nationally known department store 
offer that Masters does not?”) and 
for this reason feels that he is not a 
discount house, which is usually 
thought of as operating on a price- 
only appeal. 

Is he, then, one of the pioneers of 
a “new breed” of retailers, combining 
service with off list pricing? To this 
Masters offers a somewhat limited 
agreement. But he insists that there 
is nothing new about his combining 
service and discounting. 

“We did it when we opened the 
doors in 1937 and we've done it ever 
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since. Originally, we even provided a 
service without making a sale. If our 
customers ordered film and we found 
that Macy’s was offering film as a loss 
leader we would buy our film there. 
Then we'd deliver it in a Macy’s bag 





". . » dealers don’t like me, but the 


a“ 


consumer does... . 


with a Macy's receipt. When the cus 
tomer asked why, we would point out 
that occasionally someone would offer 
a better price than we could and that 
we were glad to act as ‘purchasing 
agent’ for the customer when that 
happened. Those customers are still 
with us.” 

Similarly, Masters is hesitant about 
forecasting a trend to one type of 
retailing. “There'll always be room 
for different types of retailers. There 
will always be a Lewis & Conger. If 
prices were all-important, why 
wouldn’t everybody in New York do 
all their buying at S. Klein’s? But 
everybody doesn’t. Lots of people are 

(Continued on page 154) 
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vet LEW T 2 


\\ ‘Finger-tip’ cleaning 


Now, Lewyt, the most imitated cleaner on the market, does it again! 
FOR THE FIRST TIME, BOTH CLEANER AND NOZZLE ROLL ON 
WHEELS! No arm-ache from pushing and pulling! No lifting or carry- 
ing! A ““finger-tip’ touch and the nozzle rolls over rugs and floors! A 
“finger-tip” touch and the cleaner rolls room-to-room! It’s the world’s 
easiest cleaner to use—EASIEST TO SELL! 
















Announced 
coast-to-coast with 


BIGGEST AD DRIVE 
IN 50 YEARS OF 
CLEANER HISTORY! 












THE CLEANER 
Also sold through ROLLS ON WHEELS! 


leading Canadian Distributors 
LEWYT CORPORATION Dept M-9, 84 Broadway, Brooklyn 11, N. Y. 
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now Little Smoothie 


makes every woman an ironing 
expert...and new customer! 





REVOLUTIONIZES 
IRONING! 


OPENS UP VAST 
NEW MARKET! 


STARTS WHERE 
ORDINARY IRONS 
STOP! 





Sensational new ironing method makes it easy for 
anyone to perform all these difficult ironing jobs 





@ Ironing ruffles on certains, Hogarin, Blovees, children’s Approved Underwriters’ Laboratories. 
clothing, handkerchiefs, ladies’ neckwear, etc. Adjustable Heat Control 
@ Blocking shoulders of knitted sweaters, dresses, etc. 
Safety Hand Guard. 
@ Ironing pockets of pleated skirts. 
@ Ironing tops of trousers and slacks, Ingenious Spring-Action Clamp. 
@ Ironing velvet and other pile fabrics. Nylon Strain Relief Prevents 
@ ironing shoulders and tops of sleeves of washable jackets, Cord Wear at Entrance. 
evening wear, dresses and coots. 300 W. — 120 V. 60 Cycle AC. 
; ae a pool pleats. omen — 2%4 Ub. Por : ' 
@ Ironing washoble hats. CKED — 3 Pack Carton 72 Lb. 
@ Pressing seams open (in dressmaking). Mf'd by HARRIS INDUSTRIES, INC. 
@ Removing wrinkles from men’s neckwear, Stamford, Conn. 
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HARRIS INDUSTRIES, INC., Stamford, Conn. , aI ae 


| *Pat. Pending 








Please send complete information about the new “LITTLE SMOOTHIE” RufMe Iron. 
AE ee 
ee iccenantpemennesmesenene CITY ——-_ LONE STATE _— 
CR 
AboRESS._. a 



























































For Dealer 


Hulond Ryan 


of Decatur, Ala., 


and his 


“Operation 72” 


promotion 


A Washer an Hour Was No Dream 


HEN Maytag suggested to 
Hulond Ryan, of Decatur, 


Ma» ao it he stage an “Opera 


tion 7 » hadn’t the faintest ideas 
what they were talking about. But 
Ryan was open for any suggestion that 
sounded like a good promotion and 
Operation 72 sounded just that way. 


Ryan wanted to know His 
distributor's representative in Birming- 
ham, John McMahan, told him all he 
had to do was to stay open continu 


ously f 72 hours and sell 72 


more, 


wash 





ers—an average of one unit every hour. 

Now such an idea wouldn't appeal 
to dealers whose customers usualls 
fold their tents like the Arabs and go 
off home to bed when night falls. But 
in Decatur, an industrial city of 20, 
000, several large chemical and other 
manufacturing plants operate around 
the clock, three shifts a day, and all 
night traffic is fairly heavy, Ryan de 
72 was right up his 


cided Operation 
alle \ 
With McMahan’s help, he 


vorked 





TRACTOR-TRAILER consisting of a power mower and a washer on a wagon 
toured the town to invite people to visit store for free gifts of Tide and to 


register for grand prize 
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Model both drove tractor and greeted prospects. 
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out details of the operation, Ostensi 
bly in celebration of the production 
of Maytag’s nine-millionth washer, 
dealers all over the country were stag- 
ing “Spring Parties.” Ryan's party 
would be the 72-hour marathon sale 
of washers, an idea seldom or never 


before attempted by an appliance 
dealer in north Alabama. 

Rvan decided to concentrate on 
three types of advertising—full page 


ids in Decatur’s daily newspaper, spot 


innouncements on the radio and half 





TO THE FORST 1 PEOPLE Ht OUR 
SrORE AFTER AA mt mOMDAY 


0 Cewek 8 Oe HD Feweed Ceckee 
8 Mee ameg heremens Soube: 


TOTAL VALUE aw 


FREE! 10 me rast 


25 PEOPLE IN OUR STORE 


AFTER 008 7 MM MONDAY WIGHT 














H RYAN 





“OPERATION 72” 


[ OPEN 72 CONTINUOUS HOURS | [72 MAYTAG WASHERS MUST BE SOLD) 


OPENING 8:00 A.M. MONDAY 


DOORS WONT BE CLOSED FOR 72 HOURS 


We Must Sell 72 Washers Regardless 
Gift Awards! Prizes Worth Hundreds of Dollars 





Ce ane mee med wnt 


come tow tes tame ae KING SIZE mo onset tr cone we 
oe aa nee ie SP ee yi hia 


FURNITURE and APPLIANCES 


hour programs on WMSL, local UHI 
television station, Extra high trade-in 
values were to be stressed in all adver 
tising and major and minor prizes for 
attendance and registration 
aside. 


were set 


Red Ads Get Attention 


When Ryan's first ad appeared in 
the Decatur Sunday paper, it was a 
real attention-getter. It told the reades 
in red and black ink that the company 

(Continued on page 162 








TO THe f88T & FROME TO 
CAL OMDAT ORM, 
tod See Nees Wether Aapeement 

+ AL 3 GPITS SUPPLY OF TiDt 
Ls 4 SuRPEE SPT’ 


FREE! mayras 
Automatic Washer 














CALL 3201 








THIS AD heralded Ryan’s promotion. Cut off portion at the top reproduced 
the picture of Ryan asleep on a chaise and offered a free washer to any person 
who caught him asleep during the 72 hours of the promotion 
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By 


P. T. BROCKWELL, JR. 


How to use the series tester 


to spot trouble quickly 
and what to look for— 


and be careful of—in making repairs 


Successful Small Appliance Service 


5. REPAIRING ROASTERS 


ROASTER’'S | electrical 
A comprise a group of heating 

elements, encircling the 
sides of the liner, and one or two be 
neath it; a thermostat to maintain an 
even temperature which may be varied 
by the user through the control knob 
to suit the cooking operation; a pilot 
lamp on most makes which indicates 
whether the power is on or off; a cord 
set; and, in models, a_ timer. 
A broiler unit is available for several 
makes and is used with the roaster 
body, but may not be connected 
simultaneously with the roaster ele 
ments because of the severe overload 
that the two devices would impose 
upon an ordinary residential conven 
ience outlet circuit. This accessory is 
used whenever it is desirable to have 


parts 


on 


some 
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the heat source above the food 

Other principal parts include the 
liner, the insulation, a top 
md an outer jacket. The outer jacket 
is enough larger than the liner to allow 
space for insulation between the sides 
of the jacket and the liner and also 
beneath it. The top cover in some 
models is wunattached; in others, 
hinged. Most hinged-cover models 
feature a linking mechanism and oper 
ating knob for opening and closing 
the cover, making handling of the hot 
cover unnecessary. The large roasting 
pan fits loosely into the liner and 


cover, 


EDITOR'S NOTE: This is the fifth in a series 


showed how to build the series tester used in making the tests described here. 


can be easily lifted out for 
cleaning. The rest of the utensils and 


racks need no description. 


' 
ncnese 


Testing 


If the preceding installments (April, 
May, July, August) have given you the 
impression that complexities in the 
testing procedures multiply as we go 
ilong, take heart in the thought that 
we have arrived at something simpler. 

A word of caution in handling 
roasters, however, should be injected 
here. Hitherto, we have been con- 
cerned with protecting the finish of 


lhe first (April, '55, page 86) 
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chromium plated and painted appli 
ances during service operations, but 
with roasters we have not only thx 
two finishes just mentioned, but also 
porcelain enamel—which actually 
glass bonded to metal. Clean th 
workbench surface thoroughly, ther 
fore, and pad it adequately. Mak: 
sure that neither tools nor loose parts 
get under the roaster. 

In order to facilitate turning the 
roaster during the testing process, r 
move all loose racks and utensils, in 
cluding the large roasting pan, and 
the cover and put these parts on an 
other table out of your way. Now 
you should have just the roaster body 
and the cord set on the bench. Use 
the same series tester as that suggested 
for other appliances (EM. April, ’55 
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part or use the prods as shown above 


To discover if roaster is grounded connect the 
ground indicating lead to some unpainted metal 


Connect the roaster to the series test receptacle. 
Close switch that puts 1,000 watt heater coil 
in parallel with test lamp. Lamp should dim. 


other, 





Revolve the control dial from one extreme to the 
No “off spots should occur on the scale 
where the roaster is supposed to be operating. 





4 If the cord set appears to be sound, plug it into 
the series test receptacle, put a short-circuiting 


jumper into the plug and stress test it 


test sides and bottom of the roaster with your 
hands to see that all are heating equally. 


If there are no grounds turn the roaster on and 6 


Test the accuracy of the thermostat with a tem 
perature meter, 
thermostat to cycle twice before making decision 


Test at 400 degrees and allow 


Test a Roaster with These Six Steps 


and proceed in the following manner 

1. Inasmuch as virtually all roaster 
cord sets may be detached by with 
drawing the terminal plug from the 
roaster, disconnect the cord and in 
spect it for exterior damage. Check 
the terminal plug particularly for evi 
dence of burning where the roaster ter 
minal pins enter the slots. If the cord 
set appears to be sound, plug it into 
the series test receptacle insert a short 


circuiting jumper into the terminal 
plug slots, and stress-test the cord. 
With the cord still connected to the 
series tester, remove the short-circuit 


which should cause the 
test lamp to go out—then push in and 


ing purr pe I 


twist slightly on the cord where it 
enters the plugs to ascertain whether 
or not there are intermittent short 


circuits at these points. Substitute a 
test cord if the original does not re 
spond favorably and continue as fol 
lows 

2. If the roaster under test has a 
timer, make sure that its controls are 
so set that it will not interrupt the 
circuit. Now turn the thermostat dial 
to the highest temperature and con 
nect the roaster to the series test re- 
ceptacle. If the roaster does hive a 
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timer and the test lamp does not light, 
you may want to assure yourself at 
this point that the timer is not at 
fault by exposing its terminals and 
short circuiting them. If the test lamp 
still does not light, you must expose 
enough of the interior in order to 
test the thermostat and elements sep- 
irately with the prods. 

If the test lamp does light, close 
the switch on the tester that connects 
the 1000-watt heater coil in parallel 
with the 25-watt test lamp; the lamp 
should dim to about half its normal 
brillance; if it does not, there is a short 
circuit within the roaster and you will 
have to open it for separate testing of 
the internal parts; if the lamp does 
dim, continue as follows: 

3. Revolve the control dial from one 
extreme to the other as you watch the 
test lamp to make sure that no “off 
spots” occur on the scale where they 
shouldn’t. Don’t be too critical, how- 
ever, right near the off marking, for 
these extremely low temperatures are 
rarely—if ever—used; but if there is 
not an unwavering closed circuit from 
about 200 degrees and up, you should 
include a new thermostat in your 
list of parts required. Furthermore, 
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if the thermostat is faulty in this 
respect, you may conclude the prelim 
inary test with step #4, deferring 
steps #5 and #6 until you have re- 
placed the thermostat. 

4. If convenient, connect the ground 
indicating lead to some unpainted 
metal part of the roaster body. If 
this is not practicable, disconnect the 
roaster long enough to do a ground 
test with the prods, but be sure to 
touch one prod to both terminals of 
the roaster circuit and the other to an 
unpainted metal part of the roaste: 
body. Revolve the control knob from 
one extreme to the other as you make 
the ground test. If the roaster is 
grounded, expose enough of the inter 
ior to locate the fault. If it is not 
grounded, continue as follows: 

5. (This step may be omitted when 
testing several makes. See footnote*.) 
Assuming that the roaster has re 
sponded favorably to all the preceding 
tests, set the control dial at any on 
position, connect the roaster cord set 
to a power outlet, and immediately 

before it gets hot—place the palms 
of your hands flat against the bottom 
of the liner to find out whether the 
entire bottom is heating, then gin 


gerly touch the sides of the liner to 
make sure that the side element is heat 
ing at approximately the same speed 

*(Although many makes have the 
one side clement connected in series 
with a single bottom one, some are 
equipped with two bottom clements 
connected in parallel, while this bot 
tom pair is connected in series with 
the side unit. Therefore, if you want 
to omit this touch-test on all series 
connected roasters, check the manufac 
turer's manual for the make under 
test to determine if any clements ar 
parallel connected, Obviously, if the 
roaster has only two elements and 
these are series connected, neither will 
heat if either is burned out.) 

6. Using the same temperature 
meter as that suggested for testing 
irons, disconnect the iron-testing stand 
cable from the meter and attach in 
its place the oven testing cable with 
its thermoplate or clip Improvise 
some means to support the thermo 
plate or clip near the center of the 
inside of the roaster, then lav the cable 
as flat as possible over the edge of the 
roaster so that you can the 
cover. ‘Test at 400 degrees and allow 
the thermostat to cycle at least twic: 
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SUCCESSFUL SMALL APPLIANCE SERVICE (Continued) 





BEFORE open coil broiler units con be replaced the 
new one must be stretched to the proper length evenly 


Fasten one end to bench 


to compensate for possible overshoot 
ing on the first shut-off before you 
make a decision regarding the accu 
racy of the thermostat. If possible, 
have the ground indicating lead at- 
tached while making the temperature 
test, but if you cannot attach the lead, 
touch it to the roaster several times 
while it is heating to determine 
whether or not there are intermittent 
grounds 


Servicing 


The Side Element is fastened to 
the liner by several methods; in some 
makes, it is tied in plac 
tape; im som 


with asbestos 
others, it is cemented 
to the liner; while another manufac 
turer provides supporting clips on the 


liner for this purpose; still another ma‘ 


employ ome combination of the fore 
going 

A few manufacturers will recom 
mend that you send the liner—some 
even the entire roaster body—to the 


factory service station for side clement 
replacement. Others will supply this 
clement separately together with the 
related parts and materials required 
for this operation 

When 
side element burn-out 
ult the manufacturer's service 
ual before you remove the 
ment to find what 
cedure applies to that 
model 

When vou do intend to replace 
a side clement yourself, be sure that 
you have everything on hand that you 
will need for the job before you be 
gin—-such as asbesto tape waterglass, 
or whatevei in order to 
necessary handling of the element 
the connecting wires, and the insula 
tion. The specific manual for the 
make in hand will tell you what mis 
cellaneous supplies are needed for side 
replacement clement. 

The Bottom Element(s). This elk 
ment is relatively simple to replace, 
for it is laid flat against the bottom 
of the liner and usually can be reached 
by merely removing the bottom cover 
and the lower insulation bat. Be sure 
to use the installation process recom 
mended by the manufacturer 


with a 
the retore, con 
man 
faulty ele 


crvice 


you are confronted 


out pro 


make and 


avoid un 
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pull the other end 





SERVICE TIPS 


Element Leads in some instances 
may be slightly trimmed if necessary. 
(hough this practice is seldom recom 
mended for other heating appliances, 
in roasters it is quite often possible 
to trim approximately 4” from an ele 
ment lead for the purpose of re-con- 
necting when the lead has burned off 
at a terminal or splicing point. This 
trivial shortening of the lead will have 
little or no effect upon the resistance 
value of the clement—and the saving 
in repair charges to the customer is 
quite Under no circum- 
stances, however, attempt to pull ad- 
ditional length for the lead from the 
element proper. 

Interior Wiring. Make and insulate 
splices in the same manner as origi 
nally done by the manufacturer. Do 
not improvise connecting wires from 
bulk supplies, but always use the wire 
supplied by the manufacturer. Be 
sure that every splice and connection 
is tight. Preserve as nearly as possible 
the original placement of the wires, 
being especially careful that the bot 
tom cover screws when driven in will 
not puncture the insulation on the 
wires or on the splices. See to it that 
no wires will be pinched when the 
bottom cover is installed and that 
none lie against the raw edges of 
metallic cross members 

Thermostat. When you service a 
thermostat, remember that heat must 
be conducted from the liner to the 
thermostat. For this reason some part 
of the thermostat must be in direct 
physical contact with the liner Hence, 
if the thermostat is improperly posi 
tioned the roaster may overheat. 

On the other hand, if the side ele- 
ment loosens, slips down, and rests 
upon the thermostat, the power will 
be shut off by the thermostat long 
before the selected temperature is 
reached. Whenever there is a radi 
cal malfunction of the thermostat, 
therefore, before you conclude that an 
adjustment or by a replacement is 
required, examine the roaster body for 
exterior damage which might have 
been caused by accidental dropping, 


obvious. 


as a shock of this kind usually will 
derange the internal parts 
Thermostat Calibration. Some 





THE THERMOSTAT, shown here at the right of the 
serviceman's thumb, must be in direct contact with 
the liner or else roaster may overheat 


rs 


roaster thermostats are provided with 
a calibrating device, some are not. 
Lacking specific information, you may 
find helpful this general procedure 
for ascertaining the need for adjust- 
ment or replacement as you run a 
temperature test. 

If the customer has not complained 
of inaccurate temperatures, it is most 
unlikely that you will be able to im- 
prove the calibration of the thermostat 
unless the mean temperature is more 
than 25 to 35 degrees above or below 
that which is called for on the dial. 
For example, say you are testing with 
the dial set at 400 degrees and the 
meter shows that the shut-off point 
is actually 460 degrees and the turn 
on point is 380 degrees; you may av- 
erage these two figures to arrive at a 
mean temperature of 420 degrees. As 
pointed out above, if the customer has 
not complained of temperature in- 
ccuracy, you may presume that the 
thermostat is all right, for this is not 
a hair-splitting adjustment. But if 
the customer has complained—in this 
instance of overheating — make the 
necessary adjustment or replace the 
thermostat, as the case may be, Ex- 
cept for calibrating, no other service 
should be attempted on thermostats. 

Pilot Lamps. Don’t knock yourself 
out trying to determine whether the 
lamp or the socket is causing pilot 
lamp failure. Rather, keep one flash 
light cell on your bench to use for 
testing these low-voltage lamps indi 
vidually and you can rule out one 
thing or the other in a matter of sec 
onds. 

The Timer—if inoperative—should 
be replaced, exchanged, or sent to the 
factory for service. Ascertain first, the 
manufacturer's recommended service 
procedure for the make in hand. 

Broiler Unit. Infrequently you may 
be called upon to replace the open- 
coil heating element in this accessory. 
When vou receive the new element 
from the factory, you will find that 
it is compressed as a closed coil spring 
und a great deal shorter than the old 
element. It is your responsibility to 


stretch the new coil to the correct 
length immediately before installa- 
tion. To do this, remove the old coil 
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RESISTANCE coils for the bottom element are con- 
cealed between two sheets of asbestos. 
that insulation is replaced evenly after servicing 
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Make certain 


and measure its length accurately, then 
stretch the new coil evenly to some 
what less than this measure so that 
when you thread it through the in 
sulating bushings the coil will be un 
der slight tension. To stretch the 
coil evenly throughout its entire 
length, fasten one end of it to the 
workbench and exert the pulling force 
only at the other extreme end. If you 
inadvertently overstretch the new coil, 
you can correct the error in this man 
ner: Slide the coil onto a piece of 
drill rod slightly smaller in diameter 
than the internal diameter of the coil 
and then compress it the desired 
amount on the rod, exerting force onl) 
at the extreme ends of cours: Be 
sure to replace any broken insulating 
bushings before installing the new coil 

The Terminal Pins should be clean 
and bright to insure a good electrical 
connection. If you can clean thes 
parts satisfactorily with an abrasive 
do it; but if not, replace them. In 
spect the pins thoroughly, particularly 
if the terminal plug on the cord set 
is burned. 

The Cord Set should be replaced 
if it is faulty in any respect, for the 
nominal price of this item completely 
assembled renders any expenditure for 
patching sheer false economy. 

Insulation. Distribute the insula 
tion evenly, being careful not to pack 
it tightly and thereby lessen its effec 
tiveness. 

Porcelain Enamel. When working 
with porcelain enamel, use only you: 
hands to fit the parts precisely into 
their proper positions without spring 
ing, prying, bending, pounding, o1 
forcing, and tighten the supporting 
screws moderately — never extremel 
tight. Be sure to use the original o 
new resilient washers under nuts or: 
screw heads which are to be drawn 
up against porcelain enameled parts 

Hinged Cover Models. If necessary 
adjust the dial and linking mechan- 
ism to insure smooth, easy operation 

Miscellaneous Parts. Always check 
the handles, dials, feet, and so forth 
and if any of these are damaged or 
lost, replace them. 

Prove the Work by subjecting the 
roaster to testing step #6 End 
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here's the greatest 


HOME LAUNDRY LINE 
ever produced by 


Whinlpoe? 
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SUDS-MISER 








\ 


TRANSPARENT TIMER DIAL 
it’s iuminated . . . it controls 2 washing cycles 


Indirect lighting makes the beautiful transparent timer dial 
easy to read... easy to set. You have a choice of two separate, 
fully-automatic washing speeds, each with its own time cycle. 
The top portion of the dial is for washing regular fabrics while 
the bottom portion is for delicate and sheerest fabrics. Actually, 
only Whirlpool gives you two fully-automatic washers in one 
for safest, fastest, most economical and convenient washing. 


NOW...MORE THAN EVER BEFORE... 


WHIRLPOOL WASHING ACTION MOST THOROUGH RINSING KNOWN 








Clothes are washed thoroughly clean yet so gently Only Whirlpool rinses seven times yet it uses less Thi 
by Whirlpool. Exclusive Surgilator creates a rinse water than other automatic washers. There com 
scientifically-correct action of swirling water are six power-spray rinses and one agitated deep frag 
currents. This circulates clothes freely and flexes rinse. Both wash and rinse water are drained away ultr 
them gently thousands of times as sudsy water from clothes . . . not forced through them. and 


loosens and removes all soil. 
























ED, TWO-CYCLE ACTION 
iripool has 2 SEPARATE WASHING ACTIONS 


— in one washer to safely wash everything 


SE 


With its normal speed and time, Whirlpool washes cottons, 
linens and all regular fabrics thoroughly yet gently and safely. 
The regular cycle is fully automatic and completely separate 
from the low speed cycle. Whirlpool gives you a selection of 
from one to 14 minutes washing time . . . sufficient for even the 
most soiled clothes. And, no other washer rinses so completely. 
There are six power-spray rinses plus a two-minute agitated 
deep rinse proven best for all regular clothes. 





Now ... only Whirlpool has a one-third lower speed and shorter 
time for washing, rinsing and spin-drying nylons, sheerest 
lingerie and daintiest things. And, it’s fully automatic from 
fill to finish and completely independent of the regular cycle. 
Washing time is selective from one to four minutes. Rinsing is 
most thorough for delicate fabrics with four power-spray rinses 
plus a one-minute, lower-speed agitated deep rinse. No more 
special “hand” washing . . . do everything in a Whirlpool . 

it’s automatic, super safe, extra gentle. 


plus... ALL THESE 
WASHER FEATURES 


® Porcelain top resists acids, alkalies, mars, stains and rust. 

® Top-loading door with illuminated, finger-tip release. 

@ Dual Cycle-Tone signal when wash is done saves tiring steps. 
© Giant 9-Ib. capacity means fewer wash loads. 

© Water saving on any partial load for extra economy. 
@ Automatic filing reg ip ope ga 















ULTRA-VIOLET LAMP 


This powerful extra feature helps to destroy 
common germs and gives clothes a sweet, fresh-air 
fragrance. Right from the start of the washer, the 
ultra-violet germicidal lamp turns on automatically 
and stays on until the washer shuts itself off. 
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Supnome WASHER AND DRYER 








Deluxe WASHER AND DRYER 
































At end of wash time, hot sudsy 
water is pumped automatically 
into tub for storage. 





During storage time, suspended 
soil settles to the bottom of 
the laundry tub. 





For next load, only the clean 
sudsy water is pumped back 
into washer automatically. 


MAKE IT 


CONTROLLED AIR CIRCULATION 


Air is heated, then tempered before it is circulated 
through the tumbling clothes by an exclusive 
controlled air flow principle for highest drying 
efficiency. Clothes are never exposed to the direct 
radiation of high temperatures. 
is absolutely safe for all fabrics. 


exclusive 
fully-automatic 
built-in 


SudsMisor 


saves over half 
the cost of soap 
or detergent and 
hot water 


Suds- Miser stops the needless waste of suds 
and hot water going down the drain when 
they can and should wash extra loads of 
clothes. It has proven to be the greatest 
economy feature in automatic washing. 
It’s a Whirlpool exclusive . . . patented, 
built-in and fully automatic. Women who 
use it, wouldn’t be without it... women 
who buy automatic washers, want it. 


Here’s what Suds-Miser does. After the 
first load of clothes is washed, Suds-Miser 
automatically pumps the hot sudsy water 
into a laundry tub for storage while the 
rinsing and damp drying are completed. 
Then, for the next load of clothes, all you 
do is set the illuminated indicator at ‘“‘Suds- 
Miser” on the dial and, automatically, only 
the clean, hot sudsy water is pumped back 
into the Whirlpool washer for re-use. 


EASIER TO 


Tempered heat 








THREE-TEMPERATURE 
WATER SELECTOR 


Selection of the correct water tem- 
perature for washing various fabrics 
is simple and automatic with Whirl- 
pool. Merely set indicator and light 
will show temperature selected. Each 
setting has fabric guide . . . HOT is 
for whites and cottons... MED, for 
prints and colors .. . WARM is for 
wool, nylon and all delicate fabrics. 


— —_ =e hae lhl CO 


GuidoLite. 


WITH DUAL 





SELL WHIRLPOC 


SATIN-SMOOTH DRYING DRUM 


Enameled, rust-resisting, spacious drum with solid 
circumference is satin-smooth to prevent tearing 
or snagging the most delicate materials. Scientific 
tumbler design eliminates tangling or matting. 
Gentle tumbling action keeps clothes floating 
through warm air currents in a Whirlpool. 























r tem- 
fabrics 
Whirl- 
d light 
1. Each 
4OT is 
’D, for 
[ is for 
fabrics. 


THREE-LEVEL 
WATER SELECTOR 


Use just the right amount of water 
for each size load and do it auto- 
matically with Whirlpool. HIGH 
setting is for big, 9-lb. load... MED 
is for a 7-lb. partial load . . . and 
LOW is for a small 5-lb. load. And, 
the water level you select, is main- 
tained automatically in the deep 
rinse to save extra gallons of water. 


NCTIVE 


U2) control PANELS 


IUAL ILLUMINATION 





AUTOMATIC FULL-RANGE 
HEAT SELECTOR 


Three temperature settings assure 
the correct heat for drying all regular 
materials. Fabric guide on each set- 
ting eliminates all guesswork. Simply 
set indicator and, automatically, the 
safe heat will be supplied. HOT is 
for woolens and rugs... MED is 
for cottons and whites . . . and, 
WARM is for nylons and silks. 





DELICATE FABRIC 
SPECIAL HEAT 


For drying orlons, lingerie or sheerest 
of fabrics, Whirlpool provides a 
special lower temperature. All you do 
is set the indicator to DELICATE 
position, then forget it. Automatically, 
Whirlpool will supply and maintain 
a safe, correct drying heat for all 
delicate fabrics. Everything washable 
can be safely dried in a Whirlpool. 


More attractive than ever, the matching Guide Lite control panels on the 
washer and dryer are illuminated in two ways to provide the utmost con- 
venience and beauty. In each golden texture and chrome finish panel, indirect 
lighting casts a pleasant glow on the transparent timer dial and indicator. 
And, a light will show your selection of water temperature and water level 
for the washer, as well as the selected drying temperature in the dryer. . . 


nothing is left to chance. 


Then, for full illumination of top and work area, a convenient pushbutton 
turns on the fluorescent light at the top and across the full width of each 
control panel. And, for harmonizing with the color decor of any kitchen, 
utility or laundry room, the white fluorescent tube can be replaced easily 
with any colored tube desired. The effect is color coordination by fluorescent 


lighting . . . a new, great merchandising and beauty feature! 


POOL THAN SELL AGAINST IT 








PLUG-IN OPERATION 


Permanent installation is not required for the Whirl- 
pool Custom and Deluxe electric dryers. Either one 
will operate on 115-V. ordinary house current. Just 
plug in like you do a floor lamp. For faster drying, 
they can be installed for 230-V. operation. 












WHIRLPOOL’S 1955 
FALL CAMPAIGN 


...the biggest concentrated drive 
in home laundry industry 





Whirlpool, Surgomotic 


SEMI-AUTOMATIC WASHER 


For 1956, the Surgomatic is available in two color selections. . . 
ever popular yellow and gleaming white. Now, more than ever, 
there’s nothing like the Surgomatic washer for beauty, con- 
venience and performance. It features full-view, giant-size 
3-inch rolls . . . automatic pushbutton controls for washing and 
draining . . . automatic timer with fabric guide, 10-lb. capacity 

. one-piece assembly for pump, motor and clutch . . . plus 
many other exclusives! 


The Supreme ironer combines all the great features known today 

for convenient, effortless, efficient ironing. And, every one of your 

washer and dryer customers need this ironer to complete their 

time-, and work-saving automatic laundry. Demonstrate it 
. you'll discover it’s easy to sell a Whirlpool ironer. 


ee 








SEE YOUR WHIRLPOOL DISTRIBUTOR NOW! 


WHIRLPOOL CORPORATION, St. Joseph, Michigan 


CLYDE, OHIO + MARION, OHIO + LA PORTE, INDIANA 
The World's Largest Manufacturer of Washers, Dryers and Ironers 








Question: 


What will sell MORE gas ranges 
at HIGHER profits? 


, Robertshaw 
A Ms Wer. evenenent 


ents! ® Top Burner Control 
TIMER controls! 









How do we know? 
Because the WOMEN of America 


Say $0. Through an independent re- 
search organization, Daniel Starch and 
Staff, women in every walk of life were 
asked about their attitudes toward 
Potwatcher and Temp ’n Time controls. 


THE RESULT: WOMEN WANT THEM! 9 
out of 10 women want both controls. 6 out 
of 10 say that these controls make other 
ranges obsolete. 6 out of 10 say they 
would buy a new range sooner if equipped 
with either of these controls. “UA 


AND... women value the convenience and we 
performance so highly that they would Robertshaw 


expect to pay $15 to $25 MORE for a TEMP TNITIME © 
range so equipped, ven The oe 


YOUR OPPORTUNITY: Win new customers 
faster by featuring ranges equipped with 
Potwatcher and Temp ’n Time automatic 
controls. Women want automatic controls, 
want the advantages of cooking with them, 
and are willing to pay extra to get them. 


WE'LL PROMOTE THEM—YOU CASH IN. 
National advertising, dealer helps, sales- 
man’s helps, demonstration material, 
newspaper mats, point of sale, radio spots, 
and merchandising ideas...to help you mr, Controls 
get the lion’s share of range sale profits! 


WRITE TODAY... for sales sake! ... for list 


of manufacturers featuring these controls Q Post the ennthole 
on their Gas Ranges. a that You Soty= 
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Robertshaw Thermostat Division. Youngwood, Pennsylvania 
Robertshaw-Fulton Controls (Canada) Lid., Toronto 
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Three 


Ideas 


that Sell TV 


Bob Hester TV & Appliances of Mission, Kansas does 
the usual things to move sets. It also does some 
unusual ones—which account for $94,000 in TV sales, 


$92,000 in service 


A simple gimmick often pays hand 
some dividends. With Bob 
Hester it’s a telephone num 

ber. By dialing “H-E-S-T-E-R” people 

get Hedrick 7537, the telephone num 
ber of Bob Hester Television & Ap 
pliances, Inc., Mission, Kansas. 

“We waited years to get the num 
ber and I'd gladly pay $100 a month 
for it,” Hester says. “Making it easy 
for people to dial us is the big factor 
that has put our trial demonstration 
plan over, And our trial demonstra- 
tion paces us to $94,000 volume in 
['V sales per year. The telephone 
number has also helped to boost our 
yearly take from television service to 
$90,000.” 

“The number arouses tremendous 
local interest,” says the dealer. “Kids 
vell it out on the streets and we get 
a dozen or so calls daily from people 
who want to find out if they really can 
get us by dialing our name. Once 
people learn how to dial us, they don’t 
forget “ 


The Big Strategy 


Sinall newspaper insertions in three 
local papers everyday hammer away 
at the fact that people need only 
“Dial H-E-S-T-E-R for a 3-day trial 
television demonstration.” The trial 
is the big piece of selling strategy at 
Hester's with 90 percent of the volume 
coming from this promotion, Nine 
out of ten persons who take a set out 
on trial eventually buy. 

Working the trial properly, Hester 
believes, is a threefold matter: (1) 
Quick size-up of customer to deter 
mine if he is a good risk for a trial 
demonstration; (2) Making certain 
set that goes out on trial is in top- 
working order; (3) Empbasis on cus 
tomer-instruction in operation of set. 

“The trial won't work on the price 
shopper,” Hester says, “because 
chances are he'll continue to shop 
around while he’s playing our set in 
his home.” 

Pre-delivery check-ups designed to 
guarantee peak performance help 
make the trial plan go. After the set 
goes into the home, the prospect gets 
a sound briefing on operation of fine 
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contrast and tuning controls so a sal 
won't be missed because the customer 
isn’t informed on operation of various 
knobs. 

An increasing number of television 
prospects are asking about the cost of 
upkeep of the set the first year, ac 
cording to Hester. 

“We tell them the truth that it'll 
probably cost them about $50,” he 
says. “Instead of alarming people, an 
honest estimate seems to please them 
If a prospect says his budget won't 
stand that expense, we tell him then 
he’d better pass up the deal. The 
natural reaction to this is that the pros 
pect is more determined than ever to 
own the set.” 


Free Service Is A Closer 


If a trial demonstration customer 
hasn't made a move at the windup 
of the three-day period, Bob Cannon, 
sales manager, drops around. If he 
finds the customer is indecisive, he 
throws in the firm's newest competi 
tive measure, a free 30-day service 
offer. Most people know by now that 
difficulties with TV sets crop up dur 
ing the first 30 days and this feature 
helps close many a deal for the firm. 

Good pre-delivery check-ups on sets 
have cut callbacks to only one in 15 
sets sold under the 30-day free service 
plan, 


Service Merchandiser 


Repeat trade accounts for 85 per 
cent of the service volume at this 
specialty operation. Hester firmly be 
lieves that it takes merchandising to 
build television service volume now 
adays. 

The firm has an investment of 
$30,000 in television parts and equip 
ment, a station wagon, two special 
built cars and a van truck for on-the 
spot servicing, and a centralized parts 
department important in keeping over- 
head costs down. 

“Too many TV specialty outfits 
have the idea that the only way to 
sell service is with price,” says the 
dealer. “We think a better way is 
with a serviceman incentive plan. 

(Continued on page 170) 















1. Incentives 
for 
Servicemen . 


Owner Hester (left) gets a 
serviceman’‘s full attention 
when he explains the 25 
percent commission paid on 
net service profits to each 
technician 


2. A Simple 
Telephone 
Gimmick. . . 


Sirnple as it is, the fact that 
customers can reach Hester 
Television by dialing 
“Hester” instead of a num 
ber accounts for a lot of 
business. 


3. And 
Three-Day 
Free Trials 


Free trials especially bene 
fit from the telephone gim- 
mick and free trials alone 
sell 90 percent of the 
firm’s $94,000 TV sales 
gross. Nine out of ten trials 
become sales. 













SATINY STAINLESS STEEL SINKS—how the 
women love them! These Tracy sinks help you 
capitalize on the big decorator swing to stainless 
steel. Years of use enhance their lustrous beauty. 
And you can sell Tracy stainless steel sinks for 
little more than ordinary porcelain. 





GLAMOR-COLOR SCHEMES! Tracy's exciting 
new Pic-A-Dor cabinets let every woman have her 
own way at NO extra cost to you or to her. They’re 
the only steel cabinets with sliding doors that can 
be ANY material, ANY color . . . make standard 
kitchens glamor kitchens. 








CABINETS FOR BUILT-INS. Tracy has the most 
advanced and flexible line of cabinets yet designed 
for built-in ovens and drop-in surface units. Here’s 
your smart, money-making way to cash in on the 
tremendous trend to built-ins and start ‘‘full 
kitchen”’ sales. 








*Sex Appeal or Sales Appeal—call it what you like. 
Tracy has it at your price! 


mail this coupon today! 


KITCHENS 






> Ysa ) 
| v 


COMPLETE LINE. With Tracy, you have the line 
variety for every kitchen plan. Stainless steel and 
porcelain sinks . . . wall, base and special-purpose 
cabinets . . . drop-in bowls . . . high oven cabinets. 
Even tricky corner problems are “‘standard”’ orders 
when you sell Tracy. 





Dept. EM-9, Tracy Kitchens Division 
Edgewater Steel Corp. 
P. O. Box 1137, Pittsburgh 30, Pa. 


Send full facts on making money with the Tracy 
Kitchens line. 


NAME 
ADDRESS 


CITY STATE 


come on along with the BIG things coming from Tracy! 
foremost producers of stainless steel sinks and quality steel kitchens 
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Range-type thermostat assures accurate heat! 


Arvin Lectnz Cook 








Controlled by degrees—150° to 500° 


When you tell your customers the 
famous Arvin Lectric Cook now has ac- 
curate thermostat control, just like a 
modern electric range, you’ll find this 
long-time sales winner moves faster than 
ever! They can follow their favorite 
recipes exactly for heat—from 150° to 
500°—whether they’re using Arvin 
Lectric Cook as sandwich toaster, steak grill, double griddle, 
or automatic waffler. Cooking area equal to three 10-inch 
skillets feeds a crowd with hamburgers, pancakes, bacon and 
eggs—even crepes suzette! Converts in seconds to a fully 
automatic waffler with signal light. Waffle $ 

grids included. Complete with recipe book......... 29” 








Arvin Lectric Cook-All goes even further! 
In addition to 190 sy. in. griddle area 
with its unlimited possibilities, this 
unique appliance serves as oven, roaster, 
saucepan, casserole, and chafing dish! 
Four qts. capacity for stews, fricassees, 
—— » OF vegetables. Accurate heat 
control, 150° to 500°. $9995 








Electric Housewares Division ; 
Arvin INDUSTRIES, Inc., Columbus, Indiana a rsa 














Color TV 
CONTINUED FROM PAGE 74——— 


There are, however, good reason 
why such conclusions haven't beca 
reached. No one, for example, knows 
if the parallel between the demand for 
Cadillacs and the potential demand 
for expensive color sets is a valid on 
Similarly, too few sets have been a 
tually sold to the public to provid 
much of a rule in determining demand 

Nor has anything resembling an all 
out merchandising effort been made 

For all these reasons, no one is quit« 
sure about the size of the market. 

There are certain assumptions, how 
ever, which appear to be logical 

eFor one thing, more and mor 
bars and taverns should become inte: 
ested in color sets as programming 
particularly of sports—steps up. 

e Stepped-up exposure of the publi: 
to color through installations in pub 
lic buildings should broaden the mar 
ket somewhat. 

@ Public interest and dealer enthu- 
siasm should pick up as program 
ming increases 

The last assumption is perhap 
the most important. Certainly in 
creased public interest is vital. But 
just as vital is an improvement in the 
dealer’s attitude. 

“There may be greater danger in 
the complacency with which many 
dealers face the coming start of color 
television than there was in the panic 
with which thev faced it a short tym« 
ago,” NARDA board chairman Mort 
Farr wrote last month. Some of the 
blame for the current status of color, 
Farr added, can be “placed on the 
apathy of the dealer.” 

The dealer is not entirely to blame 
for his present attitude. Much of hi 
“apathy” and failure to recognize 
color’s potential is a reaction to earlier 
talk of color, much of which was 
premature or ill-advised 

But the reasons for the dealer’s cu 
rent attitude are not so important 
as his recovery from it. Within the 
next 10 years some thirty million 
color sets will be sold. The dealer 
anxious to get his slice of this market 
should be in on color from the be 
ginning 

And that “beginning,” many think, 
will take place this fall 

End 





AND IF IT DOESN'T HAVE A CLEARER PIC 
TURE THAN ANY OTHER, WE'LL REPLACE IT 
WITH ONE THAT IT IS CLEARER THAN 
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This full-color 
G-E Heating Pad 
display is yours FREE SZ: 
when you buy the G-E anki 
7 Pad Pack Deal. 
Rie 
a 


VOU BU Y:: any 11 Ge Heating Pads of one model—receive a iike model. 


YOU BUY 11-YOU GET 12! 


Retail Total Your Cost Your Cost Your 
Each Retail Each Total—11 








12 PS9AB’s.....8.95..... 107.40...... 5.82.....64.02..... 

12 PS9A7’s.....7.95..... 95.40...... B.2f.:; MARS. 

12 PS9AS’s..... 5.08. tus WW Saga 3.87.....42.57..... $4 

12 PS9A4’s.....4.95..... 59,40...... 3.22.....35.42..... $23, a a 
PROFIT THE G-E WAY der your 


es ad 


j= =—_ -_ at ee em 
* Manufacturer's recommended retail or Falr Trade price. 
1 Free of extra cost. { To: * YOUR G-E HEATING PAD DISTRIBUTOR 
4 ADDRESS 
Progress ls Ovr Most /mportant Product 4 I want in on G-E Pushbutton profits. Rush me the following deals! 
] (0 7 Pad Pack Deals (0 11 Plus 1 free (of extra cost) deals 
C) PS9A8 0) PS9A7 
1 PS9A5 0) PSOA4 
GENERAL@@ ELECTRIC 3 
] OE co 0-66.50 r8cn she endbed es esende deeb ede wee 090606008504 60006044608 ; 
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Electrical Contractor Finds 
KLIXON Protectors Save 


Customer Repair Costs 


ST. LOUIS, MO.: James B. Hardie, (left) of Hornbeck & 
Hardie Electric Company, and George Kratzer, Shop 
Foreman, know the value of Klixon Protectors... and 


how they save on expensive motor repairs. They say — 


“We have used Klixon Protectors for many years, and it 
has been our experience that Klixon Inherent Overheat 
Protectors save our customers expensive repair costs by 


preventing burnouts due to overload or bearing failures.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protectors, illustrated, are 
built into the motor by the motor manufac- 
turer. In such equipment as refrigerators, 
oil burners, washing machines, etc., they 
keep motors working by preventing burn- 
outs. If you would like increased customer- 
preference, reduced service calls and mini- 
mized repairs and replacements, it will pay 
you well to ask for equipment with 
KLIXON Protectors. 





Manual 
Reser 


Automatic 


LIxO 


o~e 





METALS & CONTROLS CORPORATION 
SPENCER THERMOSTAT DIVISION 
2509 FOREST STREET, ATTLEBORO, MASS. 





More New Features 





available in Provincial, 18th Century 
and traditional styles. Light and dark 
mahogany, walnut and limed oak are 
the popular woods. Low-boys for 
“reading angle” viewing are gaining in 
favor, and one maker offers with a 
table model a 22-in. metal stand for 
bed viewing. A remote control also 
goes with this unit. 

Swivel bases as an integral part of 
the set are featured on many models 
and swivel base accessories in matching 
woods and wrought iron are generally 
available. Short, metal-tipped legs are 
found in many consoles in the growing 
tdenr to “off-the-floor’” models. Cast 
ers, visible and invisible, are also used 
widely. Hide-away indoor antennas of 
the rabbit ear type are built into 
ome models (Crosley; Hallicrafters ) 

In keeping with the general trend 
toward colored appliances in the home, 
several manufacturers have included a 
line of table models in pastel deco 
rator shades such as carnation pink, 
cerulean blue, charcoal, mist green, 
mint green, and coral. Two-tone, tex 
tured spatter-tone, and gossamer stip- 
ple overlays are other new finishes. 


Other Features 


In general the basic lines are 
shorter. Tube sizes range to 17, 2] 
and 24-in., with more than half the 
sets containing 21-in. tubes. 

Other electronic features offered in 


various brands include range finding 
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tubes that automatically adjust for 
distance; local-distance switches; auto 
matic gain control; increased picture 
voltage; improve tuning devices for 
VHF and for UHF; deep fringe area 
chassis; noise cancellers; filtered and 
tinted safety glass; photo electron 
guns; improved selenium rectifiers; per- 
forated picture masks; and i}luminated 
picture frames, 


Color TV Models 


Ten manufacturers indicated that 
they are ready for the color market 
with big screen (2]-in.) sets in their 
1956 lines. ‘This is quite an increas¢ 
over the four manufacturers who were 
producing color sets in the fall of 1954 

These color sets are as easy to tunc 
as black-and-white models—just two 
more control knobs are added, one for 
color intensity, the other for hu 
Other features include simplified cit 
cuits, hi-fi audio systems, and auto 
matic adjustment to black-and-white 
when color programs are over. Prices 
range from $695 to $795 for table and 
consolette models, and from $795 to 
$895 for consoles. (The ten makers 
who at press time had announced color 
sets include Bendix, Capehart, Emer 
son, Hallicrafters, Hoffman, Magna 
vox, Motorola, Phileo, RCA, and Sen 
tinel. Four others who have not yet 
announced sets but who plan them 
soon are: Admiral, CBS-Columbia, 
DuMont, and Stromberg-Carlson. ) 

Ind 





IDEA FILE ELECTRICAL MERCHANDISING will pay $10.00 ter accept 
able photographs of dealer ideas similar to the e below 











LARGEST TURKEY in Clark County, Wash., was the theme around which Wolf's 
Electric Home Center, Vancouver, built a four day promotional campoign last 
Thanksgiving. Winning bird, product of a local grower, was selected first day 
and owner paid $1. per pound. On the second day turkey was dressed and 
prepored for oven. On third day, the 38 pound bird was placed in an electric 
range and roasted, and on the fourth, turkey sandwiches, coffee and milk were 


offered to all comers 


F. W. Gillison, manager, rates this one of store’s most 


effective campaigns, one which pointed up size and convenience of electric 
range, and one which can be effective during any of the fall and winter months 
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Your Major Appliance Sales will be up this Christmas 


when you tie-in with U.S. Steel’s 


OPERATION SNOWFLAKE 
—1959— 


\ Give her a major appliance \ 










Maks ta 


me 






Peete scemenas 








a ————————7 







’ ° . Robert C. Myers, Director 
It’s easy to Tie-In with Rete Gaines 


OPERATION SNOWFLAKE... Dept. EM-9 


United States Steel 
Here’s How: Pittsburgh 30, Pa. 


1. Fill out and return coupon at right. You will then be 
sent your free Promotion Kit. Use all the material in 
the Kit and the suggestions in the Plan Book. 


Please send me my free OPERATION SNOWFLAKE Promotion Kit, 


nl 


| 
| 
| 
| 
| 
2. Plan now to devote your local advertising efforts begin- | FORT, oonserstpevarers _— 
ning in mid-November, to the “Make It A White Christ- | 
mas ... Give Her A Major Appliance” theme. | WOM -rrocsevcoeerrovess 
3. Create window and in-store displays using Major Ap- ADDRESS 
pliances and build around the “White Christmas” theme. ge ie a cel oo) ea 
4, Make arrangements to tie-in with your bank or one of | PR rn ZONE CONE... coated 
the utilities in your area. Help them set up displays in | 
5 their lobbies or windows. Eecceticintven> cousins cnastiantaasaiinaitiiacenidldlit ti Iciarciaocik tilenaisiteeipiniscilbdiiipnabiaiibicens tushhinm ards 


Alert your advertising department or agency to the pro- 


motion. They'll help you tie-in. UNITED STATES STEEL 
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Penn Oven Thermostat Helps You 


TALK HER LANGUAGE TO SELL 
MORE GAS RANGES quicker and easier! 


When you can point out the superior baking results she'll enjoy with that 





handsome new gas range — you're selling! And because superior baking 
ability is so dependent on accurate oven control, more and more range 
manufacturers are switching to the Penn Gas Oven Thermostat. 


This truly different thermostat responds faster, more accurately 
to oven temperature changes — doesn't hunt for the level 
selected. Turn it up... turn it down—oven temper- 
ature is stabilized quicker and stays true to dial setting! 


When you translate these outstanding features, for 
Mrs. Prospect’s benefit, into golden brown, flaky 
pies, fluffy cakes... you've got it made! And if 

the range you're selling does not offer the 

sales plus of a Penn Gas Oven Thermo- 

stat, ask your manufacturer—hbe can 

get it for you! Penn Controls, Inc., 

Goshen, Indiana. 


AUTOMATIC ~ConTRoLs 


FOR HEATING, REFRIGERATION, AIR CONDITIONING, GAS APPLIANCES, PUMPS, AIR COMPRESSORS, ENGINES 
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Yo z Mage ti 30. 


FOR YOUR FINEST SALES 
PERFORMANCE, #4 


WITH 


SYLVANIA 


TELEVISION 
AND 


RADIO 


THE MOST 


L 4 VM YUM | bine 


EVER CREATED FOR PROFITABLE 
VOLUME BUSINESS! 














WITH HALOLIGHT’ FEATURI 











SYLVANIA presents the ALL-STAR 
that will help you smash 


TURING THE NEW SYLVANIA TV with 
! in a complete line 


21” Lombard 
with HatoLicur 


Keep your eye 





line of the industry 
all records for sales and profits! 


21” Balmoral 
with 

HavoLicut 

model 21T103 
Deluxe Table Model with 
superior automatic fea- 
tures, greater high-volt- 
3 age capacity, tone- 
(2) matched speaker. Mas- 
tercroft cabinet styling 
beauty in grained Me- 
Ae aged a — ess: 


21” Kelsey 
with 
HavoLicut 


model 21C401 
Deluxe Console features 


famous HaloLight 
of step-up models 











21” Rexford with HatoLicut 
model 210505 





Deluxe Console features full-range, tone-matched speak - 

er and superior automatic operation, 4-position Halo- os eas a or styl 
Light brightness selector, continuous, all-channel tuner. ing ty in Mahogany 
Mastercraft cabinet styling in Mahogony Veneer or nat- or Blonde grained finish. 
ural Blonde Koring, 





21” Decatur 
with 
HALOLIGHT 
model 21T201 
Super Deluxe Table 
Model with increased 
high-voltage capacity, 
full-range, tone 
matched speaker, auto 
matic bass compense- 
tion, continvous all 
channel tuner. Master 
craft cabinet beouty in 
Mahogany or Blonde 

grained finish 





21” Windemere with HatoLicur 
model 211802 
Deluxe Console with Doors features balanced dual front 
speakers, 4-position Halolight brightness selector and 
Hi-Gain cascode continuous tuner. In beautiful Mahog 
any wood veneer or genuine Cherry. Matching corner 


cases available 


SYLVANIA. .. sects scowin 

















21” Huxley 
with 
HavoLicut 


model 21C503 

Deluxe Console features 
full-range,tone-matched 
speaker, full-power 
high - voltage capacityy 
superior automatic fea- 
tures and continuous, 
all-channel tuner. Mas- 
tercraft cabinet beauty 
in Mahogany or Blonde 
grained finish. 


21" Colfax 
(model 21T202) 
Deluxe Table Model with 
full-power performance 
and superior automatic 
features, full-rangetone 
matched speaker, and 
single-knob continuous, 
all-channel tuner. Mas- 
tercraft cabinet beauty 
in Mahogany or grained 

Blonde finish 


21” Pembrooke 
with 
HavoLicut 
model 21C501 
Super Deluxe Console 
with increased high -volt- 
age capacity, full-range, 
tone-matched 8'' speak - 
er, automatic bass com- 
pensotion, and single- 
knob, all-channe!l cas- 
code tuner, Mastercraft 
cabinet styling in Ma- 
hogany or Blonde grain 

ed finish. 


wing name in 

















21” Danbury 
with 
HavoLicutr 


4-position Halolight 
selector, tone 
matched, full-range 
aytomatic 


, and 
features for superior 
perférmance, Master- 
craft cabinet styling in 
Mahogany or Blonde 
grained finish. 


i 


21” Glenhurst 
with 
HavoLicut 
model 210402 


Deluxe Console with 
full-power performance, 
automatic 


ed speaker for high 
acoustical quality. Mas- 
tercraft cabinet beauty 
in Mahogany or Blonde 
grained finish. 








21” Kirkwood 
with 
HavoLicutr 
model 210504 
Deluxe Console with 
Halolight brightness se- 
lector, full-range, tone- 
matched speaker, avito- 
matic features, . 
knob, continuous, all- 
channel Master 


tuner. . 
craft cabinet beavty in 
ew grained fin- 





on the greatest lineup of sales- 
features in the industry 


ha! 
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Cabinet of. AGHL 


Sylvania® leads the industry with another years-ahead Sylvania does away with the “picture in a prison” — 

contribution to greater eye comfort and undisputable the confined picture surrounded by total darkness. New 

TV picture superiority —the exclusive Cabinet of Light. Sylvania Cabinet of Light expands the TV picture— 
Sylvania’s Cabinet of Light has HaloLight from top makes it completely comfortable to watch for hours 

to bottom... side to side. Almost one-third more on end, Sylvania Cabinet of Light is the new standard 

HaloLight this year than ever before! by which all fine television must be judged for years 
All that interferes with TV enjoyment is out! to come. 
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HaloLight is a Sylvania exclusive — television's 
only practical application of the scientifically 


proved “Surround Light” principle. It’s to- Pictures, like words, are hard to With soothing HaloLight, Sylvania 


day's most edvenced enewer to more com: see if crammed in a dark frame. turns TV's “picture in a prison” 
ae? wage enjoyable televiewing—and a That's why Sylvania has HaloLight. into an expanded view area. 


positive, powerful feature that demonstrates 
Sylvania superiority on sight. 


Exclusive SYLVANIA 
Vd oer Libts h 


The “Silver Sereen 85" gives you more viewing area and 
improved, 90° tube deflection that means bigger screen size, 
less tube depth, and trim, more compact cabinet styling. 


Fits flush with 
picture tube! 











SYLVANIA RADIOS 


for every taste, purse, and use 




































































Night Lighter with exclusive 
Panelescent® dial model 598 
Super Deluxe Radio-Clock with Panelescent —the 
world’s newest light. The whole face glows. Has 
more features than any other radio-clock pro- 

duced. In 4 decorator colors. 


Balladier 
DeLuxe Table Radio model 519 


Manufactured by Automation. A masterpiece of 
chassis design with 6-tube performance, new 
stamped loop antenna. Beautifully styled in 4 
two-tone color combinations in rugged compres- 
sion-molded plastic cabinets. 








Melodie model 5485 
Deluxe Radio-Clock —6-tube performance, 
full tone, On-Off and automatic switches, 
appliance outlet. In 4 two-tone colors 


Choralier model 614 
Super Deluxe Table radio—7-tube perform 
ance, phono-jeck, illuminated dial, carrying 
strap. In 4 colors 


Interlude model 518 
Deluxe Table radio — 6-tube performance, 


phono-jack, full-sweep illuminated dial. in 
4 colors 


Reveille mode 548 
Radio-Clock with deluxe 6-tube performance, 


single knob, On-Off-Automatic operation. in 
4 colors. 


Modernaire model 5151 
Made by Automation with the world’s most 
advanced chassis —6-tube full-tone perform 
ance, In 4 colors 


Skylark model 454 
The ideal personal portable—small in size 
with big 6-tube performance, Easy-to-read 
tuning dial, Battery-Miser power-saving 
switch, under 4 pounds. In 4 colors. 


SYLVANIA HIGH FIDELITY PHONOGRAPHS 


with superbly beautiful, full-dimension sound 





Keep your eye on SY LVAN IA ... fastest growing name in sight 


Form No. AD-704 
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Custom Console model 969 
High Fidelity Phonograph 
Exclusive speaker system includes 10°’ Woofer and 
front-mounted dual 4° Tweeters. Adjustable louvers 
direct sound. Features 10-watt amplifier, English 
Collaro “54° Changer with 45 rpm record adaptor, 
and Dutch Ronette “flip-over’’ cartridge with dual 
sapphire-tipped styli:—one for 33'/3 and 45 rpm rec 
ords and a second for 78 rpm records. Cabinet hand 
finished in Moahogony or Korina veneers — polished 
brass hordwore — authentic woven Cane grill cloth 


Table Model 
High Fidelity 
Phonograph model 919 

Exclusive speaker system includes front 
mounted 8’ Woofer and dual 4° Tweet 
ers. Features famous Reflectone Doors 
and ‘Surround Sound,’ 10-watt ampli 
fier, English Collara '54'° Changer with 
45 rpm record adaptor, and Dutch 
Ronette “flip-over”’ cartridge with dual 
sapphire-tipped stylii—one for 33'/3 and 
45 rpm records and a second for 78 rpm 
records, Cabinet hand-finished in Ma 
hegeny or Korina veneers — polished 
brass hardware—striking plastic 
backed grill cloth 





Printed in U.S.A 


SYLVANIA raises the curtain 


stimulating, exclusive 


The newest, most powerful in 
Sylvania history 


The Custom 33 chassis with Cascode all-channel tuner provides 
18,000 volts for greater pulling power and 35-tube performance . . . 
performs even in ultra-fringe reception areas. Features TV's first 
“No-Shift” tuner with one-knob tuning for channels 2 to 83—takes 
you from VHF to UHF automatically. 

The Custom 32 chassis with Cascode Turret Tuner . . . features 
completely new 29-tube performance and increased high voltage. New 
Sylvania Tuner receives all 12 VHF channels and additional UHF 
channels. UHF channels can be added without outside converter, 





Hak 
' ; , only 
New sound horizons mark Sylvania consoles featuring ’ 
: ae rere een. .99 prov 
tone-matched dual front speakers—“high” and “low 
P R | day 
speakers perfectly paired and balanced for superb Hi- | on 
, . ’ » . } orté 
Phonic® FM sound fidelity. ; 
. . > , posi 
Sylvania table models featuring front-speaker assem- Sylv 
blies offer new acoustical superiority. Full-range oval 
speaker is tone matched to cabinet and audio system. . . 
beams all the sound toward the viewer. 


New variable [one Coitrol with advanced 


‘“‘dimensional’’ sound 


Now Sylvania’s advanced Hi-Phonic FM sound sys- 
tem features a new manually adjustable Tone Con- 
trol... permits personalized, full-dimension sound. 
Extremely sensitive in “high” and “low” response, 
it brings a new quality to both voice and music. 





on the greatest lineup of sales- 
features in the industry 


Cabi LCL ol Lig it 


Sylvania™ leads the industry with another years-ahead 
contribution to greater eye comfort and undisputable 
TY picture superiority —the exclusive Cabinet of Light. 


Sylvania does away with the “picture in a prison” — 
the confined picture surrounded by total darkness, New 
Sylvania Cabinet of Light expands the TV picture— 


makes it completely comfortable to watch for hours 
on end. Sylvania Cabinet of Light is the new standard 
by which all fine television must be judged for years 


Sylvania’s Cabinet of Light has HaloLight from top 
to bottom ...side to side. Almost one-third more 
HaloLight this year than ever before! 

All that interferes with TV enjoyment is out! to come. 


HaloLight is a Sylvania exclusive —television’s 
only practical application of the scientifically 
proved “Surround Light” principle. It’s to- 
day's most advanced answer to more com- 
fortable, more enjoyable televiewing—and a 
positive, powerful feature that demonstrates 
Sylvania superiority on sight. 


With soothing HaloLight, Sylvania 
turns TV’s “picture in a prison” 
into an expanded view area. 


Pictures, like words, are hard to 
see if crammed in a dark frame. 
That's why Sylvania has HaloLight. 


sh : Exclusive SYLVANIA 
aluminized picture tube ype i 
2 rye 4 Le “OT } 


The “Silver Screen 85” gives you more viewing area and 
improved, 90° tube deflection that means bigger screen size, 
less tube depth, and trim, more compact cabinet styling. 


Fits flush with 
picture tube! 
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FOR YOUR FINEST SALES 
PERFORMANCE. ©& 


WITH 


SYLVANIA 


TELEVISION 
AND 


RADIO 


THE MOST 


L y WL UMM. tn M1 


EVER CREATED FOR PROFITABLE 
VOLUME BUSINESS! 
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TV Service 
CONTINUED FROM PAGE 79 


service Organizations or enter the field 
of consumer servicing, almost all of 
them admit it’s impossible. 

Most of the companies big enough 
to push a service operation are also 
the big producers of tubes and com- 
ponents. These firms can’t afford to 
alienate their good customers, the in- 
dependent servicemen. The manu- 
facturers agree that, for the immediate 
future at least, the independent will 
continue to be the key figure in the 
service picture, 

W. L. Parkinson, manager of prod 
uct service for General Electric, says, 
“We do not see any definite trend 
toward factory or distributor servicing 
of television. More dealers are now 
handling their own service than ever 
before. Some dealers prefer to farm 
out their own service, but in most 
such cases, the work is being done 
by independent service contractors or 
ScrVICce dealers.” 

M. J. Schinke, service manager of 
Admiral, said, “There is a_ spotty 
trend, especially in metropolitan areas, 
to ‘farm out’ service. However it is 
‘spotty’ . . . it is not a very pro 
nounced trend.” 

Ray S. Guichand, manager of pub- 
lications and training for Capehart, 
also feels there is a “trend by the 
small or average size dealer to ‘farm 
out’ their service business.” 

Meanwhile, F. D. Whitten, man 
ager of electronic service for Philco, 
savs, “I don’t think that the trend 
is any greater toward farming out 
service.” 

And another large manufacturer 
said bluntly, “Those who can’t run a 
successful service operation, can’t run 
a successful appliance business either. 
We meet very few good dealers who 
don’t have their own service depart 
ment.” 


But How to Make Money? 


The big problem for most dealers, 
of course, is how to squeeze a profit 
out of service business. Many feel 
that service can’t be made to pay; 
it’s a necessary evil and it must be 
given away to insure the steady 
customer's return. 

As the Roper poll indicates, how 
ever, consumers are willing to pay for 
ervice. The dealer who sells a set 
has a good chance of picking up the 
ervice business on the receiver. And 
little things—like pleasant servicemen 

ire important factors. 

Manufacturers are trying to counsel 
dealers on ways to build a profitable 
service business. The flood of service 
literature from the manufacturer is 
overwhelming. But as one key in- 
dustry official admits, “It’s hard to 
idvise the dealer. It depends on so 
many things—his location, his type of 
operation, etc. It’s really an individual 
problem.” 

This manufacturer and other key 
industry figures advise the dealer to 
carefully analyse his service operation. 
If the retailer is making money now, 
he'll probably find ways to make even 
more in the mushrooming service days 

(Continued on page 130) 
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AIR CONTROL UNIT banishes smoke, heat and cooking odors. 
Just raise the hood and it goes to work. Lower the hood 
and it’s “‘off’’ automatically. A cooler, cleaner kitchen— 
and housewives love it! 
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TAP-O-MATIC HANDLES open cabinet doors 
like magic. Just a tap and they swing open 
automatically. Here's a convenience every 
housewife raves about—and it’s a Lyon 
exclusive! 


And Another Big Selling Feature 
LYON STEEL KITCHENS IN COLOR 





them, too! 





@ Green, blue, yellow, pink, gray, tan—any of these colors, alone 
or in combination, are now available. Lyon provides them at 
only 10% over white in cost—only one week additional delivery 
time! If some of your customers want special colors, we'll furnish 


Features—choice of colors—Lyon’s direct-to-dealer policy — 
these all combine to make Lyon this year’s hottest line! 


LYON FACTORIES in AURORA, ILL. and YORK, PA. 
-~MAIL COUPON FOR COMPLETE STORY ~~~“ 


LYON METAL PRODUCTS, INC.,921 Monroe Ave., Aurora, Ill. 


Gentlemen: I want proof that the Lyon Direct-To-Dealer 
Kitchen Cabinet policy can mean bigger profit to me... 





r tS eRe SP ane PLES aaa 
TWIRL-O-MATIC UNIT provides | ° 
loads of additional storage space. | Co Ee 
When Mrs. Housewife rotates i 
this corner unit, out come two i Crry 
circular shelves with stored ma- \ 
terials at her fingertips. i 
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CROSLEY 
SHELVADOR FREEZER 


The big self-serving 11 cu. ft. model with 


fou Yr separate roomy compartments. 


© Exclusive Select-O-Tray in door pulls 
down to put 20 packages of foods at 
your fingertips! 








© Juice Dispenser Rack holds 18 cans. 





* Roll-Out Basket in base of cabinet 
glides out on nylon rollers. 





* Grille fronts let you see what's inside, 
pull down to become handy rearranging 
shelves. 
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CROSLEY 
SHELVADOR “100” 
REFRIGERATOR 








A custom refrigerator loaded with extras. 





30% more storage space in place of the 
freezer compartment because freezer owners 

















and prospects don't need a freezer chest! 








e 11 cu. ft. refrigerator with the fresh food 
capacity of a giant 15"! 





e Completely Automatic Defrost throughout! 
* Makes 10 Ibs. ice cubes! 
¢ Controlled Humidity 


¢ Famous Crosley Deep Door 









































CROSLEY ..: BENDIX 


HOME APPLIANCES OIVIGIONS ( /f 70 ) orsenenear 26,0M10 
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THE MAN FROM 








Whintpoot 
HELPS YOU IMPROVE 


SERVICE WHILE CUTTING 
SERVICE COSTS 


Another Whirlpool Service plus! This man is a service expert... one 
of 16 Whirlpool regional service specialists located throughout the 
country working as members of the Whirlpool coordinated field- 
factory service organization. His job . . . to assist Whirlpool servicemen 
in providing better, faster, more profitable service. 


He helps Whirlpool dealers and their service personnel eliminate 
costly and unnecessary service call-backs . . . suggests ways to do ser- 
vice jobs faster and more efficiently . . . conducts dealer service person- 
nel meetings and training sessions ... works personally with dealer 
service teams providing the up-to-date technical advice servicemen 
need for quality service work. And backing him up is an integrated 
team of service and parts experts . .. including the huge Whirlpool 
parts depot that has Genuine Whirlpool Replacement Parts, to origi- 
nal specifications, IN STOCK and quickly available at all times. 


Take advantage of Whirlpool’s complete service facilities. Addi- 
tional information on Whirlpool field service, service aids and Genu- 
ine Parts can be obtained from your Whirlpool distributor or A.P.J.A. 
parts jobber. Contact him today. 


et a e.6.hC06©°¢ 
service division 
WHIRLPOOL CORPORATION ¢ St. Joseph, Michigan 


Clyde, Ohio ¢ LaPorte, indiana 
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TV Service Outgrows Sales 





ahead. If the dealer is losing money, 
it’s time for an “agonizing reap 
praisal.” As servicing grows, he stands 
to lose even more money in the fu 
tur 


Color: Cloud Or Comfort? 


Besides the dubious profit picture, 
many dealers sce color TV as an 
ominous cloud on the service horizon. 
But manufacturers are generally re 
issuring. 

\t present, most of the color ser 
icing, what little there is, is don 
by manufacturers or distributors. Al 
most all of the companies see this 
is a temporary situation, however, 
and no one seems to feel that it 
marks a trend toward centralized serv- 
ice 

Manufacturers are also reassuring 
ibout the training needed to produce 
a color ‘T’'V technician. They say the 
jump from monochrome ‘T'V to color 
will be infinitely simpler than the 
jump from radio to television a decadk 
ago. 

Just how long it will take to train 
a competent color serviceman is open 
to question. But most producers agree 
that a “good” black and white tech 
nicians can learn color in a relatively 
short time 

CBS-Columbia runs a one-week 
color school under Dan Newman. To 
date, some 700 to 800 students hav: 
been turned out. (Newman adds that 
so far most manufacturers have had 
trouble filling their color TV school 
quotas. ) 

The biggest color training program, 
of course, belongs to RCA. So far, 
some 60,000 students have passed 
through the RCA color clinics. Of 
ficials say that the course and a few 
weeks of actual experience will b« 
sufficient for most color servicing. 

A “good” black and white service 
technician can be taught color “in 
several short lecture and demonstra- 
tion sessions,” according to G-E 
Admiral says the transition will take 


SEPTEMBER, 


CONTINUED FROM PAGE 127 








“from a week to a month.” 

Capehart-Farnsworth says “approxi- 
mately 16 or more hours of instruction 
and actual demonstration” will update 
the serviceman. Philco, on the other 
hand, feels that “the very minimum 
of training . . . is a 40-hour training 
school.” Frank Loasby, director of 
sales engineering for Raytheon, agrees 
with the 40-hour estimate—broken 
down into 15 hours of theory and the 
remainder in actual practice. 

The manufacturers also dispelled 
fears about servicing of printed cir 
cuits and similar advances. They unan- 
imously agreed that, once learned 
the servicing of printed circuits will 
be simpler and easier than working on 
conventional radio and TV chassis. 

M. J. Schinke of Admiral says that 
“The uniformity of this type of con 
struction plus the fact that individual 
parts can be replaced easily, simpli 
fies service.” 

Dan Newman of CBS-Columbia, 
however, sees standardization of 
printed circuits as a problem. Whik 
eventually they will be as standard 
as tubes, the printed circuit boards 
are now as varied as the manufactur 
ers making them. 

Newman also smiles, “The servic« 
man will burn his first board.” Afte: 
that, however, he'll be careful, New 
man says, and servicing the printed 
circuits will be as easy as present 1 
pair. 

Manufacturers generally are recog 
nizing the problems facing the servic« 
fraternity and they are doing much 


to help. Special schools, literature, 
advertising and special promotions 
like the recent servicemen’s week 


and month help build the servicing 
future. 

But the road ahead will not b« 
easy. Perhaps the best advice of all is 
suggested by the Roper poll; trv to 
be cheerful! Remember, only 20 per 
cent of the customers returned to the 
serviceman who was “not at all pleas 
int,” End 
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Never before in housewares history have you had the 


SALES IMPACT of TOASTMASTERS GOLDEN SLICE! 





Makes Consumers “Toast Conscious”! 


The Golden Slice is the biggest, 
most appetizing slice of toast ever 
to appear in a magazine. It pro- 
duces an impact that makes toast 





Speeds Toaster Obsolescence! 


The Golden Slice is aimed at turn- 
ing consumer dissatisfaction with 
poorly operating toasters into new 


Broadens the Market! 


The Golden Slice goes beyond the 
normal gift-giving and new-home 
purchases of housewares. It gets 


Moves People to Buy! 

Of all the triggers that motivate 
people into buying action, one of 
the surest is appetite appeal. And 
the Golden Slice has it! 


toaster purchases — faster! people to replace toasters now. 


important. 


Mote running bio tal-color ack tke this tor you ih POST, LOOK 
Ind Mi these magazines on sale in Soprember! 








Publication On-Sale Date 
Look Sept. 20 
{1 Saturday Evening Post Sept. 13 
i Better Homes & Gardens Sept. 23 
True Story Sept. 7 
Farm Journal Sept. 24 
McCall's Sept. 20 
y, And more colorful ads in 


October, November and December! 


(ah In... 


on top toaster profits NOW by 
stocking all 4 toasters and by using 
“Toastmaster’s’”’* FREE sales 
aids to tie in your store with 

this advertising ! Write Adv. Dept. 






TOMORROW 


MORNING P 


Stock all four Toastmaster T oast- 
ers, step-up priced from $17.50 
to $39.50, and you'll sell more! 


a} fn . 
irae) ronee QS vam We're telling consumers 


to look for this 
4-toaster display 
in your store. 


First crunch 
to last crisp crumb..: 


IT’S TOASTMASTER TOAST 


coated confection that you crunch through to a vender, yielding cen- 
ter A butter-melung warmch that sets yout mouth a-watering 
Was your coast like chis at breakfast? If not, it's ume you enjoyed 
Toastmaster” toast. There's nothing like it! Because there's noth- 
ing like « perfect-toasting “Toastmaster™* Toaster 





Was your coast like this at breakfast? Here, one of the most common. 
place things in life, a piece of bread, becomes a golden, eye-delighting 
treat. A tantalizing, baker-shop aroma fairly beams your nose table 
ward co food at its simple bese 

And what cempting-to-the-last-crumb taste! Almost a crisply 


Only TOASTMASTER gives you a choice of 4 twoasters—from 517” to 39” 











TOASTMASTER 
PRODUCTS 


TWO POWEENANEN Tees nee an, different wosmers Power Acnon abe; 
yahoo sghe of your hagri, lowers « sutomencally csaste hi, ond sesves & up Ken a 
ull’ The Geodiesis ides! for the king size” (emily of those people who sppreciate the unuwe 
Bié Two Shee, ©2780, C4 There See, 639.80, 





TWO MEW AUTOMATICS! The ony iicr is perfect ase “personal” coaster of for the small 
family of the person bwving alone Compact for use when © traveling The twee deers Se apne aed 
ance. Easy 10 handle and wore, ideal for modem, 

space saving lowing Aé One Shee, 97.80. Bit Two Slice, e22580 


than other toasters. yet bull are mn perform 


McGRAW ELECTRIC COMPAKY 
ELGIN, ILL. 


+ erred redemart of MeCres Bins Oe Pie te © Feet Comte shite aires Coenen — Cammdins ath Cate rte rate 
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*Tosetusatan” is a registered trademark of MeGraw Electric Co, Bigin, Il. © 1064 
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Multi-Sales with 


hallicrafters 


New Multi-Power 


TV! 


Here's the line that'll smash all sales records this fall—a line 
led by the first full 17-inch set at the magic price— 


Hallicrafters is the first major TV manufacturer to offer a full 
17-inch set at this sensational price. No “chiseled down” 
model, but specifically designed and engineered to sell for 
$99.95. Powerful 22-tube performance...smartly styled WOOD 
cabinet. Your volume sales leader this fall...and only from 


Hallicrafters! 


New 


“Daddy Long Legs” 


TV 


with remote control 


Here's the TV that'll win more “second set” sales than 
any other on the market! Stands HIGH for easy viewing. 
ideal for bedrooms. Lightweight...mobile. ROLLS to any 
location easily, on extra large casters which can be 
locked in place. Extra-long power cord and attached ex- 
ternal antenna are included with no extra charge. 


17TS710T—2-tone sand texture-finish, VHF. 
Remate Control sold separately. 


And, with Hallicrafters sensational new remote “Tune-A- 
Magic” Control, customers can switch the set on or off 
...0F change channels by simply pressing a button! No 
need, now, to leave chair or bed to get favorite programs. 
Customers will be clamoring for “Tune-A-Magic” because 
it’s convenient and priced to outsell any other remote 
contro! made. Only $19.95. 
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17TS700M—Mahogany texture-finish 


wood cabinet, VHF. 


es t 
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csi see hallicrafters 


Chicago 24, Illinois 


. big profit 
n 0 producing 
discounts 
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Multi-Sales Features 
with hallicrafters TV! 


@ New “Stand-Up” Tuning! 

®@ New Multi-Speaker Sound! 

® New Ultra-Smart Styling! 

© New Power-Packed Performance! 


No more stooping, squatting, bending and stretching... 
with Hallicrafters “Stand-Up” Tuning. All controls are at 
top-front. Add Hallicrafters new dual speaker systems, 
beautifully designed cabinets, outstanding performance 
and you've got the TV line that can’t be surpassed. And 
remember; Hallicrafters is still the big profit line... the 
“brand name” line with the big discounts! 


1 See 
~ as P 





DeLuxe 21” Console With ‘‘Stand- 




















Deluxe 24” Console With ‘Stand-Up’ Tuning. 27-tube performance. 
Aluminized picture tube; Optic-filter safety glass. 2-position ‘local. 
distance’ control. Dual speakers. Available with UNF/VHF Cascode 
tuner; VHF modeis may be ‘‘strip’’ converted for UHF, 24-inch picture. 
27%" wide, 36%” high, 22” deep 


24KT550M VHF or 24KT551M UNF /VHF Mahogany with swirl-grain inlay 
top, gold-color metal grill 
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21” Console. 27-tube performance. 





Up” Tuning. 27-tube performance. 
Aluminized picture tube; Optic- 
filter safety glass. 2-position ‘‘local- 
distance” control. Available with 
UHF /VHF Cascode tuner. Dual speak 
ers. VHF models may be ‘‘strip’’ 
converted for UHF. 21-inch picture. 
2444" wide, 36%” high, 21%” 
deep 

21K1T540M VHF —Mahogany 
21KT541M UHF/VHF—Mahogany. 


Aluminized picture tube; Optic- 
filter safety glass. 2-position ‘‘local- 
distance” control. Dual speakers 
Available with UHF/VHF Cascode 
tuner; VHF models may be ‘‘strip’’ 
converted for UHF. 2414,” wide, 
37” high, 20%” deep. 


21KF520B VHF or 21KF521B UHF/ 
VHF —modern Blond. 





NEW WING CORNER TABLE—EXCLUSIVE FROM HALLICRAFTERS ! 


Specifically designed for space-saving 
Perfect for you as a ‘‘traffic builder,”’ 


corner placement of TV sets. 
for special promotions, or for 


“combination offers’ that competitors can’t match. Available in Mahogany 


or Blond with brass-tipped legs 
Patent pending 


all Hallicrafters table models 


DeLuxe 24” Table Model. 27-tube performance. Aluminized picture tube; 





Optic-filter safety glass. 2-position 
ers. Top-front controls for 
Cascode tuner. VHF models may be 


27¥e" wide, 24/2" high, 21%” deep 


24TTS10M VHF of 24TTS11M UHF/VHF 
24TTS510B8 VHF or 24715118 UHF/VHF 
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“local-distance” control. Dual speak- 
Stand-Up’ 


Tuning; available with UHF/VHF 
converted for UHF. 24” screen. 


Mahogany 
smart modern Biond 
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24” Table Model. 23-tube performance. Alumi 
nized picture tube. Available with powerful, 
all-channel UHF/VHF Cascode tuner; controls 
mounted at side. VHF models may be ‘strip’ 
converted for UHF, Vertical chassis. 24-inch 
picture. 25%” wide, 21%” high, 21%” deep. 


24TS610M VHF or 24TS611M UHF/VHFrichly 
grained Mahogany 

24786108 VHF or 24786118 UHF/VHF—modern 
Biond finish 





hallicrafters 
COLOR TV 


PRICED TO SELL! 


Full-Color.with a 21” picture! 40-tube per- 
formance. Automatic Chroma Control for color 
contrast; Automatic Gain Control for biack-end- 
white contrast. Hitevel Demodulator Circuit 
for dependable color synchronization. Special 
“noise-gated”’ separator reduces picture inter. 
ference. Dual speakers for full sound fidelity 
Vertical Chassis—21l-inch screen. Ali-channel 
tuning. 32%” wide, 37%” high, 27%" deep 





24” Yable Model. 22-tube performance. Alu- 
minized picture tube; Bulit-in antenna, 24-inch 
screen VHF. 21¥%2” wide, 25%” high, 27%” 
deep 


241T450M VHF.Mahogany of 2474508 VHF. 
Blond. 





21CKB01M — rich polished Mahogany UNF /VHF 
21CK8018 smart modern Biond UNF /VHF 

















More for your money ! 


SEPARATE UNIT FEATURE AFFORDS GREATER CONVENIENCE 
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Pon Poppe” 


improved reflector type heating unit 
provides 20% more volume of popped corn 


It's a fact! The record shows that the public is buying 
more West Bend corn poppers than any other make. 


It's easy to see why, too. New improved heating unit 


distributes heat evenly — pops 20% more volume. No 


shaking or stirring necessary. Special deep well in pan 
concentrates heat for fast popping action. Clear-vue glass 
cover shows action of popping kernels. Polished aluminum. 


x 
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Pouring popcorn into serving bow! is easy 
because popping pan is separate from heat 
ing unit, 
Cleaning is easy because popping pan can be 
completely immersed in water. 
Other warming uses, mode possible because 
heating unit and popping pan ore separate, 
double its valve. 
Popping instructions permanently stamped on 
bottom of popping pan. 

"INCLUDES CORD AND EXCISE TAK 


- 


Recipe Book Included 


Color TV Clix in Stix 


CONTINUED 





Three days after the distributor sup- 
plied him with his first color television 
set, Hutson had sold and installed it 
in the Jackson Motor Court, one of 
Murfreesboro’s best located and most 
— hostelries. 

utson’s sales argument was that 
since the motor court was ready to 
trade in its old television set anyway, 
why not take on color TV, get a bet- 
ter trade-in deal and utilize the extra 
attraction of color television to draw 
customers into the motel? The motor 
court got the idea, today features in 
its advertising signs the phrase “color 
television” and has built a special 
room for TV watchers. 


Prospects See Results 


Such advertising, of course, is a big 
help to Hutson and Stephenson. Their 
best sales practice is to take a prospect 
around to the motor court, or to some 
other user’s place, at the time of a 
color telecast and let him see for him- 
self just what it is. 

“We are always making an effort 
to sell up,” declares Hutson. “When 
we have the prospect who has a set 
to trade in, we check his credit and 
buying capacity, then go to work on 
selling him color television. He gets a 
better trade-in offer and he usually 
knows that regular color telecasting is 
not too far off to be within the life 
of his new set.” 

However, while shooting at the sale 
of color TV sets, Hutson and Stephen- 
son are not neglecting the sale of con- 
ventional receivers, The “get out a lit- 
tle earlier and stay out a little later” 
sales formula pays off for the partners. 
At 7:30 a.m., a time when most stores 
are not yet open, Stephenson and 
Hutson are already in action, plannin 
the day’s work or talking with a hea 
of a house before he goes to work. 
They wind up the day’s selling activ- 
ities not when their appetites call 
them home to supper but when the 
last rene a has been seen and the 
last possible sale has been closed. 

Tennessee Furniture Co., has staged 
some — successful promotions this 
year, mostly by grasping an opportun- 
ity to move television sets at the time 
the opportunities occur. In February, 
for example, the partners were of- 
fered an opportunity to buy up a close- 
out of cedar chests at $15 each. They 
bought the chests on the supposition 
that every home could use one, and 
advertised that a cedar chest would be 
rs free with the purchase of a 

l-inch or larger Motorola television 
set. Hutson declares the results of the 
promotion were amazing. The firm 
sold 26 television sets in the follow- 
ing three days—two of them color 
receivers. 


Much Time For Little Money 


Another highly successful promo- 
tion resulted when a high school 
basketball tournament was broadcast 
over the Murfreesboro radio station. 
Tennessee Furniture Co., bought the 
sponsorship of the tournament for $30 
with a stipulation that every second 
of non-playing time could be used for 
their own advertising. Frequent time- 


SEPTEMBER, 


FROM PAGE 80 


1955—ELECTRICAL MERCHANDISING 





outs and rest periods gave the com 
pany an aay to plug Motorola 
I'V to the hilt during the three hour 
tournament and, according to Hutson, 
“We knew two hours after opening 
the store the next morning that the 
promotion had paid for itself.” 
Trade-ins are involved in approxi- 
mately 60 percent of the company’s 
television sales. The replaced sets are 
brought into the store’s service shop, 
reconditioned and resold in a special 
display section. Many of the recon- 
ditioned sets are advertised as leaders 
in the company’s newspaper advertis- 
ing—17-inch sets at $49.95. 
Tennessee Furniture Company's 
service department is a well equipped 
division of the store. Two expert 
service men provide service and re- 
ae to all types of appliances during 
usiness hours and emergency service 
when needed. Specialization in tele- 
vision service is stressed, of course, 
since 25 percent of the company’s 
business is done in television. 


Special Color Problems 


Are there any special problems in 
selling color television in a_ small 
town? Yes, there are, according to 
Hutson. First of all, it’s still consid- 
ered pretty “fancy” and definitely a 
luxury. But Stephenson and Hutson 
work on this argument by playing 
down the luxury angle and iking to 
show the potential buyers that a color 
television set is just as practical for 
black and white reception as a stand- 
ard set while combining the color fea- 
ture when needed. Technicolor was 
once pretty unusual in motion pictures 
too, they point out and the day is not 
far off when color will be telecast con- 
stantly. Also, the partners offer a con- 
siderably better trade-in value on the 
purchase of new color receiving sets 
and they are thus consistently able to 
show that there is not too great a dol- 
lar difference in the total transaction. 

A second special problem in selling 
color television is that the prospective 
buyer naturally wants to see it in per- 
formance before he will even consider 
buying it.It is here, Hutson points 
out, that three more hours of color 
telecasting a week would be invaluable 
to the color TV salesman. At present, 
he is forced to have his prospect ready 
to view it at a certain pin-pointed 
time and if anything rey My to up- 
set the date, he simply has to wait 
until another color telecast comes 
along. All the dealer can do is to keep 
up with schedules. 

“A third problem is reception,” 
says Hutson. “When you turn on the 
set, if it doesn’t immediately appear 
as smooth and clear as a technicolor 
film, the customer isn’t impressed. 
Down here, we have been well blessed 
with very good reception.” 

On the matter of color reception, 
the firm points out that it guarantees 
good reception of color telecasts and 
that it has a top-notch service depart- 
ment to back up the guarantee. 

“We're not just trying to sell sets,” 
concludes Hutson, earnestly. “We are 
dedicated to giving the buyer every- 
thing television has to offer.” End 








A special promotion model in the popular 17 cu. 
ft. size, with all the features that have made 
Ben-Hur America’s Fastest Selling Freezers 


When you advertise this full-size, feature-crammed 17-footer 
at $329.95, you’d better be prepared to handle the crowds, 
because it will be the most sensational value you've ever 
offered in your history! But that’s only part of the story. 
You get a good solid discount that enables you to make a 
good, solid profit. In addition, you have a choice of vigorous 
merchandising programs that really sell freezers...for both 
the promotional model and the regular Ben-Hur deluxe line. 
Offer the 17-X and you'll capture a big slice of the market 
as your exclusive property. Handle the complete deluxe 
Ben-Hur line (chest and upright models, 4 cu. ft. to 20 cu. 
ft.)—you’ll dominate the freezer sales picture in your area. 


BEN- NUR 
Amevicas Finest Fu 


NOW AMERICA’S FASTEST SELLER 
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The Ben-Hur chariot is leading the field. There’s a place saved for 
you—mail this coupon today. 


Ben-Hur Manufacturing Co. 
634 East Keefe Avenue 
Milwaukee 12, Wisconsin 


I'm ready! Send the story of the promotional model and the promo. 


tion programs... fast! 
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The Do's <: w =\ and Don'ts £7 
af 


ole) ‘im tie-up a we part of your operating 
7 capital for huge 
inventories 


The gent in the picture pleading with his banker is loaded . . . not loaded 
with operating capital but with kitchen cabinets. 

He's suffering the “shorts” and the interest he will pay on his loan 
(if he gets it), will eat up his profits. 








ye SGR worry about factory browbeating 
ay and overloading ’til you’re 
pe by byrsting at the seams 


Sure you need a representative stock of the cabinets you sell, but you 









don't have to be jam-packed, wondering where to stock other items. 


Let your manufacturer carry the big load. That's the advantage of working 
with Beauty Queen. Adequate stocks are close at hand, see map opposite. 














ye Ml operate with a sensible minimum 
._. stock, use factory warehouses 
ge - 


for quick economical service 


ae You not only free up working capital for other important uses, but you 
can operate your kitchen business at lower cost . . . that means your 
profits are proportionately higher. It also means you operate more 
efficiently than competition, That's good business. Schedule large project 
direct from factory distributing centers without handling for larger 
profits. THROW THE “DON'TS” OUT—PUT NEW PROFITS IN! 


Vp) 
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for profitable kitchen sales 





Plus THE FINEST LINE OF 
STEEL KITCHENS ... FIRST IN 
VALUE, QUALITY AND STYLE 


Beauty Queen has every proven sales feature that makes 
selling a cinch. 

Choice of 4 popular colors at the same price as white. 
Cabinets for easier installation of built-ins. Quiet kitch- 


ens because of better door and drawer construction. 
You can “outclass” any cabinet made. 


And, best of all, you sell at competitive prices. 


WHOLESALERS + RETAILERS 
Get all the facts— Wire, 
Write or Send Coupon Today 
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F DISTRIBUTING CENTERS 


BOW Te 
EFFICIENTLY AT 


VA AE Id 


Norge Built-In 





TOLEDO DESK & FIXTURE CO., MAUMEE, OHIO 
UC) lam a Wholesaler ‘a lam a Retailer 


Please send all the facts about Beauty Queen Profit Oppor- 
tunities in my community 


Company Name 
Address 


City 
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Heated with the 
Industry’s Oldest and 
Most Dependable 


NICHROME 


The Westinghouse Roaster Oven 
becomes more versatile by adding this 
new Rotisserie. This attachment 

has a large capacity — can rotary 

broil a 12 Ib. turkey or two 

3/, lb. chickens, or indeed a complete 
dinner by cooking vegetables at the 
same time in the inset pan. 


Its 1500 watt heating element is 
just what you'd expect in a quality 
appliance by one of America’s 
top manufacturers — long- 
lasting Nichrome, Nichrome’s absolute 
uniformity, its great resistance 
to heat and corrosion, give 
Westinghouse dealers a plus value 
unequalled at the point of sale. 


Don’t fail to capitalize on this 
plus value, in any appliance you sell. 
When you say “equipped with 
Nichrome”, you'll sell more customers 
faster, and keep them sold. 


Nichrome V ond Nichrome ore monvfoctured only by 


Driver-Harris Company 


HARRISON, NEW JERSEY 
‘ BRANCHES: Chicago, Detroit, Cleveland, Louisville, Los Angeles, San Francisco 
in Conada: The 8, GREENING WIRE COMPANY, Lid., Hamilton, Ontario 





*T. M, Reg U.S. Pat. OF. 
MAKERS OF THE MOST COMPLETE LINE OF ELECTRIC HEATING, RESISTANCE, AND ELECTRONIC ALLOYS IN THE WORLD 
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Although the prime purpose of all 
TV commercials is to move more 
merchandise, each manufacture: 
(often guided by an advertising 
agency) has his own ideas on how it 
should be done. Their approaches to 
the problem have been revised time 
and again over the years always with 
the hope that, as everybody learns more 
about television and its value as an 
advertising medium, they will glean 
more value from the programs they 
buy. 

More and more, manufacturers 
seem to realize that, to be really ef- 
fective, television commercials should 
have a direct merchandising tie-in 
with the appliance retailer. All ‘T’\ 


advertising messages have a high 


prestige value, to be sure, but the 


argument for prestige or institu 


tional advertising fades before the im- 
pact of a meaningful product “‘pitch” 
that can be followed through by the 
retailer and used on his own customers. 

Perhaps the outstanding example of 
this is Betty Furness for Westing 
house. Miss Furness was chosen six 
years ago shortly after the “Studio 
One” program started. Westinghouse 
officials tested many television actress- 
es without finding one whose delivery 
spelled sincerity and_believeability. 
When Miss Furness agreed to audi- 
tion, choice of her as “Miss Westing- 
house” was unanimous and her popu- 
larity has grown steadily over the 
vears, 

Arthur Godfrey for CBS-Columbia 
probably stands alone as an enter- 
tainer turned salesman. His relaxed, 
fumbling delivery is unique and if 
attempted by anyone else would prob 
ably fall flat. 

Both Miss Furness and Godfrey af 
ford unlimited opportunity for mer- 
chandising on the dealer level. CBS- 
Columbia says that customers fre 
quently call local appliance stores and 
ask for “the Arthur Godfrey sets”. 
Others write to the manufacturer ask- 
ing where CBS-Columbia sets can be 
bought. 

Dealers use post-card mailers bear 
ing Godfrey's picture, display point 
of purch: ise material with the legend 

“Here's where you can see the TV 
sets Arthur Godfrey talks about”, use 
Godfrey's picture in newspaper ads 
and pass out glossy photos of the red- 
head to customers and shoppers. 

(Continued on page 142) 
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n BEAUTIFUL BUY 


in automatic home laundries 





IS 


Beautiful Buy? That’s a 
laundry line selling big at all 
price levels. And that means 
Hamilton. The top quality 
Hamilton ‘300’ —the beautiful 
‘200’ —the feature packed 
low-end Jubilee .. . at every 
price level Hamilton 
automatic washer and dryer 
sales are skyrocketing! Want 
your share? OK, just call 


your Hamilton distributor. 





Top of the line—the beautiful, big 
Hamilton ‘300’ Mighty hard to walk 
past, with its Caribbean Blue control 
panel, set off against polished silver, 


and accented with gold! The Hamilton 
° *300’ offers a choice of electric or auto- 
matic-ignition gas clothes dryers, and 
a line-up of “show ‘em and sell 'em”’ 


has the featu res features unmatched anywhere. 
others can't have! 





in automatic washers— in automatic dryers— 


Soil-Seeking Water Action Carrier-Current Drying 
Gentle, thorough, reliable agitator-action 
that gets every item in every load 
spotlessly clean! 


Hamilton's own air circulation system— 
80 gentle, so speedy, so different it’s 
actually protected by U.S. Patents! 





Beautiful Buy for budget-shoppers 


Fresh-Fio Deep Rinse Fabri-Dial Temperature Control Hamilton ‘200’, There's a bright new 
: , : look to the budget-priced Hamilton 
Constantly changing rinse water flushes No dangerous ne osha guesswork 200" dened lished alive 
soil up and out, never back through the with magic Fabri-Dial, which shows the es c GS STessee Up DR POMENSS Enver 
freshly washed clothes! exact setting for each fabric! and aribbean Blue, and breaking all 
sales records, The ‘200’ lets you pair 
Spinaway Water Extraction Sun-&-Day Lamp either of two automatic washers with 
. j S electric, automatic ignition gas or 

No stretch, no strain, no button-popping Clothes have the sweet, fresh smell of 


clothes remain motionless, while 


standard-pilot gas dryers. And for low, 
summer sunshine all year long, thanks i 
rinse water quickly spins away! 


; , , low price ew He on “Jubilee” 
to Hamilton's own Sun-E-Day Lamp! silat e—new Hamilton “Jubil 


® 
sell the name women know and trust Hamilton. 
the BEAUTIFUL BUY in automatic home laundries 
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Heres why GE is today 





HIS 1956 line gives you the biggest TV salesadvan- demand General Electric will create with advertising 

tage ever. An exclusive Portable series...Clock- coverage on two new powerhouse Fall TV Shows... 
Television...Swivel Bases... Push-Pull On-Off Switch “Warner Brothers Presents” (ABC-TV) and “The 
... Set-and-Forget Volume control...Two-Way Inter- 20th Century Fox Hour” (CBS-TV). They start in 
ference Protection...plus a host of other talking | September. Call your distributor now! Or, write us: 
points that make G-E TV sales close faster than any General Electric Company, Radio & TV Department, y 
other. Be sure your inventory can handle the buying Electronics Park, Syracuse, New York. 





| 9 Only $99.95. Ideal for bedrooms, den, Smart Two-Tone Cabinet in terra cotta and Turns On-Off Automatically. Clock-TV 

kitchen, wherever on extra television set is ivory, Model 147009. Built-in antenna, Model 141010 in. bronze and ivory. 2-way 

¥ needed. Makes a grand gift, too. Model chrome-plated handle. Available in gray interference protection. Recessed hondle 
141007 in cordovan finish. and ivory, Model 147008. beneath clock. Most useful TV ever. 


G-E TV Ye time... tus on and off automatically 





Medel 147010. 


Bronze and Ivory Portable. 





Model 21€113. 
In Mahogany Veneer. 





=) GE TV vue... swivels a full 360 


4 Model 21€112. 
Blonde Oak Grain Finish. 


Medel 21C111. 
Mahogany Grain Finish. 


Model 24€180. > 
24-inch TV. Mahogany Veneers. 


Medel 24C€181. 
24-inch TV. Blonde Oak Veneers. 
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inost talked about TV! 








G-E PACERS Feature-packed 


INCLUDING GIANT 24-inch TV 










Model 1712 


1. Model 21132 
Cordovan Finish. 


Cordovan Finish. 


Medel 17722. 
Mahogany Finish. 





Model 21135. Model 21137. Model 217038. Model 217041. Model 217042. Model 21C€110 Model 21€123. 
Blonde Oak Finish. Blonde Ook Veneers. Cordovan Finish, Blonde Oak Finish. Mahogany Veneers. Mahogany Finish. y Veneers. 
Model 21136. Model 211039. Model 211043 (Lo-Bey) 


Mahogany Veneers. 





Model 21€124. 
Blonde Oak Veneers 
(Lo-Boy) 


Model 21€125. 
Mahogany Veneers. 


G-E BLACK- 
DAYLITE TV 


Model 210126. 





Model 211029. an Model 21€128. Patch 
Mahogony Finish. = 
Medel po cong 4 pone ya 
Blonde Oak Finish. Medel 21€129. 
Blonde Oak Finish. 


Prices include Federal Excise Tax, one-year 
warranty on picture tube, 90 days on parte, 
VHF-UHF models and bases for table models at 
slight additional cost, Prices subject to change 
without notice, 
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Blonde Oak Veneers. 


Mahogany Finish. Blonde Oak Veneers. 








i 


Medel 241071. Model 21€106. Model 21108. Modei 21€109. 
Blonde Oak Finish. Mohogany Finish. Blonde Oak Finish. Mahogany Veneers. 
Mode! 247070. Medel 21107. 


Mahogany Finish. Mahogany Finish. 


G-E ULTRA-VISION TV 


INCOMPARABLE PICTURE QUALITY 





Medel 2140. Medel 21C120. 
Mahogany Veneers, Mahogany Veneers. 
Medel 21131. 
Blonde Oak Veneers. 





Medel 21€156. 
(Le-Boy) 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 


Model 21€1572. 
Blonde Korina Veneers. 
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Tested and approved by leading dryer manufacturers 


Provides simpler, faster, more economical outdoor venting 
EACH FLEX-VENT KIT CONTAINS: 


> A tailored length of gleaming white flexible 
ducting . . . washable and flameproof 


» A weatherproof all-aluminum vent hood with 
built-in automatic damper 


é Clamps, screws and easy-to-follow instructions 
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Does TV Sell TV? 
CONTINUED FROM PAGE 138 


Westinghouse says it has no mea 
sure of Miss Furness’ value but can 
judge her popularity from the volum« 
of mail she receives. Dealers, said a 
Westinghouse spokesman, usually 
take national advertising for granted 
It’s different with Miss Furness. She’ 
become so well-known and accepted 
that they merchandise her every way 
possible. Some report phone calls 
from people who order television sets 
on the strength of her messages alone 


Contest Tie-In 


This fall, Sylvania will conduct a 
give-away contest that will award, each 
week, TV sets, radios and high fi 
delity phonographs. Entry blanks are 
available at all Sylvania dealers and 
the winners will be announced by 
Bud Collyer and Roxanne on Syl 
vania’s Saturday night show, “Beat the 
Clock”, 

The contest provides an ideal op- 
portunity for Sylvania to merchandise 
Collyer and Roxanne on the local level 
Dealers have been provided with de 
scriptive literature for local distribu 
tion bearing a full color illustration of 
the actress. Copy plugs the “Beat the 
Clock” show and urges entrants to 
watch for the announcement of 
winners, 

Other users of personalities are 
RCA with Sid Caesar and Imogene 
Coca and Vaughn Monroe; Admiral 
with Bishop Sheen. General Electric 
is the only network advertiser which 
sees little value in the use of “big 
names’. GE cites the case of Kathy 
Norris and says it’s possible to get 
just as good a rating with an unknown 
or a non-entertainment name. Ac- 
ceptance, workability and payoff are 
the same, says GE, and it bases its 
opinion on surveys conducted by Gal 
lup-Robinson, experts at measuring 
public opinion. 


Advertising Theme 


All manufacturers, at one time or 
another, emphasize special features of 
their sets—exclusive tuning systems 
circuitry, price, quality, style, or fin 
ish. Some vary the type of message 
according to determining factors 

For example, General Electric uses 
straight product features. It never uses 
institutional advertising and only 
rarely goes into explanations of serv 
ice, technical or mechanical details 
Admiral frequently advertises promo 
tional models and was convinced of 
the effectiveness of television adver 
tising recently, when it sold out its 
Regency line as the result of special 
offers on TV. 

Westinghouse uses exclusive fea 
tures and always brings in price, 
quality and styling. One of the strong- 
est television commercials, and one 
which lent itself to demonstration 
was the “no streaks, no flutter, no 
flop-over” used about three years ago 

Certainly the most unique use of 
TV commercials was tried by Motor 
ola during the 1953-54 season. Robert 
Galvin, executive vice president and 
son of the company’s founder, de 

(Continued on page 147) 
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General Motors.... 


Corporation is the largest single U. S. company, 


and the world’s leading maker of automobiles... 


last year turned out 2,873,325 passenger cars, 52% 
of the total produced.” 

The car buyer, however, is not concerned with 
the size of General Motors, but with the values it 
offers. And big figures do not always indicate big 
value, One instance is a magazine that has only 
1,300,000 circulation, but represents a big and 
important market of $11 billion! 

SUCCESSFUL FARMING reaches 26°, of all the 


commercial farms in this country, and 42° of the 
farms earning $10,000 or more, And the average 
cash income from farming of the SF farm subscriber 
is around $10,000 for several years past. 


y 


SF farmers raise 53%, of the corn harvested, 
57%, of the hogs, 38%, of cattle and calves, 44°% of 
the eggs, 44°% of the dairy products—are big 
producers, big industrial buyers, big consumers, 

And Successrun FARMino’s fifty years of real 
service give it more influence than any general 
medium can have. For more quality customers, and 
to balance national advertising schedules, you need 
this magazine! Ask any SF office for the facts. 


*Source: Automotive News, January 3, 1955 


MEREDITH PuBLISHING COMPANY, Des Moines... 
offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles. 








No other built-in range has | c 
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Oven holds huge meal. Same big size as 
all G-E master ovens. “Focused Heat” 
broiler, and new bake unit slide out for easy 
oven cleaning. Automatic built-in oven 
timer and electric minute timer. 








G-E Calrod cooking units give the G-E Speed Cooking your customer 
is sold on. One is EXTRA-Hi-Speed. Widely spaced for large pans. Drip 
pans fit into bottom housing—easily removed through cabinet door. 





Choice of mountings for pushbuttons . 


. in front of cooking surface 
(see above) . . 


. or behind it on wall. Switch box fits between studs on 
16-inch centers. Surface-cooking units fit 36-inch base cabinet . . . take 
about same depth as a single drawer. 

































all these de luxe G-E features 


The famous G-E Speed Cooking your customers want...now in separate 
units for modern kitchens. Extra-wide (21-inch) oven, pushbutton surface- 


cooking, new Mix-or-Match colors. 


Now .. . the famous G-E wide-front master oven 

. plus all the other speed, comfort, convenience 
features that make your customers want G-E 
ranges... in the flexible, modern built-in model 
and beautiful colors they want! 

Sealed-tight, sink-rim installation . . . cooking 
surface is mounted flush with counter-top. Three 
Hi-speed and one EXTRA Hi-speed pushbutton- 
controlled Calrod® cooking units are widely 


G. E.’s Mix-or-Match Colors. G-E built-in ovens and surface 
units are finished in the following decorator colors: white, canary yellow, 
turquoise green, petal pink, cadet blue and woodtone brown. Surface 


unit also available in stainless steel. 


Specially designed G-E Cabinets. Oven enclosure, top and base cabinets 
and surface unit front with or without opening for control panel made to 
. available from your G-E distributor. 


accommodate G-E built-in ranges. . 


—" " mm ; 
+. a 


t 
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spaced, give room for largest pans. 


New waist-high “fashion’”’ oven is lined with 
starlight grey enamel. Easy to clean. Control- 
panel with copper accent recessed out of the way 

. over oven. “Charcoal” type broiler, and new 
bake unit fully enclosed . . . no open coils. Auto- 
matic oven timer. See your G-E distributor or 
write: Range and Water Heater Dept., General 
Electric Company, Louisville 1, Kentucky. 
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anes Cadet blue ovens and surface units in woodtone brown Woodtone brown of ovens harmonizes with wood panel- 
7 cabinets installed in a kitchen with matching blue floor ing in this Early American kitchen. G-E range units, 
covering. Note that the pushbuttons can be mounted off- other major appliances and cabinets in Mix-or-Match 


center on the wall. colors make kitchen arrangements practically endless. 


GENERAL €@ ELECTRIC 











“this Galtonald cash register 


figures yo U r 
ad alelate (= 


automatically!” 


Up to now, National Cash Registers 
told you how much to pay. This new 
feature also tells the exact change to 
be returned to you——giving complete 
protection to customer, merchant and 
salesperson. 

For every one dollar of sales, several 
dollars of customer money are handled 

thus inviting repeated opportunities 
for mistakes in computing change. 


THE NATIONAL CASH REGISTER COMPANY, varron 9, on10 

















Stops mistakes, saves money, speeds service to customers! 


NCR Automatic Change Computer re- 
moves all chance for such errors. 
You can now see, at the top of the 
register and on the receipt, every step 
of the transaction—price charged for 
each item, total of purchase (including 
tax), money tendered to salesperson 
and amount of change to be returned, 
Your printed, itemized receipt is a 
complete “take home” statement show- 


977 OFFICES IN 94 COUNTRIES 


| 





ing every detail of the transaction. 
Merchants must see this new time- 
and-money saver to appreciate its great 
advantages. Call your nearby National 
branch office for a demonstration today. 


t , | 
*TRADE MARK REG. U.S PAT OFF. 
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Does TV Sell TVP 





livered the commercials himself. He 
frequently went into some detail ex 
plaining the inner workings of a tele 
vision receiver and took the job simply 
because no one with a ring of sin 
cerety and authenticity to his de- 


livery could be found 


Live Vs Film 


Without exception, all the ‘IV 
manufacturers who use television to 
advertise their sets agreed that live 
commercials are highly superior to 
taped, kinescoped or filmed messages. 
During Westinghouse’s sponsorship 
of the 1952 political conventions, 
Miss Furness filmed a few commer- 
cials for use late at night. After sec 
ing one she decided to deliver them 
live whatever the hour. 

Motowola’s Bob Galvin tried film 
and found it so unconvincing that he 
resorted to live delivery again. Godfrey 
delivers live for CBS-Columbia and 
so do the announcers for most other 
manufacturers. 

Both Godfrey and Miss Furness 
have license to ad-lib or change the 
prepared message at will. Westing 
house says Miss Furness makes the 
message fit her personality and CBS- 
Columbia Godfrey injects a 
“Warn, human ‘extra’ that is his 
trademark’”’. 

Even Bishop Sheen isn’t immune 
to dropping a kind word about 
Admiral products. Although the com 
pany uses all live demonstrations, the 
Bishop has occasionally inoffensively 
endorsed the products he represents. 


SaAVS 


Market Coverage 


All the manufacturers use full net- 
work coverage in most cases. In some 
instances they supplement the net- 
work offer by buying a few stations 
not on the regular network in order 
to cover the area served by all distribu- 
tors. Occasionally it works the other 
wav and the advertiser buys coverage 
of a given geographical area for a spe 
cial campaiga to back up his distribu- 
tors and dealers. But these schedules 
are usually spot rather than network 


\\ 


CONTINUED FROM PAGE 142 








Special events have proven highly 
successful for television advertisers. 
Admiral has used the All Star football 
game, the Golden Gloves tournament, 
the 1952 political conventions and 
various championship football games 
off and on since 1948. 

Last year, Zenith bought the 
NCAA football games and Crosley 
will use them this year. Motorola 
used the East-West football game in 
1950-51 for the sole purpose of an 
nouncing its new line. 

Westinghouse will again sponsor 
the political conventions in 1956 at 
an estimated cost of $5,000,000. In 
addition, there will be a nine-week 
series of debates on election issues be 
tween the conventions and the ele 
tions. 

Seven of the 11 ‘I'V manufacturers 
who have used network television to 
advertise their sets make other prod 
ucts as well: white goods, industrial 
equipment, electric lamps. They 
have the problem of buying TV time 
for the whole line and then allocat 
ing a portion of it to televison. 

Although the amount of time al 
located varies (as little as 25 percent 
and as much as 50 percent) the 
method of allocation does not. Sea 
sonal factors nearly always influence 
the division of time. In the fall, tradi 
tionally a good television market 
period, they devote more commercial 
time to TV than to white goods, for 
example. 

Other determining factors; an 
nouncement of new merchandise, 
clearance of certain models, change in 
models. 

Among all the manufacturers inter- 
viewed, only one jarring note was 
heard, A spokesman for General Elec 
tric—which spends about as much in 
television advertising as it does in 
print advertising—said he’s not at all 
sure of the merchandising force of 
I'V advertising. While it is ideal, said 
he for cosmetics and other soft goods, 
it has yet to prove its value and effec 
tiveness in hard goods selling 


End 
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At KAMA 


1955 


Are you an old 
Indian fighter 
at heart ? 











Johnson 


Scrubs and Polishes Floors Automatically. . 


PAGE 








Eliminates back-breaking, down-on- 
the-knees floor care! Put yourself in a 
woman’s shoes. Wouldn’t you welcome free- 
dom from the drudgery of doing floors on your 
hands and knees? Of course you would! 

And sales to date prove women do! Here, at 
a price that fits comfortably into any family’s 
budget, is the solution to the last unpleasant, 
household task. And now, due to the increase 
in hard-surfaced floorings, there’s an even 
greater need than ever before. 








Wax Polisher: 


Weighs less than a vacuum cleaner 


...has many more uses! There’s never 
been an appliance that does so many jobs so 
well in so many parts of a home! It’s so light 
it’s easy to carry, easy to use—upstairs or 
down, inside or out. Ideal for basements, 
patios, breezeways and garages as well as any 
room in the house. As useful to the man of the 
family as to his wife. Saves so much hard, 
back-breaking work, owners use them day 


in, day out all through the year. 


Consider these advantages to you 


Vital Statistics 


Jade green. Chip- and dent- 
proof, impact-resistant housing. 
AC/DC, Automatic safety 
switch cuts motor when handle 
is lifted. Full room coverage with 
22’6" power cord. Ventilation 
slot where water can't reach it. 
Comes complete with tampico 
polishing brush, palmetto scrub- 
bing brush, chenille buffing pad. 
Change in seconds. All bristles 
imbedded in hard rubber ring 
bonded to steel for maximum 
wear, 
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No trade-in troubles! No installation expense! @ Authorized service stations in every major city! @ Priced right for vclume selling! 


~s ows WAY 
ewER SCRUBBER 








. has exclusive 
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ends the last hard household chore - 
opens a new profit frontier for you! 


Single-Rotator Design proved best in professional use! 











Waxes floors 10 times faster than she 
can by hand. Automatic floor care 
the Johnson’s Wax way gives much 
more leisure time ... virtually elimi- 
nates costly floor refinishing ! 


Scrubs floors without spattering! Deep- 
cleans all trace of grit and grime. 
Whisks off stubborn wax build-up in 
seconds. Special vinyl! plastic bumper 
prevents marring of base-boards, 


Buffs back first-waxed luster! Com- 
pany coming? Floors look dull? 
Don’t re-wax. Just flick the switch 
~—in a matter of moments, that just- 
waxed lustre will be restored, 


Huge, Untouched Market — Every Wired Home a Prospect 


Less than 1% of the nation’s families now own a home 
floor care machine. That leaves a potential of about 
48 million units in this fast-growing new market. 


It’s our business to know how a home floor care 
machine should perform. Through 3 years of intensive 
design research, we’ve taken the bulk and bother out, 











Get on the right end of the selling odds. Compared with built convenience into this new Polisher-Scrubber. 
the saturation figures on many of your once fastest 
movers, isn’t it only plain common sense to stock an 
item for which 99 out of 100 families are ripe sales 
prospects? 

aeele) ee. ieee meh iatme We Johnson’s Wax 
people have been floor care specialists for 69 years. 


All the weight is over the brush. With all its weight con- 
centrated directly over the single brush, this new 
Johnson’s Wax machine applies more weight per 
square inch of brush surface than any twin-brush 
model. Naturally it scrubs cleaner, polishes brighter 
and faster. 


Biggest advertising drive ever 
behing t this kind of appliance! 


The full benefit of nation- 
wide T'V support! A great 
new series of 90-second spots 
on Robert Montgomery Pre- 
sents will demonstrate and 
» pre-sell the new Polisher- 
» Scrubber in millions upon 
millions of homes this fall. 
This top network show is 
sure to boost prestige ... 
) build even greater demand. 





Heap big profit! 


You actually make more money per unit 
sale than you do on many higher priced, 
harder to sell appliances. You don’t have to 
tie up a lot of floor space. And there’s only 
one model to stock. There are hundreds of 
customers in your community. Why not 
look into this new profit potential today? 
Simply call your appliance or hardware dis- 
tributor, or write: Manager, Appliance 
Department, 8. C. Johnson & Son, Inc., 
Racine, Wisconsin. 
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SURE WAY 
TO CLINCH 
SPACE HEATER 
SALES 














AUTOMATIC O'L LIFTING 
EFFICIENCY 


Medel 356 Oilifter automat 
leatly lifts off from storage 
tonk to burner, Pumps fuel 
from outside of basement 
tank to heater above, os high 
as 25 feet, ideal for central 
heating systems, too. 


1 you close your next space heater sale, 
be sure to mention this trio of A-P accessories. 
Each is a specialist in providing your customers the 
ultimate in automatic comfort and efficiency 

from oil-burning appliances. Remember . . . the 
sure way to clinch space heater sales is to make 
certain you sell more than a space heater. Sell 


automatic comfort and efficiency. 


Order these last-selling accessories from your 


wholesaler or write: 





DEPENDABLE Coutrols 


AUTOMATIC O}L CLEANING 
EFFICIENCY 
Model 243 SY Trap-it auto- 
matically traps dirt and con 
densation in oi! before it 
can reach burner and choke 
flame. Lifetime strainer 
cleans in hot water in three 
easy steps. 


AUTOMATIC COMFORT 
Mode! 240 MIT-YS Thermo- 
matic Comfort Control assures 
100% even, healthful heat 
A three minute installation, 
Fits most space heaters with 
an A-P manval control valve. 


For Air * Liquids * Gaces * Refrigerants 


H-P CONTROLS CORPORATION 


2400 N. 32nd Street, MILWAUKEE 45, Wisconsin 


COOKSVILLE, Ontario NIJMEGEN, Holland 


For Export: 13 E. 40th Street, New York, N. Y., U.S.A. 
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Headaches or Profits? 


CONTINUED FROM PAGE 93 


“It’s different from buying radio- 
rv,” he says, “because the buying 
interval is more frequent and we are 
supplied by some 40 manufacturers. 
To order hi-fi, I have to process eight 
to 10 orders a day against, perhaps, 
two a month for radio-TV. It takes a 
lot of time and it requires a lot of 
product know-how.” 

Acolian’s initial inventory ran well 
over $50,000 worth of parts and units 
and other fixed costs such as remodel 
ing of space and installation of a 
special wall panel to demonstrate any 
combination of speakers, amplifiers, 
changers, tape recorders and other 
equipment, cost several thousand 
dollars more. 


Pittalls 


Chrisler thinks one of the biggest 
traps the average dealer can fall into 
is to count on his service and installa 
tion department carrying its own 
weight on hi-fi work alone. “This 
is a department that can drive you 
right on the rocks if you’re not care 
ful. 

“In our case, we had both a cabinet 
and electronic shop established and 
the shop men were busy with our 
regular work. Adding on hi-fi simply 
filled out their time to the maximum 
and we have hired more men as we 
needed them.” 

High fidelity enthusiasts are apt to 
be demanding in their requests for 
service and here, says Chrisler, tact 
and diplomacy are needed. “The best 
way to go broke is to give away service 
~—on the other hand it’s difficult to 
sell hi-fi buyers service. We've run 
into lots of headaches trying to satisfy 
irate customers and still not wind up 
paving the bill ourselves.” 

Careful stock control is another 
factor that must be watched closely 
Because most hi-fi suppliers don’t 
have branch warehouses, they ship 
orders direct from the factory and a 
lag of 10 days to two weeks isn’t un 
common. Knowing this, Chrisler says, 
the hi-fi buver is apt to go overboard 
in his desire to have parts and units 
on hand. When this happens, the 
store suddenly finds itself with too 
much cash tied up in inventory. End 





“THERE ARE SAVINGS THOUGH. FOR THE FIRST 
YEAR OR TWO YOU SHOULD GET A BABY SITTER 
FREE OF CHARGE 
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The 21-inch 
DU MONT CABOT 
on TANDEM TABLE 








The 2l-inch DU MONT CAROL 


The 24-inch 
DOUGLAS by DU MONT 


The 2l-inch DUMONT TAFT 


You can tie-in your new Du Mont line 
with these world-famous quality leaders! 


oU Mont 


PROMOTION 


When 
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Wall Paper by scHuMACHER 


Car by CADILLAC 
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Jewelry by TRIFARI 
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Gown by CRiL. CHAPMAN 


Outperforms all ordinary TV 


FIRST WITH THE FINEST IN TELEVISION 


PAGE 








1517 


.. - YOU. get Chiatr Liylining action 





i BIG-SPACE DU MONT QUALITY 
TIE-IN ADS IN TOP MAGAZINES... 


28 insertions in 5 Fall-Winter months, 
delivering 33,000,000 advertisements to 
12,285,000 best-buying homes! 


* 
2 ... SUPPORTED BY A COMPLETE 
LINE-UP OF DISPLAYS, SIGNS, 








LITERATURE... 

P CADILLAC DEALER WINDOW —A high-style window using Du Mont dis 

°B ...PLUS VAST POSSIBILITIES FOR alates at ee 
LOCAL PROMOTIONAL TIE-INS ==. 
WITH CADILLAC, CEIL CHAPMAN K| Qe ila = 
TRIFARI AND SCHUMACHER | = SS 


OUTLETS... Ask your Du Mont distributor 


salesman how to plan them! 


f ... ALL BRINGING IN CUSTOMERS 
TO SEE DU MONT QUALITY AND Le 
STYLING IN | ; J y 
y 


' A _— se) 7) / 
lhe Greatest ouMOnr Line : OV 
J 


’ 
ever created! 


























CASH IN! CALL YOUR DUMONT DISTRIBUTORS 
SALESMAN NOW FOR 


Complete Promotion Plan Book 


\ .-» telling how to create your own displays, tie-ins and publicity... 
how to get top profits from this great Du Mont promotion! 


PAGE 152 SEPTEMBER, 1955—ELECTRICAL MERCHANDISING 






for DUMONT Fall sales in your store ! 
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FASHION STORE WINDOW —Featur- 


crowd-stopper for the local stor 
ing Ceil Chapman gowns and a 


e that handles 
Ceil Chapman fashions! 


...at new low 


prices from 169°° 
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ENTER NOW! DUMONTS ‘QUALITY-CHAIN’ DISPLAY CONTEST ! 
WIN! fi 7 rst | rl Ze —Choice of Chevrolet Bel Air Sedan 


Chevrolet Panel Truck 
Chevrolet Corvette 


77/ a wide variety of valuable 


Second ana Third Prizes! 


Ask your Du Mont Distributor’s Salesman for full details NOW! 





ELECTRICAL MERCHANDISING—SEPTEMBER, 1955 


PAGE 153 














Dollars you save 
with this NEW, LOW-COST POWER 





FOR DOMESTIC APPLIANCES 


AND ACCESSORIES ON 
AUTOMOBILES - BOATS - AIRCRAFT 


Now, power accessory manufacturers can take advantage 
of the low cost and extreme versatility of this new Redmond 
MicroMotor. Designed for use on various domestic appli- 
ances as well as for automobile window lifts, seat adjustors, 
windshield wipers, air conditioners, and marine pumps 
and blowers, this new motor is wound for both direct and 
alternating current. 


The TW motor is available in sizes from 1/100th h.p. 
at 1500 r.p.m. to 4% h.p. at 15,000 ¢£.p.m. 


Write today for complete specifications 


The Standard of Dependability 





COMPANY, 


Owosso 


INC 


MICHIGAN 


THE BIG NAME IN SMALL MOTORS 
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Don’t Call Me a Discounter 





willing to pay for convenience and 
exclusiveness.”’ 

Masters does, however, believe that 
most retailers will have to streamline 
their operations and begin to compete 
more on a price basis. But he doesn’t 
like to offer himself as an example 
or pretend to be an expert. Most re- 
tailers, he thinks, could find the pat- 
tern best suited to their own business 
if they would take a cold, analytical 
look at their operations. “It isn’t 
necessary to hire an expert to come 
up with recommendations. Most of 
the time the retailer won’t follow his 
advice, anyway.” 


Masters as An Example 


It's doubtful that many retailers 
could pattern themselves very closely 
after Masters no matter how hard 


they tried. The business is a one-man 
operation, albeit a highly-successful 
one. Masters, for example, does all 
the buying (except fill-in orders) and 
he is the only man authorized to sign 
checks. 

But being a one-man show is not 
his key to success. Masters insists that 
his real secret is no secret at all. He 
pays close attention to overhead, keeps 
it to an almost irreducible minimum 
while still offering such services as: 

(1) house delivery of merchandise 
in original factory-sealed cartons 

(2) refund at any time within 30 
days without any questions asked 

(3) a year guarantee on all appli- 
ances in addition to the manufactur- 
ers’ warranty 

(4) maintenance of a service depart- 
ment 

(5) a time payment plan 

To move $18 million worth of 
goods under these conditions, Masters 
employs 175 people. (He was told 
recently by a department store execu- 
tive that a large store would require 
1500 employees to handle such a 
volume. Masters is dismayed by this 
estimate—and by the fact that the 
executive who made the estimate ap- 
peared to accept it as logical. 

Masters’ operation is run from a 
single, rather cramped office on the 
third floor of the Manhattan building 
which houses the Masters retail store. 
The offices are, however, a far cry from 
the chromium-fronted atmosphere of 
the store itself. 

In the office are four so-called buy- 
ers (although buying decisions rest 
solely with Masters), one stenographer 
and several switchboard operators. 
Masters himself has no secretary, 
claims that he has never written 
a letter. “If it’s worth doing some- 
thing about it’s worth a phone call. 
Otherwise I forget about it.” About 
six months ago nines hired a secre- 
tary—who quit within six weeks be- 
cause there wasn’t enough to do and 
because the general atmosphere was 
too “frantic.” 

Masters’ constant attention to over- 
head allows him to turn in a cost of 
doing business ratio something like 
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this (in contrast with NRDGA figures 
at the right). 


Salaries and wages 5.69% (17.70%) 


Store and selling exp 2.11 (650 ) 
Warehouse & shipping 195 (2.25 ) 
Office & general 145 (445 ) 

Total 11.20 (32.90 ) 


Masters insists that his buying is 
not the cloak and dagger operation 
many retailers might suppose it to 
be. He buys the vast majority of his 
merchandise through authorized 
sources and has little to do with trans 





“ 


. . « there’ll always be room for 
different types of dealers * 


shippers “because they're too expen- 
sive.” Most firms have no scruple 
about supplying him but on occasional 
lines he gets his supplies from 
“friends.” 

Masters sets his prices on the basis 
of cost, rather than discounting from 
the list price. He is, incidentally, 
skeptical about the success of no-list 
pricing, fearing that some stores will 
put phony lists on merchandise so 
that they can offer bigger discounts. 


Sizing Up The Opposition 


Accustomed to doing business with 
a trimmed down force, Masters is par- 
ticularly critical of department stores 
and their “deadwood”. He thinks that 
department stores in their present 
form cannot continue to compete 
and he feels that one important handi- 
cap under which the big store labors 
is the tremendous overhead of execu- 
tive personnel “and their secretaries 
and their staffs”. 

Similarly, he is critical of compli 
cated record systems and of the stores 
which utilize them. “If the executive 
was in touch with the business he 
wouldn’t need a fancy system to tell 
him what was going on.” Masters 
himself uses only three basic pieces of 
paperwork: 

1) a continuing inventory 

2) a purchase order form requiring 
five signatures to indicate that five 
necessary steps in the ordering and 
stocking routine have been taken care 
of 

3) cash register tapes showing day 

(Continued on page 158) 
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Sold 28 Maytags in 30 minutes. That's the record of these two wide-awake salesmen in 60-hour non- 
stop Cleveland promotion. Dealers report salesmen have earned as much as $500 in a three-day period. 








Pajama game pays off as pajama-clad Cleveland dealer invites customers to Mass display tells passers-by that dealer has merchandise to move. Ideas 
catch him while he's sleepy and cash in. Dealers even went a step further, offered like these proved successful in all size towns and cities from under 500 to 
customer a free unit if dealer was caught asleep. None did. 1,000,000 population, throughout the United States. 
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MAYTAG MAD MARATHON 


has real gone results! 


MAYTAG DEALERS ROLL UP NEW SALES RECORDS 
IN 72-HOUR ROUND-THE-CLOCK PROMOTIONS 








‘i 


— 


vot 
ey An amazing demonstration of Maytag selling success is dazzling Now’s the time for you to move with Maytag. Write, wire, or phone 
» dealers from Maine to New Mexico. your Maytag regional manager for details on how you can start this 
Maytag dealers know this promotion as “Operation 72,” or May- easy-to-stage promotion. Do it today! The Maytag Company, 
“ tag Mad Marathon. Whatever the name, results are the same, with Newton, lowa. 
dealers reporting “. . . most successful we've ever used . . .” and, “We 


did more business dollar-wise in three days than we do in thirty days.” 


EYE-OPENERS EVERYWHERE 





























New Maytag 
sy ” ’ 
Dealers make “hay” when the sun’s not shining! City Population Units 
[he practical appeal of staying open all night, plus the dramatic . —~ pesos naa 
yr ee i a ie San Antonio, Texas 408,402 ty SON 
impact of salesmen keeping awake 72 hours proved irresistible to 
people Norfolk, Virginia 213,513 261 
Typical of the spectacular Maytag blitzes was that at Cleveland, emsae md ad 
an Knoxville, Tennessee 130,000 361 
where four dealers joined together and staged a 60-hour non-stop 
ae ; Pueblo, Colorado 63,685 . 60 
operation. A full schedule of advertising in newspapers, radio, and : 
television, swept in customers at all hours and swept out $108,000 ae —_— : ie 
in merchandise, including 408 new Maytags. Table at right gives . yore mi —, 
: , , PLUS . . . Hundreds hundreds of TV sets, 
other examples of the record sales results enjoyed by Marathon- ore, ond tone 64 theveends of Asher es of other 
minded Maytag dealers. morchandice, —— 
| With unmatched product value backed by promotion with imagi- eoeatioes but hen vay Po Be Sree en 


nation ...no wonder more than 9,000,000 Maytags have been sold! 


| MAYTAG IS ON THE MOVE! 


ar” 


( 





S 
if 
Quiet ... salesman at work! Maytag sales story finds ready ears during Maytag Daily radio programs helped build traffic. Local disc jockeys, 
Mad Marathon. Dealers assured future sales by booking many demonstrations as well caught up in the excitement, turned after-midnight spots into an almost 
as closing sales on the spot. continuous commentary. 
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appliances powered with... 


nb Electric 


SPECIAL APPLICATION 






Parts designed for 
floor polishers, 
food mixers and 
other household 


appliances. 


® You will find the appliance 
is easier to sell when you tell 
your customer it is powered by 
a Lamb Electric Motor, speci- 
ally designed to provide good 
performance and assure long, 
dependable service. 


Greater sales appeal, result- 
ing from these advantages, 
speeds turnover — which is 
one of the many reasons 
why leading dealers the 
country over like to handle 
appliances equipped with 
Lamb Electric Motors. 


THE LAMB ELECTRIC COMPANY 
KENT, OHIO 


in Canada: Lamb Electric — Division of 
Sengeme Company Lid, — Leaside, Ont. 


~) MOTORS 


Self-oiling porous bronze 
bearings ond other fea- 
tures insure dependable 
performance, 





Turbine designed for can 
ister-type vacuum cleaner. 


They're Powering America's Saal Products 
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Don’t Call Me a Discounter 





by day business from individual de- 
partments. 

Although it would appear that Mas- 
ters has cut his overhead to an almost 
irreducible minimum he insists that 
should volume drop, he could make 
the necessary cost cuts to continue 
doing business at a profit. 

Masters is an outspoken man, a re- 
tailer who believes in doing things 
his way and of cutting out functions 
which he does not consider necessary 
in today’s market. 

He is proud of the services which 
his store offers but he makes no secret 
ot the fact that there are certain 
things he does not do. The store does 
not, for example, exercise a “creative 
selling” function in pioneering new 
products. 

“Why should I,” asks Masters. 
“Who's forcing any retailer to do so? 
If the manufacturer is actually pre- 
selling at the national level as he says 
he is doing, then this extra selling ef- 
fort at retail is unnecessary. If the 
dealer wants to pioneer a new prod- 
uct, let him do it. But nobody's 
forcing him to do it and I can’t see 
why he should cry over my not doing 
it.” 

A rough competitor, Masters be 
lieves he is also a legitimate one. He 
is particularly critical of the “‘illegiti- 
mate” retailer and the “bootleg” dis- 
count houses who, says he, give the 
public a false impression of this type 
of retailing. As examples of illegiti 
mate retailers he cites certain credit 
merchants who inflate prices, then sell 
on long-term plans to people who 
can’t afford the merchandise in the 
first place. 

Masters has lived all his life in New 
York City, went to work at 1] for a 
chain of retail radio stores. This 


background is obvious in his current 
Most of his criticism is 


thinking. 
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leveled at department stores and when 
he’s asked about appliance dealers he 
thinks instantly in terms of the big 
appliance chains, the Vim’s and Da- 
vega’s, for example. The independent 
specialty dealer common to less me- 
tropolitan areas appears to be an un- 
known quantity in Masters’ thinking. 
He was, for example, unaware of the 
identity of one of the best known in- 
dependent dealers in the East. 

But despite this big city bias in his 
thinking, Masters is convinced that 
retailers anywhere could imitate his 
type of operation—if they chose to. 
He does not, as we have seen, main- 
tain that every retailer should do so. 

Masters has little patience with the 
complaints of suburban dealers that 
discount houses are ruining business. 

“Let ’em do what I’ve done. Most 
of them are operating through force 
of habit. If they were serious about 
improving business they could take a 
long look at the way they’re running 
their business. Then they'd find ways 
to cut overhead and streamline thei: 
operation.” 

If that doesn’t work, “get out of 
business.” Masters is convinced that 
many dealers go broke “hanging on. 
You've got to know enough to get 
out.” 

Steve Masters contends that he 
would have sense enough to do just 
that if necessary. But for the time 
being there appears to be little reason 
for him to think about getting out 
of business. His volume is growing 
steadily and, despite the one-man 
nature of his operation, Masters is 
planning on expanding. The reason 
is simple, Masters says: 

“Dealers don’t like me, distributors 
and manufacturers say they don’t like 
me, 

“But the consumer does like me.” 

End 








“IF THE SUBJECT OF COOKING COMES UP IN THE 
C LET ME KNOW” 
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Most Modern Design! 


Most Modern Power! 


Get both in new Chevrolet Task-Force 
trucks. Modern styling that actually 
works for you! Modern power in the 
shortest stroke V8’s* in any leading truck! 


Styling that’s designed to make money for you —It’s a fact. 
The ultra-modern, Powermatic design of a new 
Chevrolet Task-Force truck calls attention to your 
business, favorably impresses customers and pro- 
spective customers! That’s why on looks alone a 
Task-Force truck can make money for you. And 
it’s functional styling. Panoramic windshield, new 
High-Level ventilation, concealed Safety Steps— 
these are styling features that double in brass to 
make the driver’s job less of a chore. With safety 
and comfort increased, efficiency goes up. Tight 


schedules are easier to maintain and you keep the 
profits coming in on time. 


V8 power—unmatched for efficiency! Chevrolet brings you 
the industry’s most advanced short-stroke V8 
engines! The compact, super-efficient design of these 
great V8’s reduces friction and wear .. . delivers a 
higher output per pound of engine weight. You save 
on upkeep and operating costs! And with a modern 
12-volt electrical system, you get double the voltage 
for quicker starting plus a greater reserve of electrical 
power. With two power-packed V8’s and five gas- 
saving 6’s—it’s the greatest engine choice in Chevrolet 
truck history! See your Chevrolet dealer for details. 
. . . Chevrolet Division of General Motors, Detroit 
2, Michigan. 


*V8 standard in the new L.C.F. models, an extra-cost option in all 
others exceps Forward-Control models 


NEW CHEVROLET 
ater Jask-Force tRucKS 
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teams up with 


Arlene Francis 
on the big NBC-TV 


network Show 


HOME 
fight through the heart 
of your best 


selling season! 


Yes, it's the most spectacular advertising and promotion 
campaign in the entire gas range industry 








Coast-to-coast television! A popular show! An 
exciting TV personality! This powerful advertising 
combination will be selling Caloric Ranges this 
fall. Yes, every Wednesday, beginning September 
2Ist and continuing for 8 full weeks through 
November 9th, Caloric gas ranges will be shown 
and demonstrated by ARLENE FRANCIS herself on 
her famous HOME show. Over two million in- 
terested housewives in major U.S. cities will be at 
their television sets, watching every move, hearing 
every word. It’s the most exciting and compre- 
hensive promotion Caloric has ever undertaken. 
tt’s designed to offer you powerful support 
throughout the whole fall season, to help you 
sell More Caloric ranges in Fall, 1955. 
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This all-star campaign can be super-successful 
with your own local advertising and promotion 
support. Caloric gives you all the help you need 
with complete promotion aids. Everything 
from billboards to newspaper mats, to help 
you catch the thousands of women in your 
area who will see Caloric demonstrated by 
Arlene Francis on the HOME show. Ask your 
Caloric representative, or mail this coupon. 


. Reis ed Sartre oe lactis Aa 
BE SURE TO TIE IN WITH YOUR OWN LOCAL ADVERTISING 
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EXCITING “HOME” 

WINDOW DISPLAYS 

Jumbo HOME displays showing 
the whole Caloric line. They tie 
in with the John Wayne display 
featuring the “Old Range Round- 
up” that fits on the backguard 
of your Caloric Range. 








CALORIC 1955 MERCHANDISER 
This 40 page book is your pro- 
motion bible. It contains infor- 
mation onevery form of advertis- 
ing you need. If you don’t have 
one already, ask your Caloric 
Salesman for yours, or write us 
direct. 





RADIO SCRIPTS 
TELEVISION SPOTS 


Scripts for either one-minute or 
20-second radio announcements 
available without charge. Sepa- 
rate TV films on each range 
model are also available. 
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NEW “HOME” DOUBLE EASEL 


One side tells the whole Caloric 
story in full color. The other side 
is attractively printed in tur- 
quoise and black with picture 
of Arlene Francis. 








TIE-IN MATS 


2- and 3-column ad mats to 
give your store the benefit of 
Caloric’s national advertising. 
Mats for every range model. 
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NEW “HOME” WINDOW STREAMER 





=" 


~—he “ 
“Su, 


sures 
PTO sete 


~ 
oe 
Ne 





Eye-catching displays for your 
windows. They'll let HOME 
viewers know that YOU are 








es, 


tee 


Caloric headquarters for your 
area. 


DIRECT MAIL 


Conduct your own local direct 
mail campaign with colorful and 
inexpensive postcards and 
folders. Use them as point-of- 
sale give-aways too, 





NEW “HOME” GUMMED STICKERS 


2” x 444” and handsomely 
printed. Put them on your Caloric 
ranges. They'll remind your cus- 
tomer that she’s seen the range 
on the HOME show. 














OUTDOOR BILLBOARDS 


For the biggest ads in town, 
order from several styles of bill- 
boards. They can put your store 
on the map in a hard-hitting way. 









ELECTRICAL 





ALEXANDER FILM STRIPS 


Show them in full color at your 
local theaters, to local customers. 
Your identification, right on the 
film, can make it a real sales- 
builder in your community. 






BREA ARI 2 ema do 
xto-% ' “ 
GG EEE RBCS Bhs oe gee Fee ait WBE 


CALORIC APPLIANCE CORPORATION 
TOPTON, PENNSYLVANIA 


RANGES 
DRYERS 
BUILT-IN UNITS 
DISPOSERS 
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TELEPHONE LISTINGS 


Caloric pays for a one-inch head- 
ing in your local classified tele- 
phone book. Don’t miss this 
inexpensive opportunity of keep- 
ing your name and Caloric’s 
name in the public eye. 





Name 


Please send me information on how I can 
tie in with Arlene Francis and “HOME” 





City 


Address. 





Zone___ State_ 











PAGE 











Additional 
remote 
station with 
puch button 
selector switch, 


MODEL RDT-100 
List $9.95 
S-wire 


cable for 
above unit 


List .O5 ft. 


IDEAL 


Baby Sitting 
House to Garden 
House to Garage 


Kitchen to Playroom 


OFFICES 

FACTORIES 

RESTAURANTS 

STOCK ROOMS 
uhere. 

.-.for BETTER 


TWO-WAY 
COMMUNICATION! 





LOOK for the RMS man 
jor your best buy in 
Outdoor Antennas + 
Indoor Antennas 
+ Rotors 
TV Antenna Accessories 


+ Intercoms + 
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MODEL 
#DT-100 
LIST $29.95 


in Ivory .. . $32.45 


Preferred by dealers and users everywhere! 


EXCLUSIVE! Additional 
switch on remote permits un- 
interrupted talking especially 
desirable where a remote sta- 
tion is required to be “ON” 
for long periods of time. 


ADVANCED! New indicator 
light system lights only when 
ready for talking (NOT when 
set is turned on, as with ordi- 
nary intercoms). 


© Master unit features volume control with handy ON-OFF and 


Press-to-Talk switches. 


© Remote unit has Press-to-Talk switch for quick, easy operation; 
easy-to-reach rear mounted switch for Continuous Talk. 
Complete with 50 ft. of 3-wire cable. 


Quality 4” Alnico Speaker 
Output wattage—1.8 watts. 
Mahogany, Bakelite cabinet. 


Easy Installation. 


Hendy multicolor 


display bex helps you sell! 
FREE literature, mats. 





ORDER TODAY 
from your leeal radio 








2 TV parts dictributer. 
< trade a ; 








© 2 tubes. 





RADIO MERCHANDISE 





my SALES, INC. New vork 2, wy. 
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A Washer an Hour 
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was throwing away the key to the store 
for 72 hours, that the first 25 people 
in the store would be given gift cer- 
tificates worth $25 to $100 on the 
purchase of new automatic washers, 
that the first 25 people in the store 
after 9 pm Monday night would be 
given coffee warmers (value $2.50), 
and that the first 25 people who asked 
for a trade-in appraisal would get a 
three months’ supply of Tide. Every- 
body got a chance to register for the 
grand prize—an automatic washer to 
be given away at the end of the cam- 


paign. 
yan kicked off the operation with 
a 6 o'clock breakfast for his staff of 
five salesmen, eight service men and 
four office clerks, Also attending were 
distributor representatives, home econ- 
omists and advertising men—in fact, 
almost everybody who had anything to 
do with the promotion at all. Maytag 
“Spring Party” dress was worn by all 
hands—a blazer and straw hat—but 
with additional lettering on the back, 
Operation 72. A model, Miss Irene 
Matthews, was introduced as “Miss 
Maytag” and was designated to be on 
hand to welcome store traffic and to 
lend her good looks to the proceed- 
ings. By 5 am every salesman was in 
lace, every display in readiness, Miss 
Matthews donned her best smile and 
the store’s doors were opened to the 
waiting throng outside. 


Ryan Kept ‘Em Coming In 


“Naturally, there was a big rush of 
people into the store at the outset,’ 
says Ryan. “We expected that, of 
course, but our aim was to keep them 
coming into the store throughout the 
day and night. We achieved that aim 
by spacing our prizes and kecping 
something going all the time. For in 
stance, at slack times, if a woman 
came into the store with a child we 
would give the child a teddy bear and 
in no time at all, as the woman spread 
the news around her neighborhood, 
we would have a new stream of 
mothers coming into the store. We 
pve away at least 50 teddy bears and 
wundreds of boxes of Tide.” 

Ryan arranged his salesmens’ and 
his service mens’ hours so that four of 
his staff were on the floor of the store 
at all times. In order to maintain his 
average of one washer sale an hour, 
Ryan saw to it that prospects got 
quick attention. A oe call of 
inquiry about a possible trade-in, a 
suggestion from a customer that one 
of her neighbors might be a trade-in 
prospect, or almost any other hint 
about a prospect was followed up im- 
mediately by a salesman with an extra 
good trade-in offer, and as a result 
sales came pretty fast. 

This emphasis on trade-ins was 
for the most part responsible for the 
success of the operation. In all of 
Ryan’s advertising and his salesmens’ 
talks with pros the idea was 
accented that pos ny ad the 72-hour 
operation could the customer get such 
a terrific trade-in value as he may 
never be offered again. Ryan called 

(Continued on page ten) 
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THE NEW DELUXE MODEL 403 


The mark of distinguished and gracious living. Makes everyday meal preparation easier, 
faster, better . . . more economical! Homemakers delight in the Osterizer’s around-the- 
clock usage —for mixing health-giving beverages; preparing tasty mayonnaise in seconds; 
money-saving purees and chopped foods for feeding baby better; and a host of new things 
to make with left-overs. Two Rite hen-Engineered Speed Selectivity provides every range 
of versatility for all food processing tasks from blending smooth sauces to grinding fresh 
coffee. Four-cup crystal A me glass container has graduated markings for ter accuracy 
and simplicity in measuring contents. Larger, more powerful motor. AC-DC, 115 Volts, 
L. Listed. Shipping Weight, 14 lbs. 
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Model 403C OSTERIZER, Chrome Base Retail $49.95 


Model 403W OSTERIZER, White Enamel Base Retail $44.95 
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PRACTICAL Processing Unit VERSATILE Specially designed BENEFICIAL Seal-Tite Cover 
easily separated from glass con- threading permits p ing = has ble full ounce meas 
tainer for faster removal of unit to be used on any size uring cap for adding ingredient» 
foods and for easier cleani dard ing jars. Ideal for while Osterizer is in operation 





Exclusive Flex-O-Matic Seal proparing small quantities, and = On Model 403 only 
prevents leakage. On all models. _— storing. On all models. 


NEW 96 page Recipe Book with beautiful 4 color illustrations. Covers everything from soups to cakes 
Supphed with every model. 





THE OSTERIZER MODEL 10 
Original Liquefier-Blender. Standard model. Powerful single speed operation will 
make an almost endless variety of tasty appetizers, main course dishes and wonderful 
beverages. One piece, non-breakable, Neoprene cover, sparkling heat-resistant glass 
container Resicun base easy to keep spotlessly clean at all times, AC DC, 115 
Volts, U.L. Listed. Shipping Weight, 10 Ibs 

Medel 10C OSTERIZER, Chrome Base Retail $44.95 


Model 10W OSTERIZER, White Enamel Bese Retail $39.95 


GET IN ON THE SWING TO (}MS. .. 
WRITE NOW FOR THE NEW DEALER PROMOTION PLAN! 
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KNEE ACTION PORTABLE MIXER 

7 Knee Action beaters are automatically self-adjusting 
to bowl contours — making this DeLuxe Mixer as in- 
os as it is invaluable in today’s modern kitchen! 

perates efficiently in any position. Easy to remove 
and clean life-time stainless steel beaters. Three re- 
cipe-tested speeds with control dial for tireless opera- 
tion in either hand. Indispensable heel rest assures 
spic and span mixing area at all times. Handy wall 
bracket for out-of-the-way storage. It really beats all 
ye what this mixer will do! AC-DC, 115 Volts, U.L. 
isted. Shipping Weight, 3 lbs. 5 oz. 





Medel 420 Retail $19.95 


OSTERETT PORTAGLE FOOD MIXER 


“Light as a feather’, and easy to use. A compact 
mixer with praise-winning power per yound, and 
styling. Stainless Steel Beaters ik removed 
and stored —are small enough to fit inside a tum- ‘ 
bler or cream bottle, Single speed operation 
Beautiful shockproof housing formed to fit the 
hand. Can be stored in eutlery drawer. AC-DC, 
115 Volts, U.L. Listed. Shipping Weight, 2'¢ Tbs 


Medel 400 Retail $16.95 


TDoublle, Adis 


OSTER ELECTRIC 
KNIFE AND SCISSOR SHARPENER 


Exclusive overlapping sharpening 
wheels put a hollow-ground cutting 
edge on any blade sharpening both 
sides at once. Too much pressure on 
wheels automatically stop their turn 
ing, cannot damage the blade. New 
scissor sharpening platform provides 
correct position for sharpening scissors 
AC , 115 Volts, U.L. Listed. Shipping 
Weight, 5' Ibs 


Medel 500-§ Retail $16.95 
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Reycin 


The most complete hair cutting kit on the market... 
with everything needed for easy-to-give profes- 
sional looking haircuts! Contains ivory-colored 
Raycine DeLuxe electric clipper with new Butch 
Haircutting Attachment; matching flexible Barber | How 


THE RAYCINE DELUXE 
HAIR CUTTING KIT 


Comb; highly polished forged steel professional- 
type shears; convenient and practical, double- 
reinforced haircutiing apron; refined lubricating 
oil; handy neck duster for ‘the final touch”. Only 
Raycine offers so much in an entire kit. AC only, / 
115 Volts, U.L. Listed. Shipping Weight, 2 lbs. 10 oz. 


No. 125 Retail $16.95 





RAYCINE HAIRCUTTING SET 


Maroon clipper, haireutting comb, and Butch Haircut 
ting Attachment plus high quality solid steel shears, 
haircutting instruction booklet packed in colorful dis 
slay box. AC only, 115 Volts, ULL. Listed. Shipping 
Weleht, 2 Ibs. 3 oz 


Neo. 104-C Retail $10.95 


THE 


OSTER ELECTRIC 
HAIR DRVER 


For quicker better hair drying —con 
centrates a stream of fast drying warm 
tropic air or a cool northern breeze 
Shockproof combination stand-handle 
permits Airjet to be tilted for table-top 
or shelf use, or held for more flexible 
operation. Ideal for drying crystal 
china, other household needs. AC-D¢ 

115 Volts L.] Listed Shipping 
Weight, 4 Ibs 


Model 202 Retail $19.95 


WRITE NOW FOR THE NEW DEALER PROMOTION PLAN! 
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Completely illus- 
trated step-by-step 
instruction booklet 
included. 
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BUTCH ELECTRIC CLIPPER 


Compact and iphones Universal motor-driven “ 


per. For more 
tension provides better cutting. It's vibrationless, cool 
running and powerful, AC-DC, 115 Volts, U.L. Listed 
Shipping Weight, 14 lbs 


Model 35 Retail $17.50 


jependable haircutting. Automatic blade 








RAVCINE DELUXE 
HAIRCUTTING SET 


Deluxe ivory-colored Raycine Clipper and Haircutting 
Comb, Buteh Haireutting Attachment, Solid Steel 
Barber Shears, Mlustrat Instruction Booklet, Red 
Simulated Alligator Leather Case. AC only, 115 Volts 
U.L. Listed, Shipping Weight, 2'» Ibe 


No, 117-¢ Retail $14.95 
















OSTER MASSAGETT 


Today’s modern woman enjoys the Massagett’s 
velvet-smooth soothing action, and the exhilarating 
effect it provides. It’s light and easy, yet penetrating 
action has been engineered to help bring into being 
a new feeling of radiant beauty and glowing loveli 
ness. Beautiful ivory-mist colored housing with 
matching cord. Comes in red simulated alligator leather Travel Kit 
complete with illustrated instructions contained in clear-view pocket j 
AC-DC, 115 Volts, U.L. Listed. Shipping Weight, 2 Ibs. 4 07 -~e. 


Model 212 Retail $19.95 


OSTER STIM-U-LAX 
JUNIOR MASSAGE INSTRUMENT 


The patented Suspended Motor Action of the 
Stim-U-Lax Junior produces a Swedish-type 
rotating-patting movement to the hand and 
fingers... makes effective massage applications 
easy to give, and a comfort to get .. . adding to 
good health and living! Stim-U-Lax Junior 
has black erackle enamel finish, long-life neoprene hand pad. Twin 
sets of stainless steel grip springs maintain firm but comfortable po 
sition of instrument on hand. AC-DC, 115 Volts, U.1.. Listed 
Shipping Weight, 3 Ibs. 
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Medel M4 Retail $29.50 * 
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+Hoiwoe Vacuum Massager  Sciertitic Mosoge Modobitee 





OSTER SCIENTIFIC MASSAGE INSTRUMENT 
Massages the scalp—cleans the hair! Loosens and collects dust and Deluxe heavy duty model for the home. Patented Suspended Motor 
dandruff into disposable filter. Has rubber brush, 100 filters. AC only, Action produces several thousand Swedish-type massage movements 
115 Volts, U.L, Listed. Shipping Weight, 2 Ibs. 4 oz per minute. AC-DC, 115 Volts, U.L. Listed. Shipping Weight, 3 Ibs 


OSTER HAIRVAC VACUUM MASSAGER 





Medel 20! Retail $14.95 Model M1 Retail $42.50 


MANUFACTURING CO., MILWAUKEE 17, WISCONSIN, U.S.A. 
titeé PRINTED 555 IN USA 
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A Washer an Hour 


CONTINUED FROM PAGE 162 


them “king size” trade-ins and how 
well the appeal worked is reflected in 
the fact that a little more than 93 per 
cent of his sales involved trade-ins 


Stunts Help Draw Traffic 


l'wo particular stunts cooked up by 
Ryan were highly successful in keep 
ing trafhe flowing into the store. One 
vas the fact that he had challenged 
inybody to catch him asleep during 
the 72-hour run of the promotion. If 
they did so, said Ryan, he would give 
them an automatic washer free. Many 
people, including the beat policemen 


ho checked up on him every hour on 
the hour, tried it and whether for pub 
licity’s sake or because he actuall 


dozed off, one Decatur resident did 
catch him in a catnap and was 
promptly awarded a Maytag automatic 
washer. Of course the incident was 
promptly and properly exploited in all 
of the following day’s advertising 

I'he second Ryan idea which helped 
greatly in maintaining the flow of 
traffic was a small tractor-like apparatus 
made from Ryan's power lawn mower 
ind a child’s wagon), which was plas 
tered with Operation 72 signs and was 
sent all over town giving out cards in 
viting people to come to the store to 
get a free gift (a box of ‘Vide) and 
register for the free automatic washing 
machine Ihe little tractor was at 
various times driven by Ryan, “Mis 
Maytag’, the salesmen and the service 
men 

Ryan kept hot coffee and cokes on 
hand all night for peopl who cam 
into the store, as well as for his sleepy 
eved sales staff. And, he declares, h« 
did have a considerable number of 
customers every night after midnight 
Of course, they didn’t all buy—but 


many of them did. On the second 
lay t 0 am, for example, on 
iller asked about a trade-in on hi 


vashing machine. He didn’t trade but 


he did buy an air-conditioning unit 


n the final hours of the operation, at 
0 am, another customer came in to 
nquire about washing machines and 
taved to buy a complet bedroom 
uite as well as a new automatic 
vasher. On the final night of the ope: 
ition, Ryan ilesmen set some sort 
of record by closing nine sales in one 
tS minute period 


Goal Is Exceeded 


The final tally for Ryan’s unusual 
umpaign was impressive. He not only 
reached his quota—72 washing ma 
chines in 72 hours—but also exceeded 
it with two additional washer sales. In 
addition, he sold 23 other major ap 
pliance units during the promotion 
md an uncounted number of furni 
ture picce As a sort of celebration, 
the following night Ryan had a major 
hand in putting on a big free street 
dance which launched Decatur’s 
“Trade Days” and the whole city was 
invited as a gesture of thanks 

Ryan’s consistent drive and hard 
work in Operation 72 is indicative of 
the successful selling methods which 
give him a sales volume of $500,000 
annually in appliances only in his 50- 


mile trade radius. End 











Sensational New “INSTA-LITE” 


- ignition 





| | "AMERICA’S FINEST 
yt GAS RANGE” 


This remarkable new ignition system, developed by ROPER in co- 
operation with A.G.A., provides a far superior type of automatic 
lighting for top burners, oven and broiler. Just a tiny bead of gas 
flame does the job... instantly and effectively, Fuel consumption 
is appreciably lowered. Range cooking top stays absolutely cool. 









Here is an important new feature to present to 
your prospects. It will clinch many a sale for YOU. 
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Geo. D. Roper Corporation, Rockford, Ilinois 


Qualified retailers are invited to write for full 
information on exclusive ROPER franchise. 


Company Name 
individual's Name 


Street Address 





City State 


EM-955 


WATCH FOR ROPER’S EXTENSIVE 
CONSUMER MAGAZINE ADVERTISING 
IN CURRENT ISSUES OF... 
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Tide is featuring these 13 brands 

in hard-selling, nation-wide advertising in 
leading magazines ... and on TV and radio. 
Yes, Tide is sending prospects into your store 
to see and buy these automatic washers! 


ABC Easy Maytag 

AMC Firestone One Minute 
Barton General Electric Speed Queen 
Blackstone _— Kelvinator Wizard 
Coronado Kenmore Zenith 


...and these famous manufacturers give Tide the 
strongest endorsement possible ... they put a free box 
of Tide inside every single automatic they make! 

















Yes, Tide is helping you sell automatic washers by scheduling high-pow- 
ered advertisements in each of the following magazines... he 


Better Homes and Gardens Household - McCall's Magazine True Story 


Over 233,000,000 automatic washer selling messages 
will be delivered to America’s homes by these advertiseme 


And every advertisement is featuring a specific brand of automatic washer. 
They’re supporting your selling efforts . . . creating active prospects in your 
neighborhood right now! 


Over 14 of Tide’s commercials on network 
TV and radio programs feature 
specific automatic washers! 





These commercials reach almost 70% of America’s homes on an average 
of 9 times every 4 weeks on the following high-rated shows... 


The Loretta Young Show — NBC-TV The Tennessee Ernie Ford Show —NBC-TV 
On Your Account —CBS-TV Perry Mason —CBS-Radio 
it Pays To Be Married —NBC-TV Pepper Young's Family —NBC-Radio 

Our Gal Sunday —CBS-Radio 





Put this tremendous selling support 
to work in your store... 


Buy spot TV and radio commercials adjacent to Tide's 
network programs. 


Stimulate store traffic with exciting Washer Dealer 
Plan Promotions. 


Use Tide for sales-building store demonstrations, and 
for post-sale demonstrations that spell customer sat- 
isfaction. 


Your distributor or manufacturer can supply you with details . . . contact him today! 
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CONTINUED FROM PAGE 112 


: Put open-vision to work for you ee 


with a Pittsburgh Store lront “With our old plan we paid men 


a flat $80 a week and time-and-a-half 
for overtime. Now we're paying them 
$80 a week and 25 percent of the net 
profit on the day’s service business. 
We reckon the serviceman’s share 
of the shop overhead at $13.33 and 
his wages at $16.40 a day, which totals 
$29.73. Say a man picks up $33 from 
labor and has $28.29 in parts sales on 
which there is a gross profit of $11.28 
Add this last figure to the $33 labor 
take and you get $44.28, which, minus 
the $29.73 overhead, leaves a net of 
$14.55 on which the serviceman gets 


a 25 percent cut 
21% Boost in Service 


“This idea boosted our service 
volume 21 percent the first six 
months,’ Hester declares. “Our men 
make more calls under the plan, they 
keep our old customers sold better on 
our methods and they use the user 
effectively in going after new business. 

“Our program involves daily job 
sheets which itemize name and address 
of customer, invoice number, starting 
and completing time on work, service 
charge, parts used, parts charge, mile- 
age and total charges. This sheet gives 
us a complete record on the daily ac- 
tivities of each man. 

“At the end of the day the men 
write ten postcards which plug our 








At the Western Massachusetts Electric Co., Greenfield, Mass., extensive use was made of I'V servicemen. We could never get 
Pittsburgh Store Front Products to erect this modern building. They are: Pittco® Store Front Metal the men to do this under the old flat 
and Herculite” Doors with Custom Door Frames. Architect; Bernhard Dirks, Montague, Mass. salary deal 


‘We've experimented with all sorts 
of incentive deals, including a bonus 
idea, but this is the only one that 


The success or failure of any retail business store, The eye of the passerby is drawn right really worked. With the bonus setup, 

we had too little control over the men. 
depends in a large measure on attracting and inside, and the sidewalk looker often be- If we wanted a new set delivered, 
holding customer attention and goodwill comes the inside buver. In addition, a Pitts- servicemen didn’t want to perform 
Pit; whe moany merchants have enlisted cata pen Vision Front marks the store as the job because it didn’t count on the 

bonus. Now we charge set delivery to 
the eye-catching, business-building help of a progressive establishment, where up-to- sales and the serviceman is compen 


Pittsburah Open Vision Store Fronts date services and products will be found. sated 






















When an Open-Vision Store Front is in For more information on Open-Vision "we used to feel lucky if we 
averaged 7,000 service calls a year, 
stalled on a retail store it makes the entire Store Fronts, on the multitude of Pittsburgh he said. “Now we're shooting for 
store one large showroom, permitting the Store Front Products, send in the convenient 10,000 calls and at the present tate 
display of much more merchandise. An coupon, We'll also send you a free copy of should make it End 
Open-Vision Store Front eliminates the sense our store front booklet, “How To Give You 
of division between the sidewalk and the Store The Look That Sells.’ 
mm rm sm mw ww em we we we ww ww os oe ~~ r 
Pittsburgh Plate Glass Company | 
Room 5337, 632 Fort Duquesne Bivd., Pittsburgh 22, Pa. | 
| 
Please send me a FREE copy of your store front booklet \ 
Nome a 
| 4 
Address | ) 
| by 
City State | 
Tiare eR EL ck PS Ae © CPS Ree Sy esa J 
PAINTS GLASS CHEMICALS BRUSHES PLASTICS FIBER GLASS 
TTSBURGH an ee - a = me COMPAN Y 
THIS 1S WHAT | ENJOY... . A QUIET 
EVENING AT HOME WITH YOU AND THE 
IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED MAN OF MY DREAMS.” 
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a Your distributor or manufacturer can supply you with details contact him today! 
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Now , the time to ose al 
get set for MOE Light's iii, 2S cag 
big fall promotion... imme Tw >| 


\ 


‘\ cg 


Post—Oct. 8...Living, House Beautiful, Sunset—October 
Better Homes & Gardens and Living—November 


| reaching 37,276,416 readers 
M-1057—$14.75* | coast-to-coast 


“Priess slightly Righer Denver end Wee, PROMOTIONS LIKE THIS... backed-up with saleable mer- 


RIGHT TIME FOR SURE... because when this big, chandise, priced to move...are just part of the big Moe 
Light plans for you! Remember—this big Moe Light Fall 


Promotion belongs to you. Watch for the national ads, 





impressive Moe Light Promotion on Inspiration- 
Lighting breaks (and first issues will hit news- 


stands tn Getsbes) these be theumnds of use them in your store displays and windows. Talk Moe 
“ é Lights to every customer, MAKE THIS PROMOTION 


MEAN PROFITS TO YOU! 


families right in your community looking for 
the Home Lighting Centers that display Moe 
Lights. 


IT’S SMART SALES STRATEGY...be ready with 
Moe Light displays bright and orderly, plenty of 
stock. Tell store personnel about the big Moe 
Light Fall advertising push...suggest they get Division of THOMAS INDUSTRIES INC. 


thoroughly familiar with the Moe Light Catalog. Conceal GH, SOP SORE Pavers» COIN, rsd 
In Canada: 1401 The Queensway, Toronto 14, Ontario 


Originators of Inspiration-Lighting 
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The fine new Motorola TV for ’56 


[hese easy 


MAKE MOTOROLA TV ¥ 


2 


=~ 
vere 





il 


Start with 17T24 up to 17T25 Sell up to 17T26— Or, sell up to 4-star Sell to 5-star 
$149.95 with 17” screen, $159.95 =" with aluminized 17° $169.95 Shatotete Clock $169. 95 21T25 with 21’ $179.95 21726 with alumin- 


Power-Drive 1700 chassis, re- tube, removable Eye-Shade TV. Clock controls TV auto- picture, Right-Up-Front Tun- _ ized21"screen, Eye-Shade Filter, 
movable riwy Cabinet Filter.Comesin3new Decorator matically. 17” aluminized tube. ing, new Power Panel. InChar- Power Panel. In new Charcoal 
in beautiful Charcoal. colors—Green, Blue or Tan. In Pink or Antique White. coal, Pink or Tan, $179.95. finish. Bronze or Blond, $189.95, 





Eye-Conditioned 
Pi sioane } 
ictur e for the 
most eye-comfortable 
viewing in 
television. 











Sell up to 5-star 21K37 up to 5-star Deluxe Sell up to 5-star Deluxe 21K40 Sell up to 5-star Deluxe 24K9 
$229.95 with Power Panel, $249. soe, with Channelight, $279.95 with all features of 21K39 plus $299.95 console with 24” aluminized tube, 
aluminized 21" screen. Handsome Bilt-in-Tenna, 21” aluminized pic- deluxe wood-finished cabinet, curved speaker Bilt-in-Tenna, Channelight, 5-star Power Panel. 
cabinet beautifully finished in Bronze. ture. Fine wood-finished cabinet, Ma- grille. Beautiful styling, brass accents. In Wood-finished cabinet in handsome Mahog- 
$239.96 in Blond. hogany. Blond, $250.95 Mahogany. Blond, $289.95, any. Blond, $309.95. 





17 models with 
Right-Up-Front Tuning 


—the easiest way 


") to tune TV, 
> 





’ 
‘A 





| 
_— 


aed 


Sell up to 5-star Custom Sell up to 5-star Custom Sell up to 5-star Custom Deluxe 
$349.95 Deluxe 21K42 with $349.95 Deluxe 24K 10 with large $359.95 21K 45 horizontal console with Push- 
Glare-Down/Sound-Up design, Push- 24” screen, Pushbutton on-off switch button on-off, Glare-Down, 21” screen, twin 


button on-off switch, 21" screen. Wood and Tone Control. Wood-finished cab- speakers. Beautifully fashioned wood cabinet in 
cabinet, Mahogany. Blond, $359.95. inet in Mahogany. Blond, $359.95. handsome Grey Mahogany. 
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SLEDUPS —— 


YOUR BEST PROFIT LINE 










$229. 95 Sell up to 5-star Deluxe 

21T28 with wood-finished 

‘deluxe trim. Sturdy cabinet in oe cabinet. Bilt-in-Tenna. 21” aluminized 

any color. Available in smart Pink or picture. Channelight. In Mahogany. 
Blond, $239.95, 





Value Above All! 
Value leaders, not price leaders-~ 
all across the line. 





Or, sell up to 5-star Cus- Sell up to 5-star Custom Or sell up to 5-star Cus- 

, $299.95 ion Deluxe 21K41 with $339.95 Deluxe 21K 43 turn-table $339.95 ton Deluxe 21K44 with 
Pushbutton on-off switch, Tone Con- 21” console with Pushbutton on-off Pushbutton on-off switch, Glare-Down/ 

4 » | trol, Glare-Down/Sound-Up design. switch, 2 speakers. Wood cabinet, Ma- Sound-Up, 2 speakers, 21” screen, 
21” Screen. Mahogany. Blond, $309.95 hogany. Blond, $349.95. Wood cabinet, Birch, $349.95, 





Step-up Selling. The one way to more profitable TV business is 
step-up selling. And there’s a step-up built into every new Motorola 
TV set. All models offer a step-up in performance, styling 

and features to higher priced, more profitable TV business. 

Here we show you how Motorola TV has been specifically designed J 
for the most profitable TV business in years. 


MOTOROLA 











$399.95 Sell up to 5-star Custom De- 

; luxe 24K11 with large 24’ FROM THE WORLD'S LARGEST EXCLUSIVE ELECTRONICS MANUFACTURER 
Glare-Down screen, Pushbutton on-off 

switch, twin — Wood cabinet, Mahog- 
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MODEL SRPT — rhe Super Regent. Ovur 
top model has an exclusive “two-way 
fill ‘mn drain hose” that permits washing 
right in the kitchen. It's really new and 
gives you something different to talk 
about, demonstrate and promote! 





Model 


@ There are 1,300,000 wringer washers sold annually in a stabilized non- 





seasonal market. With this outstanding, trouble-free line of Woman's 






Friend Washers you have ample variety in models and prices to get your 





share of this huge market. Send for literature and prices! 










Model WOMAN'S FRIEND WASHERS 








CENTRAL RUBBER 4&4 STEEL CORPORATION e FINDLAY, OHIO 


j 






MAKING GOOD WASHERS FOR. OVER SO YEARS 


















LEWYT Cleaner 


Lewyt Corp., 
60 Broadway, 
Brooklyn, 11, N. Y. 


Model: Lewyt 1956 cleaner No. 88 
Selling Features: Big wheels with 
white-walled rubber tires; in addi 
tion nozzle has tiny wheels; 2-in-l 
rug-n floor nozzle; built-in tool 
rack; filters air 4 times; suction 
power dial; pistol-grip provides 
finger-tip control of cleaning 
wands; instant dust disposal; new 
square shape gives bigger dirt 
capacity; lock-seal tubes; dual 
turbo motor has Fiberglas acoustic 
silencer; stores in 10x12 in. corner; 
built-in chlorophyll deodorizer; 
2-tone emerald and mist green; 
chrome trim. 


Price: $79.95 





HAMILTON BEACH Mixers 


Hamilton Beach Co., 
Racine, Wis. 


Models: 2 new food mixers—Stand 
ard model H and portable Mixette. 
Selling Features: Model H has new 
beaters that reach to bottom of 
bowl and pull up _ ingredients; 
bowl control in base shifts bowl 
while beaters are moving to give 
full-coverage mixing; Mixguide 
provides 10 speeds under thumb; 
mixer head slides off stand for 
portable use; easy-to-remove | -piec« 
guarded beaters; accessories avail 
ible include juice extractor, meat 
grinder, coffee grinder and power 
unit. A new “Mixtimer’” is also 
iwailable on model HWT, chro- 
mium plated beaters, Pyrex bowls, 
l- and 3-qt. size, with baked enamel 


ELECTRICAL 


finish or in chrome with stainless 
steel bowls. 

Mixette, portable mixer, has 3 
speed control in top of handle; 
beater ejector; stands on end when 
not in use; wall-hanger is included; 
available in white enamel or 
chrome. 

Both models have 5-year free 
service guarantee. 

Price: Mixette, $19.50 in white, 
$21.50 in chrome. 





UNIVERSAL Frying Pan 


Landers, Frary & Clark, 
New Britain, Conn. 


Device: Universal automatic frying 
pan, No, 8210. 

Selling Features: Hermetically 
sealed-in heating unit and wiring 
makes it immersible in water to 
line below Signalite; handy cooking 
guide on handle; thermostatically 
controlled heat; dial calibrated from 
warm to 420 degs.; square surface; 
cool plastic feet; detachable cord; 
rounded corners; light, balanced 
weight. 

Price: $19.95, cover $3. extra. 





WILLIAMSBURG Toast ‘N 
Broil 


Lindavap, Inc., 

Ann Arbor, Mich. 

Device: Toast’n Broil. 

Selling Features: ‘Toasts, heats, 
broils, barbecues, melts cheese on 
casserole dishes; portable, can be 
used anywhere; aluminum finish; 
slideout tray holds as many as 6 
lices bread; 900 watts, a.c.-d 
Price: $9.95 
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NEWS 





MIX-O-MATIC Mixer- 
Sharpener 


Steam-O-Matic Corp., 
Kansas City, Mo. 


Device: Mix-O-Matic combination 
portable mixer and knife sharp- 
ener, 

Selling Features: Lightweight; 3 
speeds to mix, stir, whip, beat, 
blend; with beaters and cover re 
moved its a knife sharpener; chro 
mium and ‘Tenite in white, red or 
yellow with matching cord; welted 
rubber base protects bowls; a.c.-d.c. 
motor; weighs 34 Ibs. 

Price: $22.95; $24.95 in copper and 
white or copper and pink, 





REXAIR Cleaner 


Rexair Div., 
Martin-Parry Corp., 
Box 964, 

Toledo, 1, Ohio 


Device: “Rainbow” 
conditioner, 

Selling Features: Uses water basin 
to wash air, trap and hold dust and 
dirt in place of conventional cleaner 
bag or dry tank; increased suction; 
new peripheral exhaust—a narrow 
opening extending around center 
of machine discharges fresh, washed 
air into room; base swivels and a 
dolly is available; 3 h p. motor; new 
suction regulator permits reduced 
suction for cleaning scatter rugs 
and delicate fabrics; improved vinyl 
hose; redesigned rug tool with ad- 
justable, self-cleaning brush; ham 
mertone gold finish, brown trim. 


cleaner and 





ANNA A. NOONE 
New Products Editor 





DORMEYER Coffeemaker 


Dormeyer Corp., 
700 N. Kingsbury St., 
Chicago, 10, Ill. 


Device: Dormeyer stainless steel 
coffeemaker No, 16 

Selling Features: Makes from 4 to 
10 cups; brew selector holds coffee 
at serving temperature; perk selec 
tor automatically brews  coffec 
mild, medium or strong; modern 
Danish design in stainless steel; 
650 watts; glass cover knob 

Price: $29.95, 





FRESH’ND-AIRE Heaters 
Fresh‘nd-Aire Div., 


ry 'p-, 
221 WN. La Salle $t., 
Chicago, 1, Il, 


Device: New line of automatic elec 
tric heaters including Deluxe auto 
matic with built-in timer control 
Selling Features: Deluxe No. 5603 
timer controlled heater provides au 
tomatic fan-forced heat actuated by 
automatic thermostat or by new 
timer control that turns unit on at 
a pre-determined time; automati 
cally turns itself on and off; 1320 
watts; keep-cool case; safety guard 
automatic safety tip-over switch 
coppertone enamel finished steel 
cas 

Heaterette, now available in pink 
and charcoal 
Prices: From $12.95 for heaterett 
to $29.95 for deluxe model 
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BEING SOLD WITH THIS TAG! 


AYU 





14 Manufacturers of 36 products have tagged their appliances 
for more sales — with McCall’s Use-Tested Tag! 


Now, just nine months after its inception, McCall’s Use- Each Tag certifies that your appliance has been used and 
Tested Tag is helping the nation’s leading manufacturers liked by the most authoritative homemakers in the world 


move more than 1,000,000 new appliances in stores across —the editors of McCall’s. NOW —right now—when you're 
the country. Each McCall’s Use-Tested Tag provides making plans for ’56, take your cue from these 14 top manu- 
finger-tip facts and point-by-point information on per- facturers and plan to tag your product for more sales-—with 


formance features of the appliance to which it is attached. McCall’s Use-Tested Tag! 


To put your name on this Tag, and this Tag on your product, see the man from McCall's. 
McCALL’S ..,.230 Park Avenue, New York 17,N. Y. 
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SETH THOMAS Clocks 


Seth Thomas Clocks, 
Div. General Time Corp., 
Thomaston, Conn. 


Model: Minx and Vision electric 
alarm clocks 

Selling Features: Minx available 
with plain or luminous face; Vision 
has mahogany or blond finish hard 
wood case 44 in. square; with plain 
or luminous dial, 

Prices: Minx $4.95 and $5.95; 
Vision $8.95 and $9.95 





” 


RADIANTGLASS Heater 


Allied Precision Industries Inc., 
425 Stevens St., 
Geneva, til, 


Device: Portable glass heater Ra 
diantglass No, 2-P. 

Selling Features; Disperses heat 
from both sides of heater; glass 
panel, tempered to withstand shock 
is framed with aluminum on a base 
of limed oak or mahogany; thermo- 
stat dial provides exact temperature 
selection; red pilot light glows when 
electricity is being consumed; 1320 
watts, 110 volts: ac. only; 20 in. 
wide, 184 in. high, 6 in. deep. 
Price: $49.95. 





GENERAL Slicing Machine 


General Slicing Machine Co., Inc., 
Walden, WN. Y. 


Device: General slicing machine 
No, 750, 

Selling Features: Gravity-feed; stain 
less stecl knife; 
thin to } in. sharpener keeps knife 
edge always sharp; tray space under 


slices from sliver 


machine; weighs 26} Ibs; 60 cycle 
a.c, motor; whit porcelain enamel 
base 


Price: $99.50 


PAGE 178 





KITCHENAID Mixer and 
Coffee Mill 

The Hobart Mfg. Co., 

Troy, Ohio 

Device: KitchenAid 3-C food pre 

parer and.A-9 coffee mill in color. 

Selling Features: Colors include 

petal pink, yellow, green, antique 

copper, and chrome as well as 

white, 


Prices: food preparer from $59.50 
for white to $79.50 in copper ot 
chrome. Coffee mill from $24.50 
for white to $29.50 for copper or 
chrome. 





KORD Casserole-Skillet 
The Kord Mfg. Co., Inc., 
New York, 70, N. Y. 
Device: Kord casserole-skillet. 
Selling Features: Grills, casseroles, 
broils, fries; 12-in, diam; 23 in. 
depth (5-in. with cover) 4-qt. ca 
pacity cast aluminum pan; auto- 
matic thermostat control; imbedded 
element; modern design; Sta-Kool 
handles and legs. 





PFAFF Sewing Machine 


Pfaff American Sales Corp., 
New York 


Model: Pfaff model 63 portable 
Selling Features: Pfaff, normal size, 


portable sewing machine; has 
straight and reverse stitch; a 
Wurker accessory is available for 
zig-zag sewing and _ buttonholes; 
features include built-in automatx 
needle threader, built-in automat 
bobbin winder; convenient drop 
feed control button; red and gray 
leatherette carrying case 

Price: $199.50. 


CARRIER Air Conditioner 


Carrier Corp., 
Syracuse, N. Y. 


Device: Carrier “Roomette” ait 
conditioner 

Selling Features: Compact, 27 in. 
high, 15 in. wide, 28 in. deep; sits 
on floor, need not be located near 
a window; marproof top can double 
as an end table; controls and grills 
located on front panel; air is drawn 
through bottom instead of back of 
unit; % h.p.; modern cabinet in 
driftwood beige; equipped with 
thermostats and filters; cools, de 
humidifies, cleans and circulates 
air. 





SUB-ZERO Bilt-in 
Refrigerators 


Sub-Zero Freezer Co., Inc., 
Madison, Wis. 


Models: Sub-Zero “Bilt-In’’ refrig- 
erator-freezer twins. 
Selling Features: Come in a variety 
of sizes and styles for high and low 
temperature requirements in self- 
contained and remote models; 
standard exterior is white, however, 
blue, yellow, coral, black are avail 
able at no extra cost; Coppertone 
and stainless steel at slight extra 
cost; refrigerator interior white, 
freezer interior embossed alumi 
num; equipped with “cold saver” 
compartment doors; refrigerators 
available in 10.4 and 12.1 cu. ft 
capacity; freezers in 9.5 and 12.1 
cu. ft. capacity; all models have 
right or left swing doors. 
Refrigerators have “cold wall” 
construction, adjustable shelves, 
interior light and vegetable crisper; 
front cabinet edges of top and sides 
have flange for easy installation; 
refrigerators can be equipped at 
extra cost with 3 ice cube trays and 
evaporator when desired for single 
installation without freezer; pull 
out dry storage. drawers also avail 
able at extra cost on remote instal 
lations only. 
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KNIFE-O-MATIC 


Steam-O-Matic Corp., 
Kansas City, Mo. 

Device: Knife-O-Matic 
scissors sharpener. 
Selling Features: Sharpens auto- 
matically with precision care; spring 
steel clips; special bar-guide for 
scissors; copper cover; pink or black 
Tenite body; weighs 34 Ibs. 

Price: $14.95; $17.95 with gold and 
black. 


cutlery- 


FIELDCREST Blankets 


Fieldcrest Mills Inc., 
88 Worth St., 
New York, 13, N. Y. 


Device: 80-in. automatic blanket. 
Selling Features: New weaving and 
wiring process holds shrinkage to 
less than 2%; mothproof nylon- 
blend; 80-in. double Bed size has 
ample tuck-in area; 6 colors: rose, 
blue, light green, red, yellow and 
mocha; charcoal control has 9 tem- 
perature settings. 


Price: $29.95; with dual-control, 
$34.95; twin bed size, $24.95. 





WESIX Heater 


Wesix Electric Heater Co., 

390 First St., 

San Francisco, Calif. 

Device: Wesix “Fire Ball” portable 
heater. 

Selling Features: Balanced on 3 rub- 
ber tipped legs with heavy steel 
guards to prevent tipping; furnishes 
clean, draft-free radiant circulating 
heat wherever extra heat is needed; 
antique black finish; cool bakelite 
handle; available in 1250 or 1500 
watts, 120 volts; switch optional. 


Prices: $19.95; with switch, $21.95 





















One way to get a vacuum cleaner upstairs 
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AROMA OF FRYING PORK CHOPS (A) IS BLOWN BY FAN (B) INTO SLEEPING MAN’S FACE (€). 
MAN JUMPS UP AND JERKS STRING TIED TO HIS WRIST (B) AND LAMP TABLE (E) TOPPLES OVER 
AND MATCHES (fF) FALL FROM DRAWER. BABY (G) PICKS UP MATCHES, LIGHTS ONE AND IGNITES 
PILE OF OLD NEWSPAPERS (HM). FLAMES SET OFF SKYROCKET ATTACHED TO VACUUM CLEANER. 

















G.E. has the easiest 








It’s the entirely new and different G-E “Roll-easy” Cleaner 
—the only vacuum cleaner in this wide, wide world a woman 
never has to lift—not even up and down stairs! 


The new R-1 is your beautiful new selling companion to 
the sensational C-3. Both feature G.E.’s exclusive 2-in-1 
floor and rug cleaning unit—both are color styled by Freda 
Diamond, famous color authority. 


Yes, sir! G.E. is really rolling with two great vacuum 
cleaners. So can you. Vaccuum Cleaner Dept., Small Appli- 
ance Div., General Electric Co., Bridgeport 2, Conn. 





ALL-EXPENSE-PAID CARIBBEAN CRUISE 


G.E. does it again! 12 sun-filled, fun-filled days for you and 
your wife aboard the S.S. Mauretania. Sails April 10. See your 
distributor for details. 











* Manufacturer's recommended retail or Fair Trade price, 
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National Advertising plus Local Merchandising of the Magic Chef name turn traffic into profits on the busy sales floors of America’s leading retail operations. 
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GIMBELS—PHILADELPHIA. Max Littman, Buyer, Major Appliance Depart- 
ment, Gimbels, Philadelphia, is a long-time booster for Magic Chef. ‘“The reason 
why,” he says, “is because Gimbels is synonymous with quality. Our customers 
expect the highest quality products when they buy from us, and Magic Chef 

definitely fits this requirement.” 





With America’ 
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H. & S. POGUE CO.—CINCINNATI. One of the outstanding retail operations in 
the country is the H. & S. Pogue Co. in Cincinnati, Ohio. A. E. (Bud) Demick, 
Major Appliance Buyer, says, “We've handled Magic Chef for many, many 
years—testimony to the fact that we believe it to be tops in our market.” 








ENTER THE MAGIC CHEF “‘MAGIC KEY" CONTEST. Nothing to 
do—nothing to buy. Win a new Golden FORD THUNDERBIRD or 
one of many other valuable prizes! Get your entry blank and complete 
contest rules from your Magic Chef representative. 
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TOP. retailers 


| RANGE LIKE THIS! 


WHAT DOES A TOP RETAILER WANT IN A RANGE? 
You'll find the answer on his sales floor! To stay ahead of competi- 
tion, a big, successful retail operation must feature a top-quality 
range ...a well-known line with built-in consumer demand. Every 
big buyer knows a brand like Magic Chef is a four-time winner. It 
builds traffic, and traffic brings profits to other departments, Jt speeds 
turnover, minimizes the need for costly mark-downs and excessive 
trade-ins. It very nearly sells itself, helps hold down soaring selling 
costs. It holds service problems to a minimum, keeps customers sold. 











The top gas range line on many top sales floors, quite naturally, is 
Magic Chef. It’s first in the kind of features women want... features 
that demonstrate easily and sell convincingly. Women for generations 
have known and trusted the name. Survey after survey shows that 
when ‘“‘Mrs. America’”’ thinks of a gas range, she thinks of Magic Chef, 
proving again, ‘‘more women cook on Magic Chef than on any 
other range!” 








BIG things are happening now at Magic Chef. In the fast-track 
appliance business, following the lead of America’s TOP retailers can 
mean dollars in your pocket, too! 








FINGER FURNITURE CO.—HOUSTON. In the booming city of Houston, Texas, BIEDERMAN’S—ST. LOUIS. ‘“There’s magic in the name Magic Chef,” says 
Finger Furniture Company does a booming business. Sam Diamond, Appliance George Driemeyer, Buyer, Major Appliance Department, Biederman’s Furni- 
Merchandiser, promotes Magic Chef because, “it’s a volume seller for us. Adver- 


ture Company, St. Louis. “It makes our sales job a lot easier because people know 
the name and ask for Magic Chef when they come into our store.” 


Magic Chef! 


tising Magic Chef pulls customers into our store, and we get the sales.” 





MAGIC CHEF, INC,, ST. LOUIS 10, MISSOURI 
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OSTER Mixer 


John Oster Mig. Co., 
Milwaukee, 17, Wis. 


Device: Oster deluxe portable mixer 
Selling Features: Can be converted 
to power tool by removing stainless 
stee! beaters and attaching a sand 
ing disc to smooth wood or metal 
surfaces; a polishing bonnet is also 
available to polish furniture; other 
features include knee action beat 
ers that adjust to contour of bowl 
3 speeds; thumb tip control; heel 
rest; weighs 23 lbs.; can be hung on 
wall in its own bracket when not 
in use; also available in copper, 
chrome, white, pink, aqua or yel- 
low. 

Price: Mixer alone $19.95; with 
polishing and sanding set $22.95. 





KORD Cooker-Fryer 


The Kord Mfg. Co., Inc., 
New York, 70, N. Y. 


Device: Kord cooker-fryer 

Selling Features: Irie $, ¢ ooks, bakes 
casseroles, roasts, steams, blanches 
44 qt. capacity; easy-to-read signal 
light; black enamel, base; complet 
with recipe book; 1150 watts a« 





PARAGON Trivet 


Para Electric Ce., 
1808 12th St., 
Two Rivers, Wis. 


Device: “Florentine” electric trivet 
No. ST-1. 

Selling Features: Black wrought- 
iron finish, will not show —— 
prints; aluminum heating surface 
and handles; oversized to accommo 
date large casseroles and meat trays; 
55 watts, 120 volts, a.c. or d.c. 
Price: $4.95. 
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DOMINION Toaster 


Dominion Electric Corp., 
Mansfield, O. 


Device: Imperior pop-up toaster 
No. 1116 

Selling Features: Chromeplated 
with concealed door in base for 
crumb removal; special color con 
trol selector gives perfect toasting 
light, dark or in-between 


GILBERT Vitalator 


A. C. Gilbert Co., 
Electric Div., 
New Haven, 6, Conn. 


Device: Golden-Glo vitalator No. 
12 

Selling Features: New, 2-speed 
switch, high to unkink muscles and 
low for gentle kneading; a 24 kt, 
gold-plated finish; utility case 
Price: $24.95 





BRYANT Air Conditioners 


Bryont Div., 
Carrier Corp., 
Syracuse, N. Y. 


Device: New line waterless homme ait 
conditioners for-low dnd medium 
priced homies. 

Selling Features: Central-system 
summer air conditioners available 
in 14, 2 and 3-h.p, air-cooled mod- 
els; each with an air conditioning 
“package” located inside house; 
slightly larger than a standard room 
air conditioner; unit can be sus- 
pended from ceiling of closet, util- 
ity room, placed in attic or crawl 
space, or hung from overhead floor 
joists in basement. 

14 h.p. size cools, dehumidifies, 
circulates draftless, filter-cleaned ait 
through entire home; features a 
special air-cooled refrigerating de- 
vice which climinates need for ex 
ternal water supply. Designed for 
installation with minimum duct- 
work independent of heating sys- 


tems; can also be used to convert 
forced warm air systems to year- 
round conditioning. Inside-the- 
home ‘“‘package” of 2 and 3 h.p. 
models contain a cooling and de 
humidifying coil, a centrifugal fan 
and a filter that fits into any waste 
space, 





ELECTRESTEEM Vaporizer 


Electric Steam Radiator Corp., 
Paris, Ky. 
Subsidiary, Landers, Frary & Clark 


Device: Electresteem “‘all-nite” 
vaporizer No. 1200. 

Selling Features: 1|-gal. vaporizer 
runs all night without refilling; pro 
vides vapor seconds after plugging 
in; large medicant cup holds large 
size filling of inhalants and other 
medicants; new wide-top opening; 
eliminates splashing when refilling; 
spatter-proof vaporation through 
special pressure relief. 

Price: $7.95. 





WILLIAMSBURG Hot Tray 


Lindavap, Inc., 

Ann Arbor, Mich. 

Device: Williamsburg electric hot 
tray. 

Selling Features: ‘Tray }1x21 in., 
in PennsylvanigDutch design; pol 
ished aldminunl and copper, brass 
ol black; 200-watts a.c. or dx 
Price: $12.95. 





nn - —_ 


DOMINION Steam Iron 


Dominion Electric Corp., 
Mansfield, O. 


Device: Imperior steam-dry iron 
No. 1055. 

Selling Features: Uses ordinary tap 
water; weighs only 24 Ibs.; has right 
and left thumb rests; special button 
nooks; complete with separate iron 
rest. 
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WILLIAMSBURG Hot Cup 


Lindavap, Inc., 

Ann Arbor, Mich. 

Device: Williamsburg hot cup for 
use in home and car. 

Selling Features: Works efficiently 
on all 3 voltages—6 and 12-volt cars 
and 110 to 130 volt home current; 
top section of polished aluminum, 
center of copper and black Bakelite 
base; heats 2 full cups; plugs into 
cigarette liter, 200-watts. 

Price: $5.98. 








WESIX Bathroom Heater 


Wesix Electric Heater Co., 

390 First St., 

San Francisco, Calif. 

Device: Wesix bathroom heate: 
No. 15-TH 

Selling Features: Built-in time 
switch control may be set for peri 
ods up to 1-hr.; once set, the heater 
will automatically turn off after set 
time elapses; suitable for bathrooms 
or other places where heat may be 
wanted for a short time only; heats 
by radiation plus convection; uses 
electric chimney chromium finish; 
compact, easy to install. 





SNAPIT Christmas Lights 


Cable Electric Products Inc., 

234 Daboll St., 

Providence, 7, R. |. 

Device: New Snapit 15-lite indoor 
and outdoor flashing Christmas tree 
lighting outfits. 

Selling Features: New thermal prin 
ciple permits use of regular West- 
inghouse C 74 and C 94 lamps; 
require no transformer. 

















HOLD IT? 
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FOR A NEW CONCEPT 
IN ROOM AIR CONDITIONING 


FROM AIRTEMP—A PRODUCT OF CHRYSLER CORPORATION 
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CHRYSLER 





then drop us a line for more BIG NEWS 
coming your way soon from AIRTEMP, Dayton 1, Ohio 











excited ABC distribute 
"THIS 1956 








STANDARD PAIR 


An ABC washer and dryer 
you can sell against any 
competition. Priced for 
the budget-minded 
market, plus full 


profit margins 


DELUXE COMPANIONS 


Top quality automatic attractively priced for 
















@ Reports are already in ! 
Spectacular new ABC washers and dryers 






the big volume market. Genuine ABC operat 
are turning heads... turning dollars. Here's beauty ing features, plus harmonizing color and 


to amaze you, style to ring cash registers. style. Every exciting feature you need to sell ! 


And here, too, is the velvet-smooth washing action that 

puts the buyer on your side—because ABC's original “Centric” 
Agitation method washes clothes as gently and thoroughly 

as the most delicate hand washing. 


Call your ABC distributor today. Ask about the three new washers. 
Three matching electric or gas dryers. That's three combinations to fit any budget. 
Ask about the great line of wringers, spinners and ironers, too. A// products of... 


ALTORFER BROS. COMPANY, PEORIA, ILLINOIS 


HAS EVERYTHING! 


and Smee » The top quality line, with the name endorsed by millions of satisfied users. 






Clabtii 


@ Opportunity for fast turnover, high profit... plus a sales-sparking lineup of 
promotional packages to fit your type of selling operation! 


PHONE OR WIRE YOUR ABf pistRIBUTOR 
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CUSTOM DELUXE MATCHMATES 


Fabulously styled Washer equipped with sensational tw« 


ycle washing (|—for regular family washing; 2—for synthet 
fabrics or small loads), and “Shampoo” washing action, the 
greatest demonstration feature in the industry. Electr or 


gas dryer has one low, safe drying temperature 








Only FARBERWARE brings you this 
New Super-Speed, Fully Automatic 


COFFEEMAKER in STAINLESS STEEL 
NEW | en n= 
ee tec" 


Useful for all occasions! 


EW Brews real coffee faster than 
je instant! 


2 cups in 2 minutes! 
12 cups in 10 minutes! $9995 


THE ONLY FULLY AUTOMATIC 
COFFEEMAKER THAT MAKES 
PERFECT COFFEE IN LESS TIME 
THAN IT TAKES TO BOIL WATER! 






RED LIGHT 


indicates when 
coffee is done. 


{8} 


| 















NE SUPER-SPEED 


AUTOMATIC 


COFFEE URNS 


in STAINLESS STEEL ' 


TWO POPULAR SIZES: 
12 to 55 cups in just 12 to 40 minutes! $59.95 
12 to 30 cups in just 12 to 24 minutes! 49.95 


ue r-Speed, fully au os. nye sey ave Farber 
re Urns with “Pe no uch” apigot for automate 
die ensin a. Just —J =~ water put in "cof and the 
urn makes coffee om ally —~ 4 hot! Makes as 
few as ng cups. T ba - fo oceans haan entertain 
ng. club, school and « ~ x fu 











Every Woman Wants 


STAINLESS STEEL! 


FARBERWARE has it! 
Order now! 





S. W. FARBER, INC., NEW YORK 54, N. Y. Makers of stainless steel cookware with aluminum-clad bottoms. 




















STEAM-O-MATIC Iron 
Steam-O-Matic Corp., 
Kansas City, Mo. 
Device: Steam-O-Matic steam iron. 
Selling Features: Stainless steel 
body and soleplate; tilt-top filling; 
push-button emptying; lightweight, 
weighs 3 lbs; 1000 watts, a.c. only; 
magic circle control marked from 
synthetics to heavy linens; choice of 
red, chartreuse, pink or black lian- 
dle with gold trim. 


Price: $17.95. 








VORNADO Air Conditioner 


The O. A. Sutton Corp., 
Wichita, Kansas 


Device: Vornado B-350-A packaged 
central system air conditioner. 
Selling Features: Designed for 
3-bedroom homes the unit can be 
installed in attics, utility rooms or 
basements; 34 h.p. unit has a cool 
ing capacity of 36,000 btu, and is 
idjustable to 17,000 for economical 
operation twin system (two 13 h.p.) 
hermetically sealed compressors can 
be operated individually; 3-position 
control switch marked off, low cool 
and high cool; thermostatic con- 
trols may be added; Vornadoduct, a 
Viberglas prefabricated insulated 
duct work is also available, for lower 
installation costs. 





DOMINION Heat-R-Fan 


Dominion Electric Corp., 
Mansfield, O. 


Device: Restyled Heat-R-lan. 


Selling Features: Combination 
heater-fan with control switch for 
heating, cooling and off features a 
fingertip tilt mounting for direc 
tional control; modern design pro 
vides greater airflow; delivers heated 
air at rate of 200 cfm; cool air at 
500 cfm baked enamel with nickel 
trim 


ELECTRICAL 





NEW PRODUCTS 





ELECTRESTEEM Radiators 
Electric Steam Radiator Corp., 
Paris, Ky. 


Sub. Landers, Frary & Clark 


Device: Electresteem 
plug-in, steam radiators. 
Selling Features: Available in 8 or 
10-sections; heats by combination 
convection and radiation; deluxe 
thermostat provides automatic heat 
ing; runs for about 200 heating 
hours without attention; no drain- 
ing required when stored in freez- 
ing temperatures; walnut or ivory 
finish. 

Prices: 8-section, $39.95; 10-sec- 
tion, $44.95. 


portable, 





DOMINION Travel Iron 


Dominion Electric Corp., 

Mansfield, O. 

Device: Dominion fold-away travel 
iron. 

Selling Features: Weighs 14 Ibs.; 
packaged in zipper case; handle 
folds flat for storage; special heat 
indicator on iron provides proper 
temperature; large soleplate; plaid 
carrying case doubles as sewing kit. 





NATIONAL Food Slicer 


The National Food Slicing 
Machine Co., 

47 Martine Ave., 

White Plains, N. Y. 


Device: ‘Slice Crafter” portable 
food slicer. 

Selling Features: Circular blade 
64 in. stainless steel serrated knife 
never needs sharpening; precision 
slicing control permits adjustment 
of thicknesses of food from wafer 
thin to 2 in. thick; built-in safets 
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guards; mounted on suction cup 
legs; can be put on any work sur- 
face without bolting; shallow tray 
can be slipped under slicer to catch 
juices and food crumbs; triple- 
chrome plated. 


a 


ESKIMO Mixer 

Bersted Mfg. Div., 
McGrew Electric Co., 
Boonville, Mo. 
Device: Eskimo mixer No. GM7A. 
Selling Features: 10 speeds, thumb 
control dial; beaters pop out when 
ejector button is ead or adjustable 
bowl control turntable; contoured 
turntable has ball bearing pivot; in- 
terchangeable beaters can be used 
in either hole; outside beater 
turns bowl regardless of batter con- 
sistency; Pyrex bowls in 34 and 
14 qt. capacity; mix timer in deluxe 
model times from 1 to 12 minutes 
and chimes when time is up, 

Accessories include juicer, power 
unit for use with grinder-chopper; 
115 volts a.c.-d.c, 
Price: $44.75, chrome finished, 
$58.75 








HOLLIWOOD Rotisserie 
Finders Mfg. Co., 
3669 S. Michigan Ave., 
Chicago, 15, Il. 
Model: Holliwood rotisserie “Gour 
met” with built-in-baker, 
Selling Features: Holli-tron, remov- 
able, tubular element for barbecu- 
ing, broil grilling, roasting and bak 
ing; 2-hour timer or timer clock; 
Bar-B-O rack; removable “look 
thru” glass door has 2 positions, 
completely closes for baking, par 
tially open for barbecuing; 4-push 
button heat controls: high, medi 
um, low and bake; 12 heating 
ranges; extra large broiling platter 
has 4 broiling positions; chromed 
inside and out; portable; has ca 
pacity for 15 lb. turkey or 20 Ib. 
roast 
Price: With timer, $79.95; with 
clock $89.95 








CAMFIELD Frypan 


Camfield Mfg. Co., 
718 North 9th, 
Grand Haven, Mich. 


Model; Camfield “Blue Ribbon” 
round electri-fri-pan. 

Selling Features; Controlled heat 
gives crisp even frying without 
burning; thermo-controlled — dial 
indicator; cool-temp legs gives table- 
top protection; sealed-in clement; 
a.c., 110 volts; capacity for 8 serv. 
ings; French-fry dome cover. 

Price: $17.95 





TROPICAIRE Heaters 


Bersted Mfg. Div., 
McGraw Electric Co., 
Boonville, Mo. 


Models; ‘T'ropicaire automatic ther 
mo heater No. 707, combination 
fan-heater No. 703 and fan-forced 
heater No. 705. 
Selling Features: No, 707, auto 
matic heater maintains constant 
temperature shown on regulator; 
1320 watts radiant, fan-forced heat; 
1,320 watts, a.c.; golden tan ham 
mered finish, 

No, 703 fan-heater combination; 
on-off switch for fan or heater; 

320 watts for heater, a.c. only; 
swivels to throw air straight up as 
an air circulator or in any direction; 
tan with plated guards and trim, 

No, 705 portable fan-forced 
heater equipped with automatic 
thermo-protector fuse for satety; 
permanent cord; rubber feet; 1320 
watts a.c.; tan hammeroid finish 
Prices: No, 707, $21.75; No. 703, 
$20.50; No. 705, $14.95, 





KORD Iron 


The Kord Mfg. Co., Inc., 
New York, 70, N. Y. 


Device: Kord automatic iron 
Selling Features: Accurate temper 
ature control fabric selector; light 
weight; permanently side mounted 
attached cord; 1000 watts a.c. 
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It's coming soon! “The new vision in tele- 
vision” from Raytheon. Model C-214-B 
shown here. 


You'll say TERRIFIC! Because that's the 
reaction everywhere to the truly exquisite 
new beauty of Raytheon’s all-new Aristo- 
crat TV line. 


You'll say AMAZING! For that’s what 
those who know say when they learn 
this sparkling styling is coupled with 
Raytheon’s traditional high quality at 
low, low prices AND new INCREASED 
MARGINS. 


Your distributor will have all the news— 
and the complete line to show you soon. 








BRIEFS 


was recently 
introduced by Bostwick Laborator 
ics, Bridgeport, Conn. It removes 
burnt-on food and grease in min 
utes--a fingertip spray application 
and wiping off with damp cloth or 
sponge is all that is required. In 
95¢ and $1.49 sizes 


A Push-button oven cleaner NEW PRODI 
Hep Safe-l-Spray 


ing at proper. point in well; 4 h p 
pump delivers 200 ghp from 60 
tt. depth. Retails, $99.50. Flint & 
Walling Mfg. Co., Kendallville, 
Ind 





Textile Mills Co., Chicago have 
a Perma Gold metallic ironing 
board cover which is scorch and 
stain resistant. A blend of asbestos 
and golden-metallic, it needs no 
laundering, wipes clean with damp 
cloth. Comes as cover only, in a 
pad set or in a foam rubber pad 
set 





Four new Arvin metal ironing 
tables are announced by Arvin In 
dustries Inc. Models include Lady 
Arvin, adjustable with infinite 
height from 22 to 36 in., knee and 
leg room; Arvin Economy, adjust 
able to 6 positions and 2 Standard, 
non-adjustable models 


Cordion Range Hood is an « 

pandable satin finished range hood 
of stainless steel that pulls out 
like an accordion. Hood length i 
adjustable from 30 to 50 in.; 4-in 
high, 45-deg. overhang; opening 
for vent fan ducts casily cut 
$29.50. Made by Metal Units Co., 
Inc., 103 Park Ave., N. Y. 17, N.Y 





F & W announces a new multi 
purpose jet pump line convert 
ible from shallow to deep well 


operation by removing jet and plac 


PAGE 190 








Chili Chaser is a new heating 
unit designed for window type air 
conditioners by H. W. Tuttle & 
Co., Adrian, Mich. An open coil 
helix element, designed to give 
quick pickup of heat and fast cool 
ing when shut-off; employs V-sad 
dle loop construction, equipped 
with thermo protector 





A laundry tray pump for disposal 
of laundry waste water where there 
is no sewerage, or where the laun 
dry tray or washer is below sewer 
lines has been announced by Day 
ton Pump & Mfg, Co. as Rapi 
davton No. 6400. $47.50 





An outlet specially designed for 
electric clocks provides electric con 
nection for clock plus support as 
well. Deep, rectangular, recessed 
back provides room for nesting clock 
cord; holds clock on cadmium 
plated steel hanger. Bakelite in 
brown or ivory. 


A new line of stainless steel iron 
core cookware with Duncan-Hines 
trade name is announced by Stain 
less Ware Co, of America, Walled 
Lake, Mich. Made of .050 thick 
ness, 3-ply iron core stainless steel 
in 2 layers with iron core in center 

complete range of sizes in 
saucepans, Dutch ovens, skillets, 
double boilers 


} 
4), ) 


[’lgin Softener Corp., announces 
a redesigned ‘T'ype-5 “Softmaster” 
automatic water softener with im- 
proved control valve; push-button 
control automatically starts regener- 
ation and returns it to water soft- 
ening service; available in complete 
range of sizes 





Liqua-Matic, an automatic liquid 
dispenser for use in automatic 
washers of 8 and 9 lb. capacity is 
announced by Marshfield Mfg. 
Corp., Long Island City, N. Y. 
Automatically adds an ounce of 
liquid fabric softener, bleach or 
bluing to the last rinse. Attaches 
to wall; white baked enamel steel; 
hooks up to timer. 





A Crinkle-Cut french-fry, veg 
etable and fruit cutter is announced 
by Kesco Mfg. Co., Chicago 37, 
Ill. Six corrugated stainless steel 
blades are ground to sharp edge 
and tempered. Cuts cubes, chips, 
crinkle cuts and waffle cuts; blades 
and block which pushes vegetables 
through can be removed for easy 


cleaning. Price, $19.95. 


Dayton Pump & Mfg. Co., an- 


nounces a new series of packaged 
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water systems with 42- and 52-gal. 
vertical pressure tanks. Each sys 
tem is fully assembled for immedi- 
ate installation; available for shal 
low and deep wells; all have 4 
h.p. motors, vertical shallow well 
ind vertical signature convertibles 
ire included 


Noma announces a new 50-in. il- 
luminated plastic caroler Christmas 
decoration unit. Illuminated with 
40-watt bulb, 2-c74 lamps; heavy 
ground stake holds figures upright; 
weatherproofed. Price, $11.50. 





QUAKER Gas Heaters 


Quaker Mfg. Co., 
1147 Merchandise Mart, 
Chicago, 54, III. 


Models: 4 new cool cabinet, radi- 
ant, unvented gas heaters 

Features: “‘Air-stream”’ construction 
keeps cabinet cool; porcelain fin- 
ished in Sahara Sand; expanded 
metal front and legs in baked on 
“gold” silicone, chromium plated 
guard; improved raised port cast 
iron burner; available in 4 capaci 
ties—12,000, 20,000, 30,000 and 
40,000 btu input. 








BROWN Gas Range 


Brown Stove Works, 
Cleveland, Tenn. 


Model: Brown 36-in. gas range. 
Selling Features: Built-in, waist high 
drawer on roller bearings in storage 
compartment; drawer arranged so 
10 jars of herbs can be placed in 
front of drawer; cutlery compart- 
ment in back section; 5 hooks for 
storing cookware set of 1, 2 and 
3 qt. saucepans and two 10-in 
skillets with coppertone and black 
covers; standard equipment in- 
cludes electric clock with 4-hr. 
timer, appliance outlet, lamp, oven 
light, windoor, 2 recipe books and 
the 10 herb jars plus Flavo-Seal 
waterless cookware. 
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2. a fistful of power > 





Your Display sells a complete line of DO-IT-YOURSELF TOOLS 
Literature pocket holds full line stuffers on other Thor SpeedTools 


folUin iol 4- Mn isl -Meel del -143 


your distributor delivers tools immediately 


GIFT ASSORTMENT °-40 


You buy only: 


7995 Saw attachment $ 9.95 





=201J \«" SpeedDrills @19.95 $39.90 
=201J5S SpeedDrill Kits @34.95 $69.90 
You sell for $119.75 
You pay only 79.75 


You make... 


profit 


‘sal-Ganehe- Conde iaiale Miotolaalel-tah’, 


GESCO OR GRAYBAR 


a dgivisior 


ro T=) a a 1 


(O7-s mn ile olalilielilmeeaitiela tie ciat completely 


display Wahi sia alel; eelelis promotion faelae ks 


Day, et absolutely free. 


In jU | second 


646e@1rT altcte. 


v% 


yf 
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free literature —free gift packaging- 
free banners with SpeedWay’s smashing 


counter 


Father § 


YOU W aloha: me celelaneh a, power tool depart- 


ment..can cash in on big plus profit power tool sales! 





SpeedDrills are 


Shieh 


Just what you ve been asking for complete y 
Ready to put under the Christma Treel 
CALL YOUR LOCAL ELECTRICA 


DISTRIBUTOR NOW! 
National Thor SpeedToo! Distributors 


Welhimeelae 


OR CALL 


J ol -1-Te Mm Role) t— 


advertised in Life, Saturday Evening Post, 


Living, Popular Mechanics, House Beautiful, 


Popular Science, etc., etc. 


CICERO 50, ILLINOIS 


of THOR Power Tool Co. 












NEW LOW PRICES for 
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GE Automatic Sleeping Comfort 


| Automatic Blanket <2. 
| now only * 


NEW SELF-DISPLAY PACKAGE 
ideal for counter or window. bc pemyen 4 
Peeteee vena aenyy eee ] 
it for delivery. — oe 












4 setaSaley 2 i Reta oe 
tie eRe 





a > } “ eer, er} 
e ‘ ee We e ANA 


j NEW LIGHT-UP BEDSIDE CONTROL... NEW “MIRACLE” FABRIC comes in 6 high-fashion colors, 


by Chatham, Easily washed, Double-bed size, now only $39.95" 
NEW CONTROL HANGER shrink-resistant, mothproof. Dual-control model, now only $49.95° 


* Manufacturer's recommended retail or Fair Tradw price. 


ONLY G.E. brings you Sleep-Guard, for depend- 
ability and assurance. Cf “i i i ss 


ONLY G.E. brings you Custom-Contoured cor- 


ners, designed for ample foot room vet "9 FS \ 


See your G-E Automatic Blanket 
distributor today! ae pti 


Automatic Blanket and Fan Department, General Electric Automatic ee A will be pre-sold to your customers 
Small Appliance Division, General Electric by the biggest-ever blanket-season blitz of advertising. 21 big full-color ads in 
Company, Bridgeport 2, Connecticut. these publications! 






aartlen 


Progress Is Our Most Important Product 


GENERAL @@ ELECTRIC 
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MOTOROLA TV Line 


Motorola Inc., 
4545 W. Auguste Bivd., 
Chicago, 51, til. 


Models: 22 modcls feature up-front 
tuning, clock-T'V combinations 
and new styling, 2 17-in. table, 4 
21-in. tables, 10 21-in. consoles, 2 
24-in. table, and 3 24-in. consoles. 
Selling Yeatures: ‘lop-right-front 
tuning is an across-the-board fea 
ture on all 21 and 24-in. sets; 
dual channel selector and fine tun 
ing dial located at top right ot 
face, other controls directly below 
in vertical alignment. Variable con- 
trol and automatic push-button 
control optional in Custom models. 

“Power Panel’ vertical chassis 
mounted on right front for short 
shaft leads to control knobs; com 
pact chassis measures 1-4 in. thick, 
front-side mounting and 90 deg, 
deflection tube make cabinets 
slimmer 

All 21 and 24-in. models have 
90 deg. deflection tube; all but 
one 17-in, and one 21-in. leader 
has aluminized, removable, tinted 
safety glass tube, curved to deflect 
room lights; gold or silver “magic 
margin” tone bezels extend size 
optically to cabinet edge; all mod- 
ls open face, in hardwood con- 
soles with low slender silhouettes, 
slim-angled legs, brass finial trim 
or stretcher bases; gossamer, stipple 
and color finishes include bronze, 
charcoal, carnation pink, blue and 
mist green; 2-tone overlays also 
available. 

1700 chassis on three 17-in. 
models; features No. 17126 timer- 
clock-combination-T'V set; in wrap- 
around metal cabinet; pink, an- 
tique white with black-face clock 
located between control under pic- 
ture, portable; 17-in. square; weighs 
45 \bs.; snap-tuning; aluminized 
tube; 2 other 17-in. models fea 
ture portability-17T23, stippled 
charcoal; and 17T25 tawn, Pine 
or mist green, 

“4-Star” series have vertical chas- 
sis, front controls, 90-deg. tube; 
3-wafer cascode 4 m.c, tuner 
remote cut-off tube; gated age; |7,- 
000 voltage. 

“5-Star” series has 19-tube paral- 
lel chassis, 4-wafer cascode; 18,000 
voltage, area selector switch; char- 
coal, bronze or blond; metal con- 
sole in bronze wrap-around; 6 de 
luxe models have covered speed 
controls, illumineted channel selec- 
tor, with gossamer print finish in 
mahogany, pink and blond, gossa- 
mer bronze. 

"5-Star’” Custom Deluxe group 
(9 models) has 5-Star chassis, 20 
tubes; complete power transformer; 
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2 extra controls 
variable tone and automatic on-off 
push button. Twin permanent 
magnet hi-fi speakers, glare-down, 
sound-up picture, grill tilt design. 
Prices: ‘Timer-T'V, $169.95 Other 
models from $149.95 for port- 
able 17-in. to $409.95 


iron core choke; 





G-E TV Sets 


General Electric Co., 
Electronics Park, 
Syracuse, N. Y. 


Models: G-E’s 1956 TV line has 
been expanded to include 43 sets 

21 table and 22 console, 18 are 
new; 2 have automatic clock timers 
Selling Features: 2 clock ‘TV 
models include a version of the 
new 14-in, portable ‘TV set recently 
introduced, with a luminous dial 
clock mounted on top of cabinet, 
which also serves as carrying 
handle; same mechanism in G-E 
convertible clock-portable radio has 
been used in this set; permits 
wake-up-to-TV or  buzzer-alarm, 
automatic shut-off up to 1-hour 
after setting. 2-tone bronze and 
ivory metal cabinet; weighs 35 Ibs. 





Second TV-clock set is a maho- 
gany console with 21-in. alumin- 
ized picture tube, dark safety glass; 
rectangular clock centered in con 
trol panel; 3 knobs in a line across 
clock face—center control sets 
hands; right, establishes time TV 
starts; left control permits selec- 
tion of any segment of time up to 
4 hrs.; desired time period appears 
in window at left of control; at 
end of pre-set period TV turns 
off automatically. 

4 24-in. sets, 2 table, and 2 
consoles are included; 90 deg. de- 
flection tube for reduced cabinet 
sizes, making new console 8 in. 
shallower, 12 in. narrower and 9 
in. lower than former 24's. 





90 deg deflection also used in all 
21’s also. 

2 “Lo-Boy” models have been 
added; both have controls above 
picture tube, narrow grill under 
tube masks 8-in. and 10-in. speak- 
ers; mahogany or blond finish. 

New line is divided into 4 
groups: Portables, Pacers, Black- 
Daylite and Ultra Vision. Each 
group has a different chassis; all 
chassis mounted horizontally for 
front tuning, except vertical port- 
able models. 17 Pacer sets use “S” 
chassis with 14 tubes, 3 rectifiers; 
automatic noise canceler circuit; 
stepped-up output transformer; 
cascode tuner. 

Swivel bases on 4 2]-in., 2 24- 
in. consoles. Swivel matching 
bases, swivel tables in brass, 
wrought iron and combinations are 
available for all table models. 
Prices: Portable clock-T'V set, 
$129.95. Other models from 
$99.95 to $369.95 





SENTINEL TV Sets 
Sentinel Radio Corp., 
Evanston, il. 


Models: 11 basic ‘I'V sets—3 with 
factory installed remote control. 
Selling Features: Remote control 
unit permits completely automatic 
operation from 20 ft. away; per 
sonal built-in speaker makes it 
possible to switch from speaker 
in TV set to speaker in remote 
control unit; automatically changes 
to any one of all 12 channels, 
turns set on or off, controls volume, 
brightness and fine tuning; stand- 


ard factory equipment on a |7-n. 
table model, 21 in. table and 24- 
in. console; field kit can be in- 
stalled in practically all brands ot 
turret tuner equipment sets. 

1956 line features 4 series: 
Standard, Power Plus Deluxe, 
Super-Powered Custom Deluxe and 
Color Chassis. Standard is offered 
in a 17-in. table model, light- 
weight, easy to move from room 
to room. 


Power Plux Deluxe gives steady 
pictures in remote fringe or weak 
signal areas; top-front controls; 
giant wide-angle aluminized picture 
tubes; built-in antenna; full range 
audio system; available in 21-in. 
table, console, lowboy and knotty 
pine cabinets, also in a 24-in. low 
boy and a newly styled 24 in. con 
sole 35 in. high with top-mounted 
chassis and hi-fi audio system with 
dual speakers. 

Super-Powered Custom DeLuxe 
chassis features hand level tuning, 
illuminated dial; optical filtered 
safety glass; giant wide angle 
aluminized picture tube; full trans 
former power supply, built-in an- 
tenna, hi-fi audio system with dual 
speakers in 21 in. table and in open 
face and full door consoles; all in 
mahogany or oak woods. 

All models available optionally 
with factory-installed 82 channel 
UHPF-VHF’ tuners. 

Compatible color set offers 
21-in. color, sharp, clear black and 
white; automatic color control; hi-fi 
audio system with dual speakers. 
Prices: I'rom $149.95 for 17-in. 
standard series to $399.95 for 21- 
door Custom DeLuxe. Remote 
control series from $199.95 to 
$369.95. Color models $895 
and $995. 





LION Remote Control TV 


Lion Mfg. Corp., 

TV and Electronic Div., 
2640 Belmont Ave., 
Chicago, 18, Ill. 


Model: Lion remote control ‘I'V 
me 


table model 21537. 

Selling Features: Built-in remote 
control can be installed on shelves, 
wall openings, on wheel carts in 
hospitals; control changes stations, 
regulates volume, picture bright- 
ness and contrast; 25-ft. telephone- 
cord type (additional cable sections 
available extra). 

Other features include alumin- 
ized 21-in. non-glare picture tube; 
removable tilted safety glass, heavy- 
duty chassis; Magic-touch station 
selector; illuminated channel “‘line- 
ar dial”; built-in antenna; full range 
tone control; 3-position switch for 
local, suburban or long distance 
viewing; dual speaker grille; 6-in. 
PM Dynamic Alnco 5 speaker; 
terminal board for attaching other 
speakers; UHF strips available; 
Cascode tuner; IF stages; consol- 
ette base extra. Mahogany or 
limed oak finish. 
Price: $369.95; 
$29.95 extra. 


matching base 
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HERPOLSHEIMER’S is Grand Rapids most modern department store. Noted for 


In Michigan, too... up to 35% profit- 
margin on popular models by Magnavox!” 


*Made possible through direct-to-dealer distribution 


quality, it naturally features Magnavox instruments in the music department. 


“Top Acceptance...Controlled Distribution...Firm Price Policy... 
All Add up to More Profits with Magnavox!” 


"We completed a thorough analysis of our 
Television and Radio Departments some time ago. 
It was our conclusion that there was little or no 
profit in a department consistently dependent on 
special value promotion and large trade-ins for 
volume. We decided that there were certain 
conditions necessary to make our Television and 
Radio Departments profitable. They were as 
follows: 


(1) "We must have a line with top customer 
acceptance 

(2) "The line selected must have a limited and 
controlled distribution 

(3) "The line must offer the possibility of 
increased volume through consistent, regular 
priced promotion 


"Magnavox was the line selected by us as best 
filling these conditions. We relocated and 
rebuilt our Television and Radio Departments in 
order to display and sell Magnavox to our 
customers properly We have been more than 
pleased with the results. It is our firm belief 
that we have now placed these departments on a 
sound, profitable basis and that they will 
continue to grow in volume through the promotion 
of your fine product-——Magnavox." 

Yours very truly, 


John Ha, le 
Managing Director 
he Magnavox Company, Fort Wayne 4, Indiana 
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ONLY THE MAGNAVOX FRANCHISE 
OFFERS THIS PROTECTED PROFIT PLAN 


Highest margins—up to 35% 
on popular models—plus freight 
prepaid, 

The only TV-Radio line with 
vigorous enforcement of price 
maintenance policy. No price 
cutting. No discount-house com- 
petition. 

No promiscuous franchising. 
Magnavox protects you by selling 
through fewer than 2% of the 
nation’s radio-TV dealers. 


THERE MAY BE A FRANCHISE 
AVAILABLE IN YOUR COMMUNITY 


@ If you want to make money sell- 
ing TV and High Fidelity, write 
The Magnavox Company, Fort 
Wayne 4, Indiana, 


The magnificent 


aqnavwox 


high fidelity television * radio-phonographs 


















1. TheSymphonette, has three speakers 
—also, a 3 speed precision automatic 
intermix record changer, Has diamond 
sapphire styli. High Fidelity push-pull 
audio power. Volume, bass and treble 
controls are on outside of cabinet for 
convenient adjustment without raising 
lid. Bow front design is enhanced by a 
gold-embossed Florentine leather top 
Available in Oak, Cherry. In Mahogany 
complete with tapered legs, $149.50. 


2. Constetiation 21. Has convenient top 
mounted controls, 8" heavy duty speaker 
with sound slanted to ear level. Clear, 
bright 21° picture from Chromatone 
filter and reflection barrier, In scuff-proof 
Magnatex Cordovan, (VHF) $199.50 
Also Blond $209.50. 


3. Telerama 24, Has (wo speakers. Con 
venient top controls are concealed by a 
cover which projects sound forward when 
open, automatically shuts off set when 
doend. Big 24-inch picture with chro 
matic filter and reflection barrier, in 
beautiful genuine mahogany, oak, or 
cherry, complete with stand. In Mahog 
any, beaten = $269.50, 


24. Combines the appea! of 
pn world Provincial styling with today's 
finest TV picture and high fidelity 10 
watt, two-speaker sound system for un 
surpassed viewing and listening pleasure 
Provincial cherry (VHF) $425.00 
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YOU GET the new NESCO FRYRYTE Automatic 
Electric Frying Pan at HALF PRICE when you order 
3 at the regular price, along with one 4-qt. and 
one 2-qt. NESCO COOKRYTE Automatic Electric 
Sauce Pans. 

DOUBLE this order and you get a NESCO FRY- 
RYTE Automatic Electric Frying Pan FREE! $20.00 
in your pocket without lifting a finger! 


NESCO 


EXECUTIVE OFFICES: MILWAUKEE 1 wisconsin—Otess 





You’re always RYTE with 
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WINDFALL with 


| co leals 


that will drop plenty of EXTRA $$ into your cash register! 


Coming anytime, deals like these would mean exciting nothing less than sales DYNAMITE! 
extra profits. But coming right now, just when the peak Read — and reach for your phone! Call your Nesco Dis- 
selling season for Nesco products starts—these deals are __tributor Topay! All offers expire October 31, 1955. 














YOU GET the new NESCO ROASTRYTE Automatic Electric Roaster at HALF YOU GET the new NESCO COOKRYTE Automatic Electric Casserole (Mode! 
PRICE—when you order 2 at the regular price, plus one Model 129-2-04 Roast- 4213-2) at HALF PRICE when you order 2 at the regular price, plus two Model 
ryte, 1 Model 224-1 cabinet and 1 Model 225-1 cabinet. Over $112 clear profit 7016-2 Cookrytes and one Model 4210-2 Cookryte. Pocket a profit of $56.00 
with this ‘package.’ DOUBLE this order and you get bonus Nesco Roastryte FREE! or get more by doubling your order and getting bonus Cookryte FREE! 








YOU GET the beautiful NESCO CHROME SERVING ENSEMBLE aot HALF PRICE 
YOU GET the new NESCO FRYRYTE Automatic Electric Deep Fryer at HALF PRICE when you buy one NESCO TEARYTE Automatic Electric Beverage Maker at the 
when you order two at the regular price. Put $42.60 profit in your cash register regular price and chalk up a profit of $17.92 when you sell ‘em. FREE bonus 


Double your order and get bonus appliance FREE! Nesco Chrome Serving Ensemble when you double this order 














—— 
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WESTINGHOUSE TV Line 


Westinghouse Electric Corp., 
TV-Radio Div., 
Metuchen, N. J. 


Models: 1956 line in 2 series 
Riviera and Catalina. 
Selling Features: ‘Tip-top-front tun 
ing with control dials on sloping 
panel above screen; 2 printed cir 
cuit panels, horizontally mounted 
on chassis under front part of pic 
ture tube allows heat to dissipate 
upward without passing over other 
tubes and components; Silver Safe- 
guard chassis feature includes a 
dip-soldering process for printed 
wiring circuit for greater durability; 
improved sclenium rectifiers and 
600 series millampere tubes 
Catalina, lower priced sets avail 
able in grain finishes and decorator 
colors including black, red, spruce 
green and terracotta, feature an 
“L”-chassis with Silver Safeguard 
printed circuit with panels mounted 
horizontally, improved rectifiers 
Prices: rom $139.95 for 17-in 
Catalina to $319.95 for 24-in. 
Riviera console, 





ADMIRAL TV Sets 


Admiral Corp., 
3800 Cortland St., 
Chicago, 47, II. 


Models: 14 basic models in 1956 
line include 5 table, 4 open-face 
and 2 full-door consoles in 17, 21, 
and 24-in sizes; a 21-in, laydown, 
a 27-in openface and a combination 
radio-phono-T'V, 
Selling Features: Super Cascode 
chassis has 3 printed circuit sec- 
tions containing 13 tubes; panels 
are dipped in solder; new type 
UHF-VHE tuner with spinner type 
tuning; illuminated periscope tun- 
ing dial that can be read through 
magnifying glass in cabinet top is 
a feature on 2 full-door 21 and 24- 
in, consoles, a 27-in, open face 
and a 21-in, laydown combination. 
Other features in top models in- 
clude Lazy Susan ball-bearing swivel 
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bases; Tilt-Out front with gold 
metal escutcheon for auxiliary con- 
trols; newly developed range finder 
tube that automatically adjusts for 
distance from station. 

All 21-in. sets have aluminized 
tube with 270 sq. in. picture. 

Improved vertical design chassis 
make tubes and components easy to 
service, 

Top-front tuning 90 deg. deflec- 
tion tube; tinted safety glass 
throughout line. 

Dual 6 x 9 in. fidelity speaker 
system in 2l-in. combination and 
24-in. full door console. 

“Off-the-floor” cabinet. styling 
highlighted by Lazy Susan swivel; 
all models have built-in antenna, 
wide range FM sound system. 

4-speed hifi phono-radio-TV 
combination plays all speeds, all 
size records including 164 1 m for 
“talking books”; built-in radio and 
phono located at waist height; Lazy 
Susan swivel. 

Cabinets available in ebony 
metal, mahogany, blond, maple, 
oak finish. 

Prices: From $129.95 to $425. for 
27-in. model. 





CBS-COLUMBIA TV Sets 


CBS-Columbia, 

TV & Radio, 

3400 47th Ave., 

Long Island City, 1, N. Y. 


Models: Top of CBS-Columbia 
1956 line includes 4 21-in. models 
~23T19 table, 23C49 console, 
23TK003 table and 23CKOl11 
open-face console. 

Selling Features: 23119 and 23C49 
feature “360” audio system with 2 
speakers and 2 sound outlets; high 
gain Cascode turret tuner and also 
available with Ultra Band 82-chan- 
nel tuner. 

23119 has wide angle aluminized 
picture tube, filterized glass, photo 
electron gun Power-Tron chassis; 
metal escutcheon conceals front 
controls; phono switch. 

23C49 has built-in UHF-VHF 
antenna, tone control phono plug- 
in with switch, metal control panel 
escutcheon; shelf below picture 
provided for external record player, 
books or whatnots. 

231TK003 had 21-in. rectangular 
aluminized picture tube; Century 
vertical chassis 4l-mc IF circuit; 
filterized safety glass; AGC; sensi- 
tive turret tuner with provision for 
UHF strips; horizontal AFC pic- 


ture lock; local-distance switch; 
photo electron gun; 15,000 volt 
power; automatic electrostatic fo 
cus; built-in antenna; trap door 
for tube accessibility. 

23CKO011 has same features as 
231K003 in open-face console. All 
models available in blond or 
mahogany cabinets. 





HALLICRAFTERS TV Sets 


The Hallicrafters Co., 
Chicago, III. 


Models: 10 new basic sets in 1956 
line includes 17, 21 and 24-in. 
models. 

Selling Features: 17-in. table set 
available in textured spatter-tone 
multi-colored mahogany; also with 
2 shades of beige, gray blond and 
dark beige; black metal legs in- 
cluded in price. 

2 step-up models, 171S7201 
and 171S7301TA, consist of basic 
set with 18-in. wrought iron legs, 
large, transparent 3-in. wheels, 
and a long line cord to provide 
easy portability. Second set has 
hideaway antenna, 22-in. ““daddy- 
long-legs”” for easy bedtime view- 
ing. Remote control device avail- 
able as accessory with this set—con- 
sists of cylindrical type control at- 
tached to 20-ft. cord to set; push- 
ing-button in control top switches 
set to any channel; side switch 
permits turning set on-or-off. 

A 21-in, spatter-tone table model 
features vertical chassis, side con- 
trols. 

2 top 21-and-24-in. consoles fea- 
ture front controls; a 2]-in. con- 
sole and 24-in. table and console 
have top-tuning with knobs affixed 
to top front—auxiliary controls be- 
hind front control panel. 

Dual speakers in top models: 2 
24-in. consoles use an 8- and 
a 4-in. speaker; two 21-in. con 
soles use 6- and a 4-in. speaker; 





24-in. model uses two 4-in. speak 
ers. 

Vertical chassis in all but one 
model; deep fringe area chassis 
with noise gated sync, separated 
for long distance in top model. 
Prices: From $99.95 for 17-in. ma 
hogany spatter-tone table set to 
$379.95. Remote control acces 
sory, $19.95 extra. 





HOFFMAN TY Line 


Hoffman Electronics Corp., 
3761 S. Hill St., 
Los Angeles, 7, Calif. 


Models: 17 basic models: Mark 10, 
Super Mark 10, and Mark 5 series 
17, 21 and 24-in. sizes. 

Selling Features: Super Black Easy- 
Vision lens with Neutrex Shield to 
lock out ambient light and permit 
I'V viewing at morning, noon and 
night; aluminized picture; low- 
profile shallower depth cabinets 
with tuner control at top, front, 
control panel; hardwood cabinets, 
full door, open-face consoles; ma- 
hogany, oak or cherrywood plus 
metal table cabinets (3 basics) with 
mar-resistant Silicon finish. 





Soundorama hi-fi incorporated 
in 9 models (4 basics)—3 speakers 
mounted in acoustical chamber 
projects sound equally to every 
part of listening area; push-pull 
amplifier provides from 30 to 20,- 
000 cps range. Mark 10 and Super 
Mark 10 chassis have amplified 
AGC; new “slide-out” chassis for 
easy servicing; aluminized picture 
tube and focus control; continuous 
UHF tuner; Super Mark 10 has 
90 deg. magnetic focus tube; 
lighted dial, phono jack, phono 
switch; tone control, increased 
(17kv) picture tube high voltage. 

Mark V features include 4-stage 
video IF; keyed AGC; 18 kv pic 
ture tube high voltage, a.c. outlet, 
cascode tuner. 8 Pacifica models (3 
basics) in California design. 
Prices: Table models from $149.95 
for 17-in. to $249.95 for 24-in. 
Consoles from $229.95 to $329.95. 
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MOTORIZED BARBECUE SPIT 


xo labor...and double the flavor! 





PRICED FOR 
PROFITS 


7 Vr 


RETAIL 












e 
START SALES ROLLING WITH THESE 
BIG SALES- MAKING FEATURES! 


® Guaranteed air-cooled motor rotates slowly at mye 
po agleSeatry operates from any normal pert Boch vee are 2 
ic outlet. (6 ft. cord supplied. ) 
© 21%” chrome-plated, non-slip square barbecuing spit, with 
Bakelite handle (removed when cooking), two slide-on skew- 
ers, easily handles 20 Ib. roast or fowl. 


’ Hew. oop iene, Geming pong ys Fares brackets ie des Bhs Ss 
att securely to wire rac any oven tening two ' aa 
poem Extra e-n hc? | 

© Adjusts easily to best cooking position, cannot shift or tip. 

© Complete sales-aid program includes: simulated foods, bar- oa oe en ee 
becue recipes, consumer folders and mailing pieces, advertising mith ev dest come equiped 
mats, glossy photos, etc. Ty. 


fet 











Rush your order to your wholesaler today. If he cannot supply you, order direct. 


PARTY=-Q CORP. 218 suitivan st., NEW YORK 12, N.Y. + AL 4-7995 
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LET’S KNOCK HIM OUT OF 





BUSINESS...Your Business! 


Here’s how Kennecott is helping 
you lick SKIMPY WIRING! 


Any sneak who’d strangle your sales and steal 
your profits deserves a good trouncing —right? 


Well, there is just such a rascal bedeviling your 
business today—and “Skimpy Wiring” is his 
name! 


With his small, weak wires and inadequate 
circuits, Skimpy Wiring keeps hundreds of 
potential customers from buying many of the 
electrical appliances they may want or need. 
And by causing homeowners no end of elec- 
trical annoyances, Skimpy Wiring puts a curse 
on the appliances you do sell! 








Unfortunately, most of Skimpy Wiring’s vic- 
tims don't even know they have him in their 
homes! They must be shown how to recognize 
Skimpy Wiring. They must be told just how 
to get rid of him! 


That’s why Kennecott is running full-page ads 
like the one shown below in the Saturday Eve- 
ning Post and This Week magazines. It’s a 
hard-hitting, educational campaign that bene- 
fits the entire electrical industry. Specifically, 
it’s a campaign that helps you. Because it takes 
the blame off your appliances and puts it right 
where it belongs—on Skimpy Wiring. 


Tie in your store with it! 


FREE TIE-IN MATERIAL! 


Tell your customers the vital story of adequate 
home wiring. Send today for poster-sized blowups 
of Kennecott’s full-page Saturday Evening Post and 
This Week magazine ads for display in your store. 
Get free sample copies of the educational booklet, 
“The ABC of Home Wiring.” Ask for list of at-cost 
prices for large-quantity orders of material available 
for your direct mail use. No cost or obligation! Just 
write on your letterhead to Kennecott Copper 
Corporation, Dept. M95, 161 East 42nd St., New 
York 17, N. Y. 


«| Kennecott Copper Corporation 


habricating Subsidiaries: CHASE BRASS & COPPER CO, + KENNECOTT WIRE & CABLE CO. 
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SKIMPY WIRING 


“Dead End” Kid of the 
Electrical Business! 
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RCA-VICTOR TV 
RCA-Victor Div., 


Models: 23 basic models, 3 series 
Special, Super and Deluxe,-17, 21 
and 24 in. sizes. 

Selling Features: Special series con 
sists of 17- and 21-in, table models; 
Super of 21 in and 24-in, table 
models and consolettes and a 21- 
in. console; Deluxe serics in 21- 
in. and 24-in, consoles. 

New vertical chassis in 17-in 
and 21 in. Special series and a new 
vertical chassis or a new horizontal 
in each of the Super and Deluxe 
sets; printed circuit boards in all 
3 series; other improvements in 
clude a “nowe suicide circuit” 
which automatically sets up volt 
ages to kill off various types nois 
or interference; increased second 
anode voltage and greater video 
drive voltage; improved ag 
Prices; Special from $149.95 to 
$259.95; Super, from $199.95 to 
$299.95 and Deluxe, from $299.95 
to $500 





DU MONT TV Sets 


Allen 8. Du Mont Laborotories Inc., 
750 Bloomfield Ave., 
Clifton, N. J. 


Models: 16 basic models with 37 
different stylings. 
Selling Features: New line consists 
of six 2l-in, table models; five 
2\-in, open face consoles, a 24-in 
open face console, three 24-in. 
full door consoles and a 24-in. con 
solette featuring 3 newly designed 
chassis: RA-340, RA-350 and 352. 
All models but one have “Twin 
Screen Hi-Lite” aluminized picture 
tube with “twin” aluminum tube 
coating; tinted safety glass over 
tube adds brightness, contrast con 
trol; all but one model availabl 
with VHF or all-channel tuners. 
RA-352, “Metropower” chassis 
in price-leader medels, has 41-mc 
single piece design, uses trans 
former power supply rather than 


NEW PRODUCT . +s» Delevision 


selenium rectifiers; parallel fila- 
ment heating and cascade tuner 
instead of pentrode tuning. Front 
panel noise contiol. 

RA-350 “Picture Magnet” chas- 
sis has removable safety glass front, 
illuminated station selector dial, 
phono jack and switch, tone con- 
trol, automatic “Du Monitor” con 
trol which keeps signal constant; 
functional front panel controls for 
easy tuning and easy adaptability 
for UHF. 

RA-340, “Galaxy” chassis, esp« 
cially designed for high signal sensi 
tivity; VHF “Trigger-Tuner” 
makes weak signals strong and 
strong signals stronger. 90 deg 
picture tube deflection angle; other 
features are phono-jack and switch, 
station selector, dial light, tone 
control, built-in antenna, tinted re 
movable safety glass. 

Styling includes modern, tradi- 
tional, French Provincial in wal- 
nut, mahogany, limed oak, ebony, 
gold cocoa, fruitwood, maple and 
leather. 


Prices: From $169.95 to $500. 
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PHILCO TV Line 


Philco Corp., 

Tioga & C Sts., 

Philadelphia, Pa. 

Models: Philco 1956 'T'V line fea 
ture automatic, top touch, finger 
tip tuning; remote control; new 
styling in two 17’s, nineteen 21's; 
five 24's and two 21-in. ‘T'V-radio 
phono combinations 

Selling Features: In addition to 
automatic and remote tuning, up 
right chassis, and printed wiring 
circuits, are included; “top touch” 
tuning selects channels automatic 
ally by a finger controlled “‘treadle 
bar” which automatically triggers 
mechanism at slightest touch, se 
lecting in sequence all receivable 
channels; second “treadle bar” 
automatically turns set on-or-off; 
new controls located on top of 
set, near front of cabinet for stand 
ing Operation 

Remote control unit for arm 
chair operation, available as ac- 
cessory with each “top touch 
model” for $10 extra. 

Picture frame cabinets feature 
picture framed by decorative panel 
in color; “inclined” sounding 
boards in some models have 
“acoustic lens” or hi-fi reproduc 
tion; some models have’ twin 
speakers in conjunction with 


“acoustic lens’; several have 
“swivel base”. 

New 17-in. table model in 4 cabi- 
net colors: coral, yellow, green; ma- 
hogany; lightweight for moving 
from room to room. 

In addition to printed wiring 
circuits and upright chassis, an 
amplifier tube and micro-grid tuner 
gives good performance in “fringe 
areas.” All sets may be equipped 
for UHF by adding Philco plug 
in tuner from $15 to $25, de 
pending on number of channels 
available. 


Prices: From $159.95 for 17-in. 
model to $459.95 for combination 
TV-tadio-phono, 





ZENITH TV Sets 


Zenith Radio Corp., 
6001 Dickens Ave., 
Chicago, 39, Ill. 


Models: Zenith 1956 line includes 

17-in.; 5 21-in. table, a 24-in 
table; 11 21-in. consoles; a 21-in 
consolette 2 24-in. consoles; 
21-in. ‘T'V-phono combinations and 
+ De Luxe Flash-Matic models 
Selling Features: Flash-Matic is a 
remote control flash beam from a 
small pistol shaped unit that turns 
set on or off, changes channels, 
cuts sound out; “magic ray” in pis 
toi does all the work—no wires o1 
connecting cords needed—flash 
beam shining on lower left hand 
corner turns set on and off; chan 
nels are switched by shining 
through upper 2 sensitive windows 

left window turns channels 
counter-clock wise, upper right 
commer window changes channels 
clockwise—beam striking —_ lower 
right window tunes out sound; an 
other touch of flash gun brings 
sound back again. Flash-Matic is 
standard, built-in equipment on 9 
models. Flash-Matic sets can also 
be operated manually, 

Other features in line include a 

21-in. TV-phono combination with 
I'M sound system and record playc: 
located above picture tube; top 
tuning; spotlight dials; built-in 
UHF-VHF — antennas; _ private 
phones at slight extra cost for lis- 
tening to favorite program through 
private earphone; dual speaker sys 
tems; gated beam sound stabilizer; 
Cobra-Matic record players; 2-tone 
color styling on table models with 
chassis No. 600; casters for easy 
portability; low-boys for reading 
angle viewing. 
Prices: From $179.95 for 17-in 
table model to $795 for T'V-radio 
phono De Luxe Flash-Matic. All 
channel tuners extra. 





CAPEHART 1956 TV 


Capehart-Farnsworth Co., 
Div. International Telephone 
& Telegraph Corp., 

Fort Wayne, Ind. 

Models: “Starline” series: Polaris, 
Orian, ‘Titan; “Super Comet’ se- 
ries: Trenton, Amherst, Bostonian, 
Jamestown, Monticello, Quebec. 
Selling Features: “Starline” price- 
leader series includes a 21-in table 
(Polaris) and console (Orian) and 
a 24-in. model (Titan). 

All models have aluminized pic- 
ture tubes; vertical chassis; and are 
available in VHF or all-channel 
models; ebony or mahogany finish. 

Six “Super Comet” models have 
super-powered, long-range, high- 
gain chassis with 21-in. 90 deg. de 
flection aluminized picture tube; 
Polaroid picture filter system uses 
a special circular polarizer to elimi- 
nate glare and reflections from 
light sources outside tube; “Tri- 
Fi,” 3-speaker sound system for 
spherical sound; table models have 
front mounted speakers, deluxe 
models have Dualtone controls and 
phono-jack; “new look” cabinets 
include perforated speaking _pic- 





ture mask; newly arranged controls 
group primary controls at right. 

Price: From $169.95 to $239.95 for 
“Starline” series; From $199.95 to 
$389.95 for “Super Comet’’ line. 





ZENITH Listening Adaptor 


Zenith Radio Corp., 

6001 Dickens Ave., 

Chicago, 39, Il. 

Device: Private listening accessory 
for TV and radio. 

Selling Features: Adaptor with in- 
dividual headphone set or, if lis 
tener wears a hearing aid, by plug 
ging a special cord directly into 
hearing aid receiver; then radio or 
TV set can be operated in 3 ways 
selector switch can be set so regular 
speaker is off and headphone or 
earphone is used; phone unit and 
regular speaker can be operated 
simultaneously, or when radio- 
speaker is on. 


Price: $2.50; accessories extra 
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YOUR TV PICTURE TUBE 


INSTALLATIONS FINANCED 
BY GENERAL ELECTRIC — 


OU can sell G-E picture tubes to 

your service customers on the in- 
stalment plan! First national tube 
credit program to be handled direct 
by a leading manufacturer! 


® You tie up no capital—endorse no 
notes. You are reimbursed immedi- 
ately for the full amount of your bill 
covering tubes, parts, and labor. 


@® You sell high-profit tubes and 


service where cash isn’t available to 
your customers. You open the door 
wide to new business—more busi- 
ness! And those repaired TV sets 
piling up on your shelves which cus- 
tomers can’t pay for, now will move 
out from your shop FAST. 


® You have no collections or record- 
keeping to worry about. Credit 
arrangements with your customers 
are made quickly and easily. 


GENERAL ‘36 ELECTRIC 
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to sell new G-E picture tube installations on credit 
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J You find that your customer hasn’t the cash on hand to pay for the new G-E picture tube that’s 


needed, plus other General Electric tubes, also parts and labor. So... 


You explain G.E.’s easy payment terms. The customer welcomes the opportunity to sign the 
contract. You then proceed to make the installation, and put your customer’s T'V in tip-top shape. 





One call to your G-E tube distributor will bring full 
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Next day you turn over the contract to your G-E tube distributor, who reimburses you for the 
complete installation job, including labor. 


READ HOW YOU CAN USE THIS GREAT 
NEW GENERAL ELECTRIC CREDIT PLAN! 


FTEN the price of a new picture tube keeps 
() customers from having their TV sets serv- 
iced properly. They are forced to get along with 
an inferior picture, or no picture at all, while 
you lose a profitable repair job. 


Now G.E. gives you a way to turn these lost 
jobs into service dollars. No longer need your 
customers pay cash in full. You can give them 
as long as six months to pay out of income, with 
a down payment as low as $5. 


Yet you get reimbursed immediately by your 
G-E tube distributor. Furthermore, you endorse 
no notes, have no collections to make. That part 
is handled by the General Electric Credit Cor- 
poration in cooperation with your distributor. 


Act today! Ask your G-E tube distributor to 
show you how to obtain . 


. on easy credit 
terms 


... picture tube installation jobs you’ve 
never been able to sell before! Tube Department, 


General Electric Company, Schenectady 5, N. Y. 


GENERAL @ ELECTRIC 


AND BE THE FIRST TO OFFER... 





instructions, forms, and advertising-promotion helps! 














A Mow Look +8 010 Ws 


Choice of 10 decorator colors and patterns 








“c7T1x"’ is its name, and it works wonders on old 
5 TV receivers. Your customers can quickly 
and easily change cabinets to blonde, or to 9 
other desired colors or patterns. That T'V re- 
ceiver which has outgrown its living-room use- 
fulness, can be made over into a second set that 
matches the decoration of den, rumpus-room, 
or nursery. “Stix’’—made of Firestone Velon, 
and available from your General Electric tube 


ey, 
q 


distributor —is another big reason why your 
customers will want to have their television sets 
repaired ... by you, who offer them new TV 
appearance along with new and better perfor- 
mance—a new set inside and out! 
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NINE OUT OF TEN TV OWNERS right in your neighborhood will read about the sensational new 
G-E picture tube credit plan—and about the new decorator coverings for old TV’s 


-- In every Sunday newspaper supplement — - «In colorful posters, displays, and other promotion 
and TV Guide—reaching 46,500,000 homes. material G.E. is providing for your local use. 
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WESTINGHOUSE Radios 


Westinghouse Electric Co., 
TV-Radio Div., 
Metuchen, N. J. 


Models: New line Westinghouse 
table, clock and portable radios. 
Selling Features: “Silver Safeguard” 
printed circuit incorporated in all 
models; table sets include a 4-tube 
miniature; 5-tube sets in black and 
green and in 2-tone colors and a 
5-tube set with “Sonoramic”’ dual 
speakers 

A desk clock-radio in 2-tone 
colors, front and back; portabie 
models include a 4-tube in 3 colors 
and 2 miniatures plus a 5-tube port 
able radio-phono with 3-speed rec 
ord changer and tan leatherette 
cabinet. — 

A table radio-phono, 2 combina 
tion consoles with choice of iron 
legs, record base or cocktail table; 
3 hi-fi AM-FM sets are also in 
cluded in line. 


Prices: From $14.95 for 4-tube 
miniature table model to $499.95 
for combination in period style 
solid mahogany cabinet. 





CAPEHART Radios 


Capehart-Farnsworth Co., 
Diy. International Telephone 
& Telegraph Corp., 

Fort Wayne, Ind. 


Models: Capehart 1956 radio line 
includes 4 clock radios, 3 tabk 
models and portables including 
an “International” all-wave, 8-band 
set, and a transistor portable. 
Selling Features: Clock-radio 
models available in a variety of 
colored cases from brown or ivory 
for low-priced leader to beige or 
glacier blue in the Super Deluxe 6 

“Tomboy,” 3-way portable with 
steel case has silver finish. 





Ge 


International uses a.c., d.c., or 
new long-life “Eveready” batteries; 
6 short-wave bands, standard broad- 


EW PRODUCTS Brea wt sis 


cast, special long-wave “Beacon 
Band” covering 180 to 400 ke; 3 
antenna; a built-in loop, a 64-in. 
telescoping whip, and a_ special 
antenna for attaching to auto, train 
or plane window, 





Miniature transitiorized portable 
radio TX-10 weighs 6.4 0z., oper 
ates with miniature earphone, 
matching speaker unit, or installed 
in any ashtray base with speaker, 
powered by house current; small 
size has been achieved by combin 
ing transistors and printed wiring 
Prices: From $19.95 to $34.95 for 
table radios, from $29.95 to $59.95 
for clock-radios; from $29.95 to 
$159.95 for portables. 





ARVIN Radios 


Arvin Industries Inc., 
Columbus, Ind. 


Models: 15 basic models in Arvin 
1956 radio line. 

Selling Features: Four completely 
new models: 2 clock-radios No 
turne 958T and Starlighter 9571 
ind 2 5-tube table sets Duophonic, 
95ST and 956T. No. 958T has a 
calendar-clock timer that tells day, 
date; Telechron clock; sleep switch 
can be automatically set to turn 
radio on-or-off and a 1100 watt ap 
pliance outlet; phono-jack has been 
added 

No. 857T has same _ features 
without calendar-clock timer. 

Both sets in ivory, green, ebony 
and sandalwood, and both have 
5-tubes including rectifier No. 957’ 
features a Telechron clock and 
timer, a buzzer alarm, a 1100-watt 
appliance outlet; “air loop” antenna 
and CD frequencies. 

Table models Duophonic, 955T 
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and 956T have 2. coordinated 
panoramic 5-in, speakers; slide 
rule tuning, illuminated dials with 
CD markings; lighted mercury 
treble-base selector; No, 955T in 
rosewood only; No. 956T in tur 
quoise, sandalwood, ivory or coral. 
Prices: Nocturne, __ clock-radio, 
$44.95 and $49.95; Starlighter, 
$39.95: Duophonic, $32.95. 





EMERSON Radios 


Emerson Radio & Phono Corp., 

Jersey City, N. J 

Models: Emerson 1956 radio line 
includes 8 portables, 6 table mod 
els, 3 clock-radios and 9 phonos 
(table, portables, consoles, hi-f, 
standard and phono-radios.) 
Selling Features: No, 833, 3-way 
portable in “‘never-break” cabinet 
in gray, green, tan and ivory, 

No. $11, a.c.-d.c., 5-tube radio 
has compact, modern cabinet in 
colors. 

“Arthur Murray Music Box,” 
No. 539, 3-speed portable phono 
in compact cabinet, 

Hi-fi line includes No. 836, ma 
hogany console with automatic 3 
speed record changer and 3 self 
contained, heavy, co-ordinated 6 
in. speakers 
Prices: From $16. for No. 811 to 
$198 for No, 836 





MOTOROLA Radios 


Motorola, Inc., 

4545 W. Augusta Bivd., 

Chicago, 51, Ill. 

Models: Motorola “Golden Voice” 
radio line includes 6 table and 6 
clock-radios, 

Selling Features: Leader, 56A, table 
model less than 8 in. wide, 5 in 
high; 4-tubes plus rectifier; 4-in 
round speaker; plated circuitry im 
PLAcir chassis; shockproof inter 
lock; white, red or green finish; 
56R, (shown) waffle grille design, 
oversize volume and station con 
trols; metal trim. 56H features 3- 
in, “super circle’’ station selector; 
vernier tuning, plated circuit chas 
sis; white, green oF turquoise fin 


ebony bakelite. 5S6CS 


clock-radio; 
ebony or ivory cabinets 





ish. 56X has cabinet 15-2 in. long; 


vernier tuning; expanded slide rule 
dial scale; mahogany, ivory or mint 


green. S5S6W has “concentrated 
power” chassis, with 5 tubes in 
cluding rectifier; phono jack, ver 
nier tuning, = light, slide rule 


dial scale; mahogany or limed oak 
wood 


Clock-radios feature buzzer 
alarm, “slumber switch’ to turn 
off after listener goes to sleep; 
appliance outlets, and in-line auto 
matic timers. 56CE, 4-tubes plus 
rectifier; 1-knob control sets clock 
timer to operate radio at any time; 
“wake up to music” plated cir 
cuitry; improved volume control; 
features 
“slumberswitch,” appliance outlet 
automatic timer; polystprene and 
gold trim. S6CD, inline Tele 
chron-timer; automatic features; 
vernier tuning; automatic alarm re 
set; luminous clock hands and 
dots: shadow-box design; maho 
gany, white, pink or turquoise 

56CC, has automatic clectri 


calendar; ivory, green, 66C, 6-tubc 


including rectifier has 5-in. perman 


ent magnet speaker, separate tone 


control, phono jack, pilot lights 


for station selector and clock; 


ivory or grey, S6CJ deluxe gift 
Modernline styling; 


2-tone portables were also intro 
duced, 
Prices: Table models from $14.95 
to $39.95; clock-radios from $24.95 
to $100 





GRANCO Radios 


Granco Products, 
36-07 20th Ave., 
Long Island City, 5, N. Y. 


Models: 3 Granco “Concert Hall’ 
I'M table radios and 2 /M-AM 
hi-fi radio phonos 
Selling Features: Model 730, hM 
AM, 620 FM, 740 FM-AM fea 
ture “coaxial tuning”, 7-4n. oval 
speaker; 7-tube chassis built-in an 
tenna; and 3 2-tone decorator 
color combinations 

l'M-AM hi-fi combinations No 
RP-750 has 3-speed automatic 1 
cord player; FM-AM radio; ex 
tended range speaker; individual 
base and treble controls; front con 
trol for simple tuning; mahogany 
or blond finish 

No, RP-1000 hi-fi’ radio-phono 
consolette contains FM-AM tuner 
“coaxial tuning’ and amplifier 
speakers and automatic record 
changer 
Prices: From $39.95 for No. 620 
to $199.95 for RP-1000 
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~ Here’s why NORGE 
will be tougher than ever & 
to sell against in'96 











MODEL AW4sOts MODEL AE6201 
1956 Automatic Washer 


\ 1956 Avtematic Dryer 
‘ \ < " m . 
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NEW 1956 NORGE WASHER gives you first 


and only fully automatic suds return with 
THE NEW EXCLUSIVE 


reSUDSer 


Sell the only suds saving system on the market that ddesn’t waste time! Just 
unload clean clothes after they’re washed and spun dry . . . toss in next load... 
press a button and walk away. No waiting for the tub to re-fill before second load. 








NEW EXCLUSIVE 


DUAL TIME-LINE CONTROL 


Two completely automatic washing 
cycles in one great appliance! 

Normal Cycle Short Cycle 

(marked in (marked in red) 

black) For regu- Special for 

lar wash loads. delicate fabrics. 











NEW 1956 NORGE DRYER gives you greatest 


loading-unloading feature in dryer history with exclusive 





HAMPER-DOR 


Here’s sales magic . . . a full-width horizontal door that opens to any one of 
three convenient positions . . . at the touch of a button. It’s the greatest selling- 
demonstrating feature you've ever had for your floor! 


Closed it hides the porthole to make a perfect matching washer-dryer pair. 


Va Open...it'sa Yo Open...it'sa Fully Open...it 
EXCLUSIVE clothes chute that handy sorting, provides a handy 
4-WAY DRYING funnels clothes into stacking, folding close-up spot 
the dryer drum. shelf for dry clothes. for a clothes basket. 


Gives you the only dryer on the mar- 
ket today that has a separate, selec- 


“eo aang or ee That's why it’s going to be tougher : 
pase ie ine 9") sna than ever to sell against the '56 
NORGE LAUNDRY LINE ’ 





NORGE SALES CORPORATION, subsidiary of BORG-WARNER CORP., MERCHANDISE MART PLAZA, CHICAGO 54, ILL. Conade: ADDISON'S LTD., TORONTO 
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That record-breaking 


Godfrey summer promotion 
was only the beginning! Now... 








A NEW FALL” 


In just 8 short weeks, CBS-Columbia’s 
“Double Feature” promotion abolished the 
traditional “summer slump” for CBS 
dealers. This white-hot set mover rewrote 
every sales record in sight. Our dealers 
everywhere reported “Christmas in July” 
business. Even impartial Newsweek maga- 
zine cited it as the promotion that shattered 
the “summer doldrums” myth. 


But 
same aggressive support is continuing for 


that was only the beginning! This 


210 








you this fall—your strongest selling sea- 
son. Bigger and better than ever. 

There’s an all-star line-up of brand-new 
sets—-the most eye-catching, buy-catching 
CBS Sets ever. There’s the sales magic of 
Arthur Godfrey working for you right 
through the year. And there are more great 
promotions already in action—promotions 
that really hit home. 


Better reach for that phone and call your 
CBS TY Set Distributor right now! 


CBS-Columbia—a Division of the Columbia Broadcasting System 


SEPTEMBER, 
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MITCHELL Clock-Radios 


Mitchell Mfg. Co., 
2525 N. Clybourn Ave., 
Chicago, III. 


Device: Mitchell Tone alarm and 
Deluxe Tone alarm. 

Selling Features: Each model con- 
tains Telechron clock with sweep 
second hand which turns radio on 
iutomatically; Deluxe model has 
“siesta” sleep switch which turns 
radio off automatically; appliance 
outlet. 

Tone alarm is a 4-tube superhet; 
Deluxe a 5-tube model; both have 
AM band 540 to 1620 ks; built-in 
air magnet antennas; easy tuning 
dials; Alnico P Mspeakers a.c. only. 
Prices: ‘Tone Alarm $27.95 in 
ebony; $29.95 in maroon or white. 
Deluxe $38.95 in mahogany, 
$39.95, white. 








ROLAND Portable Radio 


Roland Radio Corp., 

Mt. Vernon, N. Y. 

Model: Rambler portable No. 6P2. 
Selling Features: Designed for 
fringe area reception; 5-tubes plus 
rectifier; 3-gang condenser; retract- 
able carrying handle; full-vision 
slide rule dial; RF stage; built-in 
antenna; operates on a.c.-d.c. or 
battery pack; weighs 64 Ibs.; 2- 
tone tan and gold or gray and gold. 
Price: $39.95. 





PHILCO Radios 


Philco Corp., 

C and Tioga Sts., 

Philadelphia, Pa. 

Models: Philco radio line includes 
+t table; 5 clock-radios; 5 portables. 
Selling Features: ‘‘Powertone”’ 
models feature printed circuits; 
compact chassis, larger tone cham- 
bers; Latin American color  styl- 
ing reds, greens, orchid, gold, pink, 
turquoise, tropic mist and sand; 
silhouette lighting for radio and 


clock faces; illuminated dials and 
tuning controls; many speaker 
grills have overlay patterns in geo- 
metric or floral design. 
Automatic features on clock- 
radios include automatic clock, 
buzzer alarm; “‘off-and-on” switch; 
phono-jack; automatic appliances 
switch, delayed-off switch which 
permits up to 14 hrs, music with 
automatic shutoff. All models have 
4-tubes plus rectifier; 4-in. speaker. 
Portables feature unbreakable 
plastic cases in variety of colors; 
“First Mate” has special marine 
band for short wave, built-in flash- 
light. “Overnighter” has built-in 
vanity case; “Sportster” top-grain 
cowhide case; all portables operate 
on a.c.-d.c. or battery, with CD fre 
quencies. 
Prices: From $19.95 to $49.95 for 
table models; from $29.95 to 
$46.95 for clock-radio from $34.95 
to $59.95 for portables. 





CRESCENT Phonos 


Crescent Industries Inc., 
5900 W. Touhy Ave., 
Chicago, 31, Ill. 


Models: 45pm phonos No, fF 
639, F637, and C651 and C-650; 
and hi-fi phono models: M-633, 
M-604, A-4600, A-642, A-644 and 
A-699. 

Selling Features: Portable 45-1pm 
model F-639 features decorator 
tones of brick red and beige leath 
erette cover on all-wood cabinet; 
weighs 9 lbs.; without detachable 
handle it converts into piece of 
furniture; 2-tube amplifier includ- 


ing rectifier; 54 in. hi-fi speaker 





Table-top model F'-637 has white 
leatherette cover with blending grill 
cloth, brass legs. 

Plug-in model C651 plugs into 
radio or phono for 454pm_ record 
ings; C-650 45+pm chassis only 
for do-it-yourself installations 

Hi-Fi model M633, 3-speed man 
ual player has blue leatherette case, 
detachable handle; universal type 
needle; on-off control; 2-tube amphi 
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fier including rectifier; 9 Ibs. 

3-speed model M-604 has de- 
tachable cover with special acous- 
tics chamber and 54 Alnico V 
speaker for bass reproduction; 
dual needle; cartridge; leatherette 
case; weighs 10 Ibs. 

3-speed model A-4600 in addi- 
tion to 2-tube amplifier with recti 
fier it has full fidelity 4x6 in. oval 
permanent magnet-speaker; separ 
ate on-off control; metal cabinet; 
weighs 16 Ibs. 

Portable, A-642 has 2 hi-fi 5 in. 
Alnico V speakers; 3-speed, “inter- 
mix’’ changer; separate volume and 
variable tone controls; flipover 


cartridge; 3-tube amplifier with 
rectifier; brown leatherette case; 
weighs 21 Ibs. 





A-644 hi-fi portable automatic 
phono has 2 hi-fi speakers; 3-tube 
amplifier; separate volume and vari 
able tone controls; 3-speed intermix 
changer; automatic lastrecord shut 
off; blue leatherette case; weighs 
22 Ibs. 

Table-top automatic A-699 has 
3 speakers, a tweeter and 2 woof 
ers; “intermix” changer; sapphire 
needle; lazy-bones “‘last sect das 
off; mahogany cabinet; 26 Ibs. 
Prices: From 19.95 for C-651 to 
$129.95 for A-699. 





PHILCO Transistor Phono 


Philco Corp., 
C and Tioga Sts., 
Philadelphia, Pa. 


Device: Philco transistor portable 
phono, 

Selling Features: Portable phono 
has three tiny transistors to take 
place of all vacuum tubes; plays 
up to 3000 standard 45 rpm « 
cords using only current from 4 
ttandard flashlight batteries; no 
“plugin” current; 150 hrs, con 
tinuous operation is possible; small 
turntable 4-volt motor, weighs less 
than 3 0z.; speed control compen 
sates for loss of power as original 
batteries grow old; fresh batteries 
can be quickly inserted through 


trap door at bottom of small com 
pact cabinet; printed wired chassis; 
4-in. speaker; tone arm serves as 
on-off switch and automatically 
stops turntable and turns set off 
after each record; decorator styled 
wood cabinets with fabric cover- 
ing; deluxe set slightly larger to 
permit storing 30 45 rpm records 
in special compartment also avail 
able. 


Price: $59.95 





~ 


ZENITH Listening Adaptor 


Zenith Radio Corp., 
6001 Dickens Ave., 
Chicago, 39, Ill. 


Device: Zenith dise jockey No 
S9019, 

Selling Features; 2-speed player 
plugs into any T'V set or radio with 
standard phono jack socket; new 
centromatic spindle automatically 
adapts for small or large holes; 
precision built 4-pole motor; bal 
anced turntable; dual needle cart 
ridge with handy switch changes 
needle for microgroove or 78 rpm. 
records; special lock secures tone 
arm; automatic shut-off; 2-tone 
green finish, Also solid color 





OLYMPIC Hi-Fi Radio-Phono 


Olympic Radio & Television, Inc., 
Long Island City, N. Y. 
Models: 2 consoles, Opus, 576 and 
Crescendo, 577, top of 1956 hi-fi 
line, 
Selling Features: Both models have 
1 2-tube AM/I'M radio; 3 speed 
automatic record changer; pre 
amplifier; 3-speaker system 12” 
woofer, 5” middle frequency speak 
er, 34” metal backed tweeter); GE 
variable reluctance pick-up, dual 
sapphire styli, 10 watts push-pull 
and separate bass and treble control 
No. 577 Crescendo has Garrard 
Changer and 45 rpm spindle; both 
models have 4-pole motors; both 
come in mahogany or limed oak 
Prices: Opus, $199.95: Crescendo 
$299.95; hi-fi line starts with No 
575, Cadenza, $149.95. a con 
sole model with AM/FM. radio 
and automatic 3-speed changer 
radio phonograph 403M, a table 
model at $75.00 and 574M, con 
sole, at $99.95, both with AM radio 


and 3 speed automatn changer 
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Exotic 12-day, all-expense cruise to the Caribbean, aboard the great 


luxury liner Mauretania...for G-E Telechron clock dealer principais 


and their wives. A paradise of fun, festivity, frolicking gaiety! 


The contest is easy to enter. And you’ll actually help boost your sales by 
participating in the contest! 

Winners and their wives—all 54 of them—will sail aboard the sump- 
tuous Mauretania April 10. Then .. . fun-filled, sun-filled days on the 
glorious Caribbean . . . festive stops at Nassau .. . Trinidad . . . La Guaira, 
Caracas, Venezuela... Havana, Cuba. 
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Your every day will be loaded to the brim with scintillating enter- 
tainment . . . dancing, sunning, swimming .. . gay visits to world- 
famous day sights and night spots! 


GENERAL @ ELECTRIC 


ELECTRICAL MERCHANDISING—SEPTEMBER, 1955 


Enjoy this tife-enriching, never-to-be-forgotien 
voyage to paradise! You'll enjoy winning—you'll 
protit by competing! Send coupon today! 


CARIBBEAN CRUISE CONTEST 
Clock and Timer Department, GENERAL ELECTRIC COMPANY, Ashiand, Mass. 


Please send me full information and contest rules. 
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PHILCO Phonos 


Phileo Corp., 

T &C Sts., 

Philadelphia, Pa. 

Models: Philco phono line includes 
table and portable types with 3- 
speed manual and 3-speed auto 
matic changers; and portable com 
bination radio-phono-clock. 
Selling Features: Manual players 
feature l-tube plus rectifier; 4-in. 
speaker; 3-speed automatic changer 
models feature 2-tubes plus recti 
fer; single speakers and twin 4-in. 
and 6-in. speakers. Top models 
have 3 tubes plus 2 rectifiers, elec 
trostatic adie one with twin 
speakers 8 and 6 in; the other 
with a 10-in. woofer. Concealed 
retractable legs; 45 rpm spindle; 
inclined sounding board 


Prices: rom $29.95 to $199.95 





DU MONT Hi-Fi Phono 


Allen 8. Du Mont Laboratories Inc., 
750 Bloomfield Ave., 
Clifton, N. J. 


Device: Du Mont self-contained 


hi-fi units in 2 basic designs. 


Selling Features: “Sound Stage’ 
console features a 3-speed changer, 
audio system and 2 speakers in 
specially designed enclosure; 40 to 
12,000 cycles frequency range; 3 
controls provided; a base compen 
sated loudness control, treble, and 
base control; base reflector type 
speaker enclosure for 34 in. hi-h 
and 15 in. low speakers; record 
changer uses imported crystal cart 
ridge with turnover feature 
“Sound Stage” designed to match 
“Cabot” TV console as companion 

Du Mont Hi-Fi AM-FM phono 
console combination includes 3 
speed record changer with double 
sapphire stylus crystal cartridge, 3 
loud speakers specially engineered 
base reflex enclosure; 20 to 20,000 
cycle response; superhet radio cov 
ers AM-band from 530 to 1650 ke; 
FM coverage provides reception 
over the complete band 


Phonos and 


NEW P RODUCTS .. +. + Recorders 
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CAPEHART Hi-Fi Phonos 


Capehart-Farnsworth Co., Div. 
International Telephone & 
Telegraph Corp., 
Fort Wayne, Ind. 
Models: Capehart 1956 Hi-Fi line 
includes table models, consoles 
with 4 speakers and combinations 
with tape recorder. 
Selling Features: Table model 
Scheherazade has 3 speakers; Color 
tone controls permit “mixing” 
sound to suit taste, adjusting hi’s 
and low’s 

9 console models have 4 speak 
ers; “Gaite Parisienne’ features 
Colortone; Fifth Symphony, com 
bination with tape recorder, Cabi 
nets in mahogany, bisque and fruit 
wood 
Prices: rom $129.95 for Schehere 
yade to $549.95 





MOTOROLA Hi-Fi & Phono 
Line 
Motorola Inc., 


4545 W. Augusta Bivd., 
Chicago, 51, Ii. 


Models: New line of 5 phonos 
from a 3-speed children’s portable 
toa 4 speaker hi-fi console 
Selling Features: ‘Top hi-fi console 
No. 66HF “Masterpiece” features 
15-in, Jensen speaker matched with 
three 54-in. Jensen speakers; 20 
watt amplifier; 4-speed automatic 
changer; 30-15,000 cps _ range; 
“Guest Conductor” allows listener 
to separate voice from music; built 
in record-well has sponge rubber 
bottom, rubber turntable mat; FM 
input jack and phono motor 
switch for FM playing through 
sound system while motor is oft 
“Masterpiece Jr,” 46HF, table 
hi-fi has 2 matched speakers—6-in 
woofer and 4-in. tweeter; 3-speed 


automatic changer; push-pull out- 
put stage; automatic imtermix; 
shutoff on changer and amplifier; 
diecast aluminum tone-arm, sepa- 
rate bass, treble and on-off controls. 

“Moppet,” 26F, portable 3- 
speed single-player for children has 
4-in, round speaker, separate full- 
range tone control; dual needles in 
crystal type cartridge; attached 45 
rpm record disc; washable proxylin 
covered fabric, 2-tone green, red 
and tweed, with gold grill cloth 
and grey trim. 

“Playmate,” 56RF, has separate 
tone control; newly designed metal 
tone arm; 1-knob speed control; 
tone arm locking device; spring 
loaded, snap-down carrying handle; 
4-tube plus rectifier radio operates 
independent of phono; golden 
front panel controls, in red and 
grey or white and ebony proxylin 
coated fabric. 

“Escort,” 36F, lightweight, auto- 
matic, portable, 3-speed changer 
model has separate tone control, 
off-on volume control; rubber turn- 
table mat; twin flipover sapphire 
styli; automatic intermixer and 
automatic changer-amplifier shut- 
off; slanted, 54 in. sound-up grille 
speaker; plywood cabinet, 2-tone 
tan proxylin fabric. 


Prices: From $29.95 to $209.95 





STEELMAN Phono-Radios 


Steelman Radio & Phono Corp., 
Mt. Vernon, N. Y. 


Models: Portable phono-radio 
3AR6, 3RP6 and 1OXF 4; and Hi-Fi 
portable phono 3A15. 

Selling Features; 3AR6_ portable 
phono radio plays 3 speeds; stand 
ard of microgroove records; auto- 
matic record changer; radio has 5 
tube and rectifier superhet; 8-in. 
Alinco VPM speaker; vernier 
tuned, vertical slide rule dial; 
AVC; side controls; 2-tone black 
and grey cabinet; weighs 22 Ibs. 

3 RP6 portable for fringe area 
reception contains an auxiliary an- 
tenna, superhet radio with built 
in ferrite loop antenna; 3-speed 
phono with retractable insert for 
45 rpm; full range phono pickup 
cartridge with single all-purpose 
needle; weighs 8 Ibs; 2-tone black 
and white or red. 

1OXF radio-phono console has 
automatic 3-speed changer with 
4-pole motor, G-E variable reluct- 





ance cartridge with 2 reversible 
matched jewel styli. Other features 
include 10-tube FM-AM hi-fi AC 
chassis; push-pull audio; separate 
bass and treble compensated con 
trols; 3-way matched speaker system 
with 12-in. woofer, 6 in. middle 
range speaker and_ electrostatic 
tweeter providing 20,000 cps te- 
sponse; unit housed in mahogany 
or limed oak veneer cabinet. 

Hi-fi portable 3A15, twin 5-in. 
hi-fi speakers; automatic shut-off 
switch; 2 reversible matched jew- 
eled needles in special hi-fi cart- 
ridge; audio-spectrum amplifiers; 
from 30 to 15,000 cps frequency 
response; 2-tone rust and white: 
weighs 18 Ibs. 


Price: No. 1OXF4, $299.95 





CRESCENT Tape Recorders 


Crescent Industries Inc., 
5900 W. Touhy Ave., 
Chicago, 31, lil. 


Models: Crescent tape recorders 
['R670, TR672, and 1R673 
Selling Features: No, TR-670, fea 
tures 50 k.c. a.c. tape erase system 
dual track recording; speedy forward 
and rewind; full 7-in. reel; rewinds 
in 90 sec.; 3-watt amplifier; inputs 
for mike pyroxylin cover in 2-tone 
brown; weighs 20 Ibs. 

TR-672 2-speed tape record 33 
and 74 ips; dual track recording; 
fast forward and rewind mechan 
isms; mike and radio phono imput; 
high impedance external amplifier 
output; weighs 22 Ibs. 

Hi-fi, 2-speed tape recorder No. 
TR 673 features “magic eye’ re- 
cording level indicator; 2 hi-fi 
speakers; 2-hour recording; green 
and gray Pyroxylin case; 7-in. reel 
rewinds in 80 secs; weighs 23 Ibs 
Prices: From $99.95 for TR679 to 
$149.95 for TR673. 


BRIEF 

A portable GCT-5 tube tester, 
designed especially for detecting 
positive grid condition in amphifics 
tubes where the circuit application 
incorporates high value of grid 1 
turn resistance is announced by 
SECO Mfg. Co., Minneapolis, 
Minn 
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If women buy what you sell 
Sig! ) (electric housewares, for instance) 
‘ remember... 

nearly half your women customers 
read Ladies’ Home Journal! 





Among all magazines edited for women the Journal is: 


No. 1 in circulation 
No. 1 in newsstand sales 
No. 1 in advertising revenue 


That’s why in the Journal 
you'll find such leading advertisers of electric housewares as: 


Arvin, Camfield, Electrolux, General Electric, Hoover, 
Mirro-Matic, Presto, Sunbeam, Universal, West Bend 
and Westclox. 


Never underestimate the power of a woman 
. nor the power of the magazine women believe in! 


JOURNAL ..- 





Here’s the dramatic, colorful new G-E 


All “Kitchen Centers" are available in 

G-E Mix-or-Match colors: Canary Yellow, 
Turquoise Green, Petal Pink, Cadet Blue, 
and Woodtone Brown Only G-E has 


the “Kitchen Center" 


lf you're in the appliance 


We don't have to tell you that the trend is 
definitely toward selling complete kitchens, in- 
stead of just separate appliances. 

The trend is toward color. The trend is to- 
ward highly integrated kitchens. 


More and more of your potential buyers are 
thinking in terms of complete kitchens. 

What you see here is the one new appliance 
that has caused so much excitement in appli- 
ance publications and appliance-dealer meet- 


ings. It’s complete . . . colorful . . . dramatic in 


its appeal. /t’s your solution to this new concept 
in appliance selling—to meet the demands of 


today’s women for modern, built-in kitchens 


Truly, here is the opportunity you have been 
looking for—to establish yourself as THE 


kitchen dealer in your area. 


THIS G-E “Kitchen Center” combines 4 modern 
General Electric appliances under one stainless 
steel counter. Here is an automatic dishwasher, 
range, Disposall* -equipped sink, and a combi- 
nation washer-dryer that will give any kitchen 





“Kitchen Center” 


business T0 STAY. . 


modern appeal and work-saving ease 
Best of all, this is an internally plumbed and wired 
appliance that is easily installed in almost any type of 
kitchen design. Yes, in “‘U”’ kitchens, “L’”’ kitchens, and 
“island” kitchens, as well. The G-E “Kitchen Center’’ 
offers versatility plus! 
AND REMEMBER — only G.E. has this “Kitchen Center’’ 
the dramatically different appliance unit that so com- 
pletely solves a woman’s problems of kitchen remodelling, 
redecorating and modernizing. 


With full-color ads in Life and Better Homes and Gardens, 














.we're talking to you! 


and a complete promotion backing up this wonderful 
wonderful General Electric appliance, it just makes good 
selling sense to contact your General Electric Distributor 
right now 


The way to faster appliance sales is wide open to you! 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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o the Employee Relations Director 


of every American company 


LET'S FACE IT... the threat of war and 
the atom bomb has become a real part 
of our life—and will be with us for 
years. Fires, tornadoes and ‘other dis- 


asters, too, may strike without warning. 


The very lives of your employees 
are at stake. Yours is a grave responsi- 
bility. Consider what may happen. 


When the emergency comes, every- 
body’s going to need help at the same 
time. It may be hours before outside 
aid reaches you. The best chance of 
survival for your workers—and the 
fastest way to get back into production 
—is to know what'to do and be ready 
to do it. To be unprepared is to gamble 
with human lives. Disaster may hap- 
pen TOMORROW. Insist that these 


simple precautions are taken TODAY: 


[| Call your local Civil Defense Direc- 
tor. He’ll help you set up a plan for 
your offices and plant—a plan that’s 


safer, because it’s entirely integrated 


with community Civil Defense action. 


[ 


| Check contents and locations of 
first-aid kits. Be sure they’re ade- 
quate and up to date. Here again, your 
CD Director can help—with advice on 
supplies needed for injuries due to 
blast, radiation, etc. 


Encourage personnel to attend Red 
Cross First Aid Training Courses. 


| Encourage your staff and your com- 
munity to have their homes prepared. 
Run ads in your plant paper, in local 
newspapers, over TV and radio, on 
bulletin boards. Your CD Director can 
show you ads that you can sponsor 
locally. Set the standard of prepared- 
ness in your plant city. There’s no 
better way of building prestige and 
good employee relations—and no 
greater way of helping America. 


Act now ... check off these four simple 
points ... before it’s too late, 
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to push your 


Gas Range Sales UP : 








Now...the 1955 
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Gas Range sales showed a healthy 
13.3% increase for the first seven 
months of ’55. And now comes the 
American Gas Association national 
“Old Stove Round-Up” to keep 
these figures going up-up-up! 
Everybody benefits when dealers 
and gas utilities cooperate in city- 
wide gas range promotions, Every 
dealer benefits when he puts extra 
promotion efforts behind gas ranges. 
Because today’s modern gas 
ranges offer homemakers more in 
automatic performance, more in 
beauty, more in good saleable fea- 


tures with lower costs of operation 
than ever before. 

For a real pick-up in your sales, 
tell the difference, sell the difference 
between today’s modern gas ranges 
and the 12 to 15 year old models 
still in use in 2 out of 3 gas equipped 
homes. 

Push top-of-the-line automatic 
Gas Range models during the “Old 
Stove Round-Up”, move them up 
front, connect a live demonstration 
model to gas, feature them in your 
windows and teach your sales forge 
to sell them. 


Join up with the 0/2 STOVE ROUND-UP 
and make more sales of 


Top-Profit Gas Ranges MQW! 


Get full information from your gas company, your 
gas range manufacturers’ representatives or write to: 


DOMESTIC GAS RANGE DIVISION 


Gas Appliance Manufacturers Association, Inc. 
60 East 42nd Street, New York 17, N. Y. 
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These Hotpoint Value Leaders 








Cooking with Hotpoint’s { 


exclusive new Super 2600" 
Calrod® 


¥%& Pushbutton Cooking—color 
keyed to surface units 


¥% Raisable Thrift Cooker—pro- 
vides 4th surface unit also 


te Golden Bake Calrod Unit 
Golden Broil Calrod Unit 


% Time Center—cooks meals 
automatically 





Hotpoint Deluxe Pushbutton 


Hotpoint Deluxe Double Oven Automatic Electric Range—Model RB65 


Pushbutton Automatic Electric Range — Model RB66 


--- PLUS These Accessories 











\; 
New Handi-Raise Broiler for New Handi-Over Grill turns Automatic Calrod Golden Automatic Calrod Golden 
charcoal-like ''steak-house”’ steaks, chops, fish—easily, Fryer for better, tastier french Griddle for the finest in grid- 
results safely fried foods die cookery ‘ 


Let Your Customers Select The 
Deluxe Features They Want! 


The acceptance of these medium-priced Hotpoint 
Ranges is a matter of record. Their popularity has never 
been equalled in Hotpoint history, But now, Hotpoint 
broadens the market even more for these volume mod 


or as a group—to make the range as deluxe as the cus- 

tomer wants. This versatility is easily demonstrated 

and gives you a merchandising opportunity to close sales 

afforded by no other manufacturer. 

els, and offers you an opportunity to expand your profit Have your Hotpoint Distributor show you the ‘‘step- 

on each sale up”’ possibilities these Hotpoint Deluxe Accessories give 
These Deluxe Range Accessories can be added singly you. They'll make your Range profits GROW. 


bie Hotpoint ..0 i nionsny- fn Gl Opty 


Z =e % RANGES © REFRIGERATORS + DISHWASHERS « DISPOSALLS’« WATER HEATERS © FOOD FREEZERS * AUTOMATIC WASHERS © CLOTHES DRYERS © AIR CONDITIONERS 
P05 6\9% 


HOTPOINT CO. (A Division of General Electric Compony) 5600 West Taylor Street, Chicago 44, illinois 
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TOTAL 
24 CREDIT 
(IN BILLIONS ) 


Credit’s climb, especially in 
the past six months, has the 
Government worried and the 
order is out to clamp down; 
while appliance credit hasn't 
contributed to the jump, the 


dealer may be affected 


APPLIANCE 


CREDIT 
(IN BILLIONS) 


CREDIT CONTROL: Aimed At You? 


The economy is roaring along at a 
record pace. 

Businessmen and consumers are en- 
joying the ride. But recently the 
Government—and other experts—have 
been worrying about the fuel that’s 
feeding the present pace. Much of the 
steam behind the current high level 
of spending is coming from consumer 
credit. 

As the chart at the top of the page 
indicates, total consumer credit 
jumped from $22.4 billion in January 
to $24.9 billion on July 1. This $2.5 
billion rise, coupled with non-install- 
ment credit and mortgage debt, 


ELECTRICAL 


MERCHANDISING—SEPTEMBER, 


amounts to a 14 percent increase in 
credit over a year ago. Obviously credit 
contributed much to the recent busi 
ness upswing. 

Trouble Ahead? While credit is a 
highly acceptable part of the Ameri 
can cconomy, its recent rise particu- 
larly in the last six months—has the 
Government reaching for the brakes. 
Many consumer credit experts, inside 
the government and out, are afraid 
Americans are borrowing too heavily 
on the future. 

Personal incomes have increased by 
less than five percent during the last 
vear, which—compared to the increase 


1955 


in credit—means that people are going 
into debt at a much faster rate than 
they are boosting earnings. 

At present, according to many credit 
executives, repossessions and delin 
quencies are at a record low. As long 
as employment and income stays high, 
there probably won't be any trouble. 
But the experts fear that the slightest 
downturn could trigger a mass return 
of goods bought on credit. And if the 
consumer doesn’t have money to pay 
for the articles he has purchased, he 
won't have money to buy new goods. 

The Other Side, On the other hand, 
most consumer credit men feel that 





R. P. HARRISON 
pg age ga 
News Editor 


it is impossible to use the current 
high level of credit as a yardstick for 
trouble. Consumer credit 
that it is impossible to really tell. 

They point out that the current 
level is only slightly higher than the 
previous peaks in 1941 and 1953 
They emphasize the record pace of 
repayments. They note that half the 
population has no consumer debt, 

Experts also point out that it's dan 
gerous to use pre-war ratios on the 
current situation. In vesteryears, many 
middle-class families rented their 
homes and hired servants for house 
hold work. Now most of these fam 
ilies own their own home and use 
household appliances instead of ser 
vants, Money that used to be spent 
as rent and wages is now recorded as 
consumer debt 

Ihe size of the debt isn't as fright 
ening to these experts as the quality 
of the debt. And this is the area that 
the Government is watching 

Origin Of The Rise. In analyzing 
the rise in consumer credit, it be 
comes apparent that autos, not appli 
ances, have been the chief source of 
growth. (See chart.) While automobile 
paper rose from $10,459,000,060 in 
January to $11,985,000,000 in June, 
ill other consumer goods paper (which 
includes appliances) dropped from 
$5,609,000,000 to $5,555,000,000 in 
the same period 

Of the total $24.9 billion in con 
sumer installment credit, almost half 
is written on automobiles, And it is in 
this car financing field that 
“loose” credit is being granted, 

Prior to World War I, terms on 
autos were generally one third down 
with 12 to 18 months to pay. The 
terms varied under different war-time 
regulations, but in May, 1952, regula 
tion W, the last vestige of Korean 
control, ended, Since then terms have 
been stretching. 

loday, there are no rules governing 
down payments, While most finan 
ing organizations 25 percent 


is SO new 


most 


want 25 
down, they admit they don’t get it 
Even more common is the stretching 
out of terms over 36 and 42 months 
Under these long terms, the car often 
depreciates faster than the debt is 
paid off 

As one executive of a giant con 
sumer credit organization commented, 
“We don’t mind giving 36 months on 
major appliances. ‘They last that long 
It's the cars that worry us.” 

The Government Acts. With the 
competition in auto sales hitting new 
records (and new credit terms), the 
Government decided to act 

rhe first step was a letter from the 
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They’re coming F-A-S-T-E-R in 56! 


There |! be even more electric ranges 
and counter tons 


equipped with dlim-lube Units in 1950 


... because the upsurging trend continues 
to lighter, faster, more responsive ... 


ELECTRIC RANGE UNITS 
aid 














4 Adaptors plus 2 Microtubes 


service 98% of all range openings. Order from 
a Chromalox Distributor. If you don't know a 


Chromalox Distributor, contact one of these... | 


CHROMALOX 
DIRECT FACTORY REPRESENTATIVES 


ATLANTA 8, GEORGIA 
c.8 Rogers and Associat 
1000 Peachtree Street, N. e —Elgin 1733 


BALA-CYNWYD, meng oy ms 
J. V. Calhoun Company, 349 Montgomery Aven: 
Greenwood 3-4477-78-79-80 (Philadelphia Encnene® 


BALTIMORE 18, MARYLAND 


Paul V. Renoff Compan 
333 East 25th Street Hopkins 7-3280 - 7-3221 


BLOOMFIELD, NEW ag 
M. B. Rosevear Com 
Two Broad Street— oomtield 2-8600-8604 
New York City: Worth 4-4258, 4-4278 


cqeree 11, MASSACHUSETTS 
Leo C. Pelkus and Company 
683 Atlantic Avenue—Lberty 2-1970 and 2-1946 


BUFFALO 2, NEW YORK 
Niagara Electric Sales Company 
505 Delaware Avenue—Summer 


CHARLOTTE 2, NORTH CAROLINA 
Ranson, Wallace & Co., 116% East Fourth Street 
Edison 4-4244—Franklin 5-1044 


CHATTANOOGA 2, TENNESSEE 
Harold R. Miles and Associates | 
424 Georgia Avenue—Phone 5-3862 | 


CHICAGO 6, ILLINOIS 
Fred |. Tourtelot Co., 407 South Dearborn Street 
Harrison 7-5507, 7- 5508, 7-5509 | 


CINCINNATI 8, OHIO 


The Smysor Comp pany 
1046 Delta Avenue—Trinity 1-0605 


CLEVELAND 13, OHIO | 
Anderson-Bolds, Inc. | 
2012 West 25th Street—Prospect 1-7112 

DALLAS TEXAS 
L. R. Ward Company 
3009-11 Canton Street—Riverside 6279 

DAVENPORT, IOWA | 
Volco Company 
215 Kah! Building—Phone 3-2144 | 

DENVER 11, gengmase | 
Richards & Assoc | 
2415 15th Street ~ 5-3651 | 

DES MOINES 14, 1OWA | 
Midwest Equipment Com 
842 Fifth Avenue—Des 

DETROIT 38, MICHIGAN 
Carman Adams, Inc. 
15760 James Couzens Highway — University 3-9100 

HOUSTON 3 ben 
L. R. Ward ¢omp an 
1814 Texas ome Capital 5-0356 


| 
INDIANAPOLIS 4, INDIANA 


ny of lowa 
oines 3-1203 


Couchman-Conant, Inc. 

627-631 Architects & Builders Bidg Melrose 5-5313 
KANSAS CITY 6, MISSOURI 

F. 0. Moore Company 

106 East 14th Street—Victor 3306 
LOS ANGELES 11, CALIFORNIA 

Montgomery Brothers 

2113 South San Pedro Street—Richmond 7-9401 


MANCHESTER, NEW HAMPSHIRE 


K. E. Marston 
P.0. Box 221—Bedford 2-4544 


MIDDLETOWN, CONNECTICUT 

Dittman and Greer, Inc. 

33 Pleasant Street—Diamond 6-9606 
MILWAUKEE 3, WISCONSIN 

Gordon Hatch Company 

531 West Wisconsin Avenue—Broadway 1-3021 
MINNEAPOLIS 4, MINNESOTA 

Voico Company 

831 South Sixth Street—Geneva 3373 
NASHVILLE 4, TENNESSEE 

Harold R. Miles and Associates 

2500 Franklin Road—Phone 8-7016 
WEW YORK CITY, NEW YORK 

See Bloomfield, New Jersey 
OMAHA 2, NEBRASKA 

Midwest Equipment Company of Omaha 

1614 tzard Street—Atiantic 7600-7601 
PHILADELPHIA, PENNSYLVANIA 

See Bala-Cynwyd, Pa. (Suburb of Philadelphia) 
p(TTSBURGH 6, PENNSYLVANIA 

Woessner-Mc Knight Co., 1310 Highland Building 

115 South Highland Avenue—Emerson 1-2900 
PORTLAND 8, OREGON 
Montgomer ‘Brothers 
1632 4. "Yoh ohnson Street— Beacon 4197 
ROCHESTER 4, NEW YORK 

Niagara Electric Sales Company 

133 South Clinton Avenue—Hamilton 2070 
ST. LOUIS 1, MISSOURI 

C. B. Fall Company 

317 North 11th Street—Chestnut 1-2433 
SAN FRANCISCO 3, CALIFORNIA 

Montgomery Brothers 

1122 Howard Street—Underhill 1-3527 
SEATTLE 4, WASHINGTON 

Montgomery Brothers 

911 Western Avenue—Seneca 3270 


SYRACUSE 6, NEW YORK 


Rob-Smith pany 
2507 James Street—Syracuse 73-2748 


WICHITA 2, KANSAS 
F. D. Moore Company, Room 211 Derby Building 
352 North Broadway—Amherst 2-5647 


EXPORT DEPARTMENT — 1010 Schaff Building 
Philadeipma 2, Pennsylvania—Locust 4-4020 
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Treasury Department, announcing a 
new method of reporting consumer 
loans to be used in the future by bank 
examiners, 

“Recent surveys indicate that in 
some areas there is a tendency to 
loosen terms under which this type of 
credit is granted, particularly in the 
automobile financing field,” Currency 
Comptroller Ray N. Gidney said in 
his letter. 

Although appliances weren’t spe- 
cifically mentioned, officials made it 
clear that they hoped the letter would 
have a tightening effect on all kinds 
of consumer credit. 

Bankers did not think it would be 
completely effective. They pointed 
out that most liberal terms are not 
granted directly by banks, but by ap- 


pliance dealers and personal loan 
companies. 

The move did make some auto 
companies warn their dealers that 


credit may be getting too loose. How- 
ever, out of 57 representatives to the 
Third Annual Consumer Credit Man- 
agement program in New York last 
month, 43 of the bankers and finance 
men said they saw no change in credit 
policy for their company this year. 
The rest said they saw a tightening. 

Other experts pointed out that the 
second half of the year probably won't 
be as active for the auto industry any- 


way. New credit extensions probably 
will run at the same level as credit 
repayments. 


Mortgages Tightened. The second 
Government step was to tighten up 
on credit terms for new homes built 
under VA and FHA mortgages. ‘The 
Veteran’s Administration dropped its 
no down payment policy, and will 
now require two percent down. The 
Federal Housing Administration in- 
creased down payments two percent. 
(Formerly the FHA required five per- 
cent down on the first $9,000 and 25 
percent on everything above $9,000.) 

Both the VA and the FHA reduced 
the maximum length of mortgages 
from 30 to 25 years. (On a $10,000 
mortgage, that means the monthly 
payments will be $4.90 higher.) 

If these new terms were to halt 
the construction of a substantial num- 
ber of new houses, the appliance in- 
dustry would be affected. As of now, 
officials estimate about 150,000 starts 
(possibly less) out of an annual total 
of 1.3 million will be affected. 

The third step on the part of the 
Government was to raise the discount 
rate—the rate at which the Federal 
Reserve Bank will lend money to 
commercial banks. This was a signal 
that interest rates, which have been 
going up for months, will go higher 
as a result of the Federal Reserve's 
general policy of making borrowing 
more expensive. Eventually, general 
rises in the cost of borrowing money 
will cause an increase in installment 
credit rates, too. 

The most immediate effect, how- 
ever, will be a more careful screening 
of credit applicants by banks and 
finance companies. Even if the inter- 
est costs rise, this will not deter the 
qualified customer. He will be more 
interested in the size of monthly pav 
ment and this will be determined by 
the length of loan. 

These Government actions add up 


1955 


to a broad effort on the part of the 
Administration to curb credit ex- 
cesses, but without any direct crack- 
down on appliance sales. So far there 
is not even any serious talk of trying 
to revive regulation W. The Eisen- 
hower Administration doesn’t like 
measures of that kind. It would 
rather depend on indirect actions to 
curb borrowing excesses. 

The Outlook. For the appliance 
dealer, there is likely to be little im 
mediate effect from the recent Gov- 
ernment actions. Banks and finance 
companies will probably become more 
careful about granting credit. 

A Government action that may 
affect dealers is the mortgage tighten- 
ing. A drop of even 100,000 new hous 
ing starts will mean a loss of business 
~although probably not enough to 
notice in the total picture. 

The top credit experts admit them 
selves that the economy is now flying 
in new uncharted territory and _ it's 
frankly hard to tell what will happen 
next. But one thing the dealer can 
expect is more caution. Everyone is 
enjoying the ride too much to want 
an explosion. 


They Say 


Judson S. Sayre, president of Norge, 
says prospects for the appliance indus 
try never looked better in his 30 years 
in the business. “The appliance busi- 
ness is a good business, one which 
provides a rare opportunity for prog 
ress. Rarely do you hear of a distri 
butor going out of business, and the 
dealer mortality is surprisingly low in 
comparison with other industries.” 

Don G. Mitchell, chairman and 
president of Sylvania, predicts that 
the national economy will continue 
to strengthen during the second half 
of 1955, and will lose none of its 
“forward motion” next year. The 
executive also noted that television is 
now tied pretty tightly to the national 
economy and he advised dealers to pay 
a great deal of attention to the over 
all state of business and industry. 


NEMA Picks Window Winner 





Scheduled Meetings 


NATIONAL ASSN, OF 
ELECTRICAL DISTRIBUTORS 


Pacific Zone, Annual Convention 
Empress Hotel, Victoria, B. C 
September 25-28 


HIGH FIDELITY SHOW 


Palmer House, Chicago, III 
September 30-October 2 


INT'L ASSN, OF ELECTRICAL 
LEAGUES 


20th Annual Conference 
Toronto, Ont 
Oct 5-6 


AUDIO FAIR 


Hotel New Yorker, New York 


October 12-15 ¥ 


PORCELAIN ENAMEL INSTITUTE 


24th Annual Meeting 

The Greenbrier, White Sulphur 
Springs, W. Va 

October 26-28 


NATIONAL ELECTRICAL MFRS. 
ASSN. 


Annual Meeting 

Traymore Hotel, 
Atlantic City, N. J 

November 14-18 


AIR CONDITIONING & REFRIG- 
ERATION EXPOSITION 


Atlantic City, N. J 
November 28-December | 


WINTER MARKETS 


Chicago, III 
January 9-20 


HOUSEWARES SHOW 


Navy Pier, Chicago, II! 
January 19-26 
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THE APPLIANCE STORE division winner in the fifth annual electric housewares 


window display contest is Nollou Electric Co 


window in the NEMA contest feotured 


of Fenton, Mo. The prize winning 
electric housewares gifts for the bride 
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« Window Displays, 

e Streamers, 

Counter Cards, 

+ and Entry Blanks — 
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Cite, 


nothing to buy...but every entry 





g i — % / bank cetbecnaeel by you 


* ; y Weekly es Nothing to write—nothing to buy —and 


"i 1 ia’s big, 
CONTEST mo oy rr al enermb Nt 
i i hat. E k, 
1 | PRIZES in ag digas agen 
for home viewers 
include: 


contacts with the TV families id your 
+ community who want to play “Beat the 
» Clock” at home and win one of 10 valu- 
able prizes given away each week. How 

- do you do it? Just see that they get an 

TV CONSOLES 

TV TABLE MODELS 
HI Fi PHONOGRAPHS 
' CLOCK RADIOS # 
— TABLE RADIOS «- 
We, 


. official entry blank endorsed by you. 


It’s the greatest business-building op- 
portunity you've ever had. Make it work 
two ways for you. Bring new customers 
to your shop by displaying “Beat the 
Clock” prize promotion material. Tie 
in window and counter displays with the 
Sylvania products you sell. 


4 
—— 
ag DN 
aaah Fee eee 
oe a 


Bring your service into new customers’ 
homes by mailing entry blanks to your 
TV community. Tie inthe “Silver Screen 
85” consumer booklet and other Sylvania 
direct mail material with your TY service: 
Remember, never before has the TV 
Service Dealer had such a concrete part 
in a national TV program. Make 
Sylvania’s ‘Beat the Clock” prize contest 
click for you. See your Sylvania Dis- 
tributor for your promotion package. 





SYLVANIA ELECTRIC PRODUCTS INC, 
1740 Broadway, New York 10, N. Y. 
In Canada: Sylvania Electric (Canada) Led., 
University Tower Bidg., Montreal 


‘, ® 
" X% 
Ree “SS 


LIGHTING + RADIO + ELECTRONICS > 
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TELEVISION ~- 


ATOMIC ENERGY 








TELEVISION 





CHICAGO 
1956 


lelevision will be the biggest factor 
| in 1955's record $10 billion year. 
| That was the forecast of Motorola 
| president Paul V. Galvin to some 
1000 distributors and salesmen at 
the company’s annual sales conven- 
| tion in Chicago. 
Galvin said some 7.5 million televi- 
| sion sets will be sold during the year 
| 


oP-wate) 7.45 
HOUSEWARES 


AND HOME APPLIANCE 
MANUFACTURERS 
EXHIBIT 


(Approximately 3,050,000 were sold 
during the first half and the Motorola 
executive estimates another 4,450,000 
will be sold during the last six months.) 
Radio sales will reach 12 million, he 
added. 

In 1956, another 7.5 million TV 
sets will be sold and by 1965 there will 
be more than 65 million TV sets in 
| use, Galvin estimated. He added that 





in 1965 more than half of the 

will be in color. 

I'he Motorola president pointed 
| with pride to the company’s leader- 
ship in color, He said that Motorola 
was the first in the industry to intro- 
duce a large screen color set last year 
and Motorola sales have totaled more 
than the rest of the industry 
bined. 

At the meeting, Motorola’s newest 
color sets were shown. Priced at $695 
and $795, they are $200 under ini- 
tial prices last year 


sets 


com- 





Motorola’s Target. After outlining 
| the bullish trend of the electronics in 


NAVY | 
ot 
plus 
DRILL 
HALL 









i 


NATIONAL HOUSEWARES 
MANUFACTURERS ASSOCIATION 


1140 Merchandise Mart 


Chicago 54 


Sales Co., 


midwest district manager 


Littatele 
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vision sets to the newly appointed Kansas city distributors 
sales manager, and Sidney Jacobsen, second from left, vice president Moyflower 
are attending their first Hoffman convention. At right is E. K. Curry, 


Motorola: A New Goal 


President Paul Galvin sees a $10 billion year for 
electronics industry; Motorola stakes claim to record 
$225 million share at distributor meeting 


dustry, Galvin staked out his claim 
on 10 percent of the industry’s busi 
ness. The company’s goa) is $225 
million for 1955, topping the 1953 
record of $217 million. A budget of 
$15,000,000 has been earmarked for 
advertising and sales promotion to 
reach the goal. 


The New Line. At the convention, 
22 new monochrome television recei\ 
ers were unveiled. Prices ranged from 
$150 to $410. “Right-up-front” tun 
ing is featured in the line along with 
side-mount chassis and an automati 
push button on-off control 

A 17-inch television set with auto 
matic on-off timer is priced at $169.95 
The top right front turning is fea 
tured on all 21 and 24 inch mono 
chrome sets. The three color sets are 
priced at $695 and $795. 

Clock-radios are spotlighted in the 
new 12-model line. J. B. Anger, assist 
ant national sales manager, predicted 
that 3,200,000 table models will be« 
sold in 1956 along with 2,000,000 
clock-radios. The phonograph line 
ranges from the children’s ‘““Moppet”’ 
model to a four-speaker “Masterpiece” 
console selling for $199.95. 

Vice president Robert Galvin ex 
pects slight price increases to be 
found necessary by late fall or early 
winter for the whole industry due to 
rising production costs. 


Hoffman Welcomes New Distributors 


2 


PRESIDENT H. Leslie Hoffman proudly displays the 1956 line of Hoffman tele 


Poul Erickson left, 
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America’s Fastest Growing Favorite 
in Vacuum Cleaners! 


The Sparkling New lA56 
Super 


EUREKA ..:::.. 


with Zip-Clip Swivel-Top 


® PROMOTION FAVORITE of retailers everywhere because 
it gets big volume at big mark-ups. 


® Rated No. 1 BEST BUY by 
leading independent authorities. $6Qos5 
® Loaded with extra value — 


FEATURES that wrap-up Complete with Deluxe Tools 
sales FAST! 











NOW! With FREE %109° 
4-WHEEL 





Ree DeLay ay x 
| Special Introductory Offer! t= 




















EU REUHA 


AZ7LING 


NEW EVUREKAS 
ee el ey 


For large rugs and wall-to-wall carpeting . . . 
the finest cleaner of its type money can buy! 


~The Gorgeous AU New |A56 


eWRF — 
Automatic 


ALL 3 basic cleaning actions combined 


BEATS, SWEEPS and SUCTION CLEANS 


@ NO DUST BAG TO EMPTY 
@ EXCLUSIVE 2-SPEED MOTOR 











© CONVERTS INTO POWER-DRIVEN 
CC ) FLOOR POLISHER 
oo @ RATED Ist CHOICE IN UPRIGHT CLEANERS 


by leading independent authorities 
g @ $30 to $40 LESS than comparable cleaners 


SRQes 
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And... Over 

1100,00000 

in ond Ei 

big 2 page color spreads 

10 GET YOUR PROMOTIONS 
GOING FAST! 
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it’s new! It’s wonderful! ...and it'S yours 


or |O-day home trial! 
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DOO ANAS 






SUPER 


Roto-Matic 


= WU the e rs with Zip-Clip Swivel-Top 


and spectacular 4-wheel 


The sparkling beauty of the new Eureka Super Roto-Matic on its sensational new 4 wheel roll-easy 
Roto-Dolly is positively exciting. Never have you seen such an amazing cleaner at such 

a low price. As a special introductory offer for a limited time only the marvelous 

new Roto-Dolly ($10.00 value) will be included FREE with each Super Roto-Matic at $69.95. 
Based on its marvelous cleaning performance . . . all modern features . . . deluxe cleaning 
tools, light weight and quiet operation, leading independent authorities rated the 

Eureka Super Roto-Matic, "No. 1 Best Buy”. See this superb new Eureka at your dealer's store 
or mail 10-Day Home Trial coupon to us at once! 


Announcing 
the new 





NO DUST BAG TO EMPTY! 
Zip the Clips... top opens 
instantly. to remove 

and throw away the paper dust bag. 





Mail Coupon at once for 
10-DAY HOME TRIAL: 


coro oo 


EUREKA WILLIAMS COMPANY 
Division of Henney Motor Company, inc 
Bloomington, Illinois. 


Yes, without obligation | am Interested in your special 10-DAY HOME 
TRIAL OFFER. Please send me name of my nearest Eureka dealer. 


[ “| | prefer to see the new Eureka Super Roto-Matic 





|_| 1 preter to see the famous Eureka Super Automatic 








Name. - 
Address... EASY-ACTION SWIVEL-TOP EXCLUSIVE ATTACH-O-MATIC FAMOUS EUREKA ‘3-D'' Rug 
Cleans ali over from one position. CLIP-ON TOOLS and electric cord NOZZLE with long “floating” brush 
City____ Bo __ State Clean a whole room without once clip to cleaner's side—no carrying or removes lint, hair and threads. Cleans 
L _—_—_— oe Oe Oe er — ee eee moving cleaner. storage problem. all 3 ways —front, back and at ends. 
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FUREHKA 


a 


Kole Mmiadic 






“ever so easy to own! 


$692" 


Rated No.1 Best Buy! 





Complete 
with 
deluxe tools 


aN 


S 
* Guaranteed by © 
Good Housekeeping 





















For a limited time only .. . the sensational ’ 
new Roto-Dolly (a $10.00 value) FREE with your 
new 1955 Eureka Super Roto-Matic. 

See your Eureka dealer today! 









Specially designed for carpets 




















NO LIFT! NO CARRY! 

Rolls easily from room to room on its 

4 rubber, swivel, ball-bearing wheels. 
Won't tip, or mar highly polished floors 


and large rug areas 


Introducing the new 


‘ 
/ 
4 


Super Automatic 
‘ with 
4 


motor driven dirt disturbulator 





EASY TO ATTACH 

Just set the Roto-Matic cleaner on the 
Roto-Dolly—spring clamps lock 
securely. Releases in a jiffy! 





















x IT BEATS! IT SWEEPS! 
Ck) tg un eee IT SUCTION 
wl a an fa RUBBER Uu CLEANS! 
*y ‘pe y\n “e ul! “he : : all in one automatic action 
. ‘ nae 4 No Dust Bag 
oe! ba 
e. To Empty! 
Only 
7 tT 
pe $BO28 os. 
. ) Ae. ' ‘ he peg : You Save $30 to $40 Over 
Foe mat TE / Pa > os ‘A~ ne “s Comparable Cleaners 
>— : wrrae a * r. *4 
SUPER POWERED new 650-watt, full MIRACLE SHAG RUG TOOL 
% HP motor creates more powerful suc- agitator action combines with super- 
tion to clean faster, clean better. Far more suction to clean cotton shag rugs easily, EUREKA WILLIAMS COMPANY, Division of Henney Motor Company, inc., Bloomington, Illinois 
suction at nozzle than other cleaners. quickly. Optional, only $1.00 in Canada: Onward Manutacturing Company, Ltd., Kitchener, Ontario 
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FREE $29.95 


OFFER 


This ad is pure magic! Gets big business 
SAME DAY and for days after. 





Sensational New 4-Wheel 


a 
GIVE FREE? $10.00 Roto-Dolly 


$19.95 STORAGE CHEST- . ‘ 
GIVE FREE! ¥) vencu 





Whether theyre Roto-Matic or upright buy- 
ers, you give them offers they can’t resist! - 


DO BIG BUSINESS AT BIG MARGINS! 


La. It’s terrific! It’s beautiful! 
Cleaner rolls on 4 rubber, swivel, ball- 
bearing wheels. YOU GET IT FREE — 
YOU GIVE IT FREE! $10.00 retail value 







Big, beautiful $19.95 retail value—you 
poy low factory cost and give FREE! 







FALL PROMOTIONS 


that bring sales SAME DAY your ad runs! 


These ADS are pre-tested! These PROMOTIONS are proved! 
In towns and stores just like yours! Run these ads in your 
newspaper and you'll do BIG BUSINESS at LOW COST 

and QUICK! It happens every time. And, you don’t 

give all your profit away. YOU KEEP IT! x e 


FEATURE 


$1900 


TRADE-IN ALLOWANCE! 


Imagine! The finest cleaner of its type priced at savings $30 
to $40 less PLUS a $10.00 special introductory trade-in offer. 
























FOR BIG FALL CLEANER BUSINESS GET YOUR EUREKA PROMOTIONS 
PLANNED NOW. CASH IN ON THE BIG NATIONAL ADVERTISING 


Contact your distributor TODAY 
or phone, write, wire NOW to 


EUREKA WILLIAMS COMPANY 
Division of Henney Motor Company, inc., Bloomington, Illinois 
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with sensational, exclusive 


COLORTONE CONTROLS 


The Most Exciting, Dramatic Advance In High Fidelity 






It’s the biggest news yet in the High Fidelity market . . . exclusive 
Capehart Colortone Controls. Now the listener can be “the leader of 
the band.” With Colortone Controls, he can emphasize deep bass or 
treble . . . create complete new tonal effects . . . to please his listening 
taste. It’s simple to operate. As tonal emphasis is increased or 
decreased with any of the controls, the Color Key spot changes from 
red to yellow to indicate clearly the degree of emphasis. 
HERE’S THE BIGGEST SALES APPEAL FEATURE IN HIGH 
FIDELITY ... AND ONLY CAPEHART HAS IT! 


The “GAITE PARISIENNE” 
(Model 52PH56M), High 
Fidelity hg ye om with 
Colortone Controls. 


Get in on the BIG See the Capehart distributor for your 
Hi-Fi Profit-Maker territory of write Fort Wayne for dealer 
~..- NOW! franchise details and | T & T Finance Plan. 


Sell the Best . . . Sell Capehart Hi-Fi . . . the leader in Sound Reproduction 


CAPEHART-FARNSWORTH COMPANY, Fort Wayne 1, Indiana 
A Division of International Telephone and Telegraph Corporation 
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FAS 


NEW BEAUTY IN DESIGN 








the FULLY AUTOMATIC Percolator 


With The New, Fast-Acting COLD WATER PUMP 


More delicious, fuller flavored coffee—faster 
with a smaller amount of ground coffee... . 
These happy results are assured by the 
Selecto-matic adjustment and the newly 
designed Cold Water Pump in this latest model 
“EMPIRE-MATIC” Electric Percolator. Hotter 
water is poured over the coffee—faster— 
to speed perking, bringing out all the fine 
coffee flavor. “EMPIRE-MATIC” is completely 
avtomatic—right down to the red signal light 
that shows when coffee is ready to serve. 





New Cod Woter 
Pump And it’ , . 
distributes hotter nd it’s so smart in design—so all-round 


Fatey, tester over se. beautiful—it sells on sight! 
ino 


28 $11.95” wine cor 


EMPIRE “THRIFT-O-MATIC” 


Small quantities 
of coffee can be 


FAMOUS FOR: made auto 






matically 
Ac BEST in o 
om atic ase SMALL perco 
ie pencoraTor lator like this 
cmc 3 to 5 cup 
* HE \S “"Thrift-O-Matic”’ 
Task Oa . No. 1951 
* ELECTRIC voaste® $8.95 7 
LANTERNS # up No, 1062 
o guectane $9.95" 
yowaAL L 
a EDUCATE ue TOYS 
ousenee 


*Slightly Higher In West 


The METAL WARE CezZoration 


New Y x 


Two Rivers, Wisconsin 200 Fits 
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hallicra 


FULL 1/ MULT) PO@) 


. nn 

BOARD CHAIRMAN William J. Halligan, left, shows the low-end $99.95 TV 
set to distributors at recent Chicago convention. Prices range upwards to the 
$379.95 UHF-VHF 24-inch console. A 21-inch color set, with no list price, was 
also on display 


Hallicratters Hails Sales .. . 


PRESIDENT Raymond W. Durst, right, shows Louis Minsky, Pittsburgh distributor, 
the company’s new clock radic. Durst told the distributors that company sales were 
up 20 percent for the first nine months of the fiscal year and he predicted $20 
billion in sales for the electronics industry during the next ten years. 


... And A New Line 





MARKETING DIRECTOR Michael D. Kelly, left, chats with three distributors after 
his presentation of the new line of TV sets. Kelly also demonstrated a remote 
contro! device for television which will sell for $19.95 
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Everlasting shopper appeal 
with built-in COLOR 


Drab store fronts today do not pay! Attract customers with colorful 
Kawneer Zourite (porcelain-enameled or alumilited aluminum). 

It is a facing material that resists chipping, cracking and fading, 
providing years and years of shopper appeal. Use it as a sign 
backing, and as a covering for columns, pilasters, bulkheads, soffits and 
pylons. Plan now to remodel your store front with practically 

no interference to normal operations using Kawneer Zourite, doors, 
store-front metal and sun-control products. See your Kawneer Kawneer Aluminum 
dealer or write for booklet, “How to Modernize Your Store Front?’ Zourite Facing 





in ten attractive colors 


















« Velvet Block * Harvest Brown 
+ Alumilite * Spring Green 
Kaw ne er « Alumilite Groy * Sunset Red 
« Academy Blue « Winter White 
General Offices * Marine Blue + Flame Orange 
a. = = MicwHWHtiGaAwN % 
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No wonder builders say ¢ 


their top magazine is 1 
Better Homes & Gardens! 


RAM FROM: Jim Nuckolls, 


TELEG - 
Tulsa, Oklahome Tate 
on bene 

SOLD A HOME' a et 
BPA owe HAVE ALRE! GARDENS ve eee 
| perrer HOM HAVEN'T «rHustASTIC RR 

‘ TT ov IN REG ae 

“" STAKE 1s VALUE TO ape GOING TO —_ erat 
> HOM 


NATIONAL gs COMPACT + PORTABLE 


6 yy tert yy 
we oe 


ra my 


® NO BOLTING 


* NO CLAMPINI 


Stainless ed Blade never needs « 


PATENT 
PENDING 


NATIONAL STEPS OUT IN FRONT 
WITH THE NEW AUTOMATIC 
ELECTRIC SLICER 


GET ON THE SALES WAGON AT ONCE. 
1-——-Precision engineered—for home and profes- 
sional use——cuts like magic. 
2—-Additional features for easy sale. 
3—-Attractively priced for best profit. 
For distributorship 
and all particulars 
write, phone or wire today 


Dept. £9 


NATIONAI FO( 
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Hi Fi: Factory Built But Good 


Magnavox introduces new line which compares 
to ‘hobbyist’s dream’ equipment according to president 
Frank Freimann; color TV also bows 


“Your garage mechanic can’t put to- 
gether a better car than a Cadillac.” 
And the same thing applies to hi fi 
equipment, according to Magnavox 
president Frank Freimann. 

He made the statement at a recent 
press showing of the new Magnavox 
line in New York. To prove his point, 
the executive demonstrated the new 
$895 “Imperial” console and speaker 
units in competition with a high fi 
delity system using a $1200 speaker. 

Freimann commented that ‘‘a $500 
Magnavox high fidelity radio-phono- 
graph reproduced sound with greater 
accuracy than a home assembled hi fi 
hobbyist’s dream costing $1500.” 

He added that the contention by 
hobbyists that accurate high fidelity 
sound can be reproduced only by col 
lecting miscellaneous parts is like say- 
ing that a fine piano can be built only 
by assembling the action from a Stein 
way, strings of Knabe, and case and 
sounding board from Baldwin. 


Magnavox Color. 
vision, Freimann said “the time is 
now” for the arrival of color TV. He 
said the problems of compatibility and 
proper tube size are past. While prices 
are still high, the “present prices will 
be acceptable to many thousands of 
Americans,” Freimann said. 

Color TV is a luxury, he admitted, 
but no more so than a high priced 
automobile. The president estimated 
the depreciation on such cars runs 
from $500 to $1000 a year and they 
provide “a small fraction of the pleas 
ure” a color would bring 
“Even if on the assumption that color 
television will sell at $500 two years 
from now, 


Turning to tele 


receive! 


this service is worth $250 
per year in relation to the added en 
joyment it will provide.” 


I'he Line. Magnavox is offering the 
color set in two basic cabinet styles 
and three finishes. All are 21-inch 
sets and the price is $950. Over 100 
radio, phonograph and ‘T'V sets com 
plete the line. 

Phonographs range from $139.50, 
for the table model, to $895 for the 
two-piece console. The television se 
ries starts at $149.50 and ranges up 
to $599 for a 24-inch TV-radio- 
phonograph combination. 

Leonard F, Cramer, vice president 
and general manager, said that al 
though “people think of Magnavox as 
being one of the best television sets 
made” actually prices are “from 10 to 
25 percent lower than on other brands 
of comparable quality.” 

Cramer cited the example of the 
“Broadway” three-way combination 
which sells for $298—$100 less than 
similar machines, according to Cramer. 
He said the Magnavox distribution 
system which eliminates jobbers made 
the saving possible. 
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system sounds as 
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FRIEMANN OF MAGNAVOX: ‘'It doesn't 
have to be built by hand to be hi fi 





$500 


A record on a Magnavox 


9g 90d 





as it does on a $1500 hi fi hobby 


ist’s dream.”’ 


Hi Fi Show Opens 


More than 100 manufacturers 
from all parts of the country are dis 
playing their hi fi equipment at the 
High Fidelity Show in Chicago. ‘The 
exhibition runs from September 30 
to October 2 

S. I. Nieman, president of the 
International Sight & Sound I:xhibi 
tion, Inc., said attendance is expected 
to top last year's 28,000. The free 
three-day public exhibition is linked 
to a dealer-distributor preview. In all, 
the exhibits will occupy two full floors 


at the Palmer House. 


MERCHANDISING 
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Exclusive. ..Practical...In Top Demand! 


j 
e Here's the Convenience Level 

- <d Combination Refrigerator-Freezer 

| &/\ acclaimed by homemakers, everywhere, 
LA to be “the most convenient, practical 
Sal’ combination ever offered."’ And the news 


is spreading like wildfire. Sales are booming. 
Dealers tell us that the acceptance for this revo- 


lutionary Combination is the most enthusiastic 


-190> 
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BiG EYE-LEVEL IDEAL- 


HUMIDITY REFRIGERATOR! 


Puts most-used foods 
at eye height 


GIANT TRUE FOOD 


Puts frozen foods in 
giant separate freezer below 


ROLLS OUT FOR 


EASY CLEANING! 


A touch of the toe— 
and it’s ready to roll 


... most productive they've ever experienced. 

Backed by a full-scale national and local ad- 
vertising-merchandising campaign, the demand 
for the new Hotpoint Eye-Hi is continuing to 
grow by leaps and bounds, You can cash in on 
this demand by contacting your Hotpoint Dis- 
tributor NOW! He'll show you how to roll up 
greater refrigerator profits with Hotpoint Eye-Hi 
on Rollers—build traffic for your entire line! 


THHOLPOENE ... Gun Gobir Oriserany - Your Golden Oppel 


RANGES © REFRIGERATORS © DISHWASHERS © DISPOSALIS”* WATER HEATERS © FOOD FREEZERS © AUTOMATIC WASHERS © CLOTHES DRYERS + AIR CONDITIONERS 
HOTPOINT CO. (A Division of General Electric Company) 5600 West Taylor Street, Chicago 44, Illinois 
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A 
NEW 
LOOK... 


in 
modern 
electric 
heating 










WESIX 
Dvuctheat 


Here's real sales appeal for the cold weather 
ahead! It’s the new WESIX Fire Ball... 
the world’s most modern electric heater. 

Designed with your customers’ furniture in mind, 

it will sell on sight to fashion-conscious customers 
and to anyone who appreciates the time-proved 

excellence of WESLX engineering... backed by a 

full FIVE YEAR GUARANTEE 


against burnout! 


Ask your WESIX jobber salesman 
for full details on the Fire Ball right away... 
about mailers, stuffers, banners, counter cards 
and displays that are available right now 
to help you make this your 
MOST PROFITABLE HEATING SEASON! 


WESIX ELECTRIC HEATER CO. 


390 FIRST STREET + SAN FRANCISCO 5 + CALIFORNIA 


CHICAGO + DALLAS + DENVER + DETROIT + HUNTSVILLE, ALA + LOS ANGELES 
NEW YORK + PORTLAND + SEATTLE + SPOKANE 
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DEMONSTRATING o Webcor console to two “westerners” is H. R. Letzter, right, 
vice president and general sales manager of Webster-Chicago. Ed Morgan, center, 
sales manager of Kierulff & Co., and Chuck Harper, also of the Los Angeles 
distributor, examine the new set 


Webcor: New Show, Line 


At the introduction of the 1956 line to distribu- 
tors, the company reveals plans to sponsor Tony 
Martin’s TV program over 77-station network 


Webcor unveiled a new line of 
phonographs, tape recorders and 
record changers—plus a new advertis 
ing campaign—at its annual distribu 
tors sales conference in Chicago. 

K. W. Olson, director of publi 
relations and advertising, told the 
meeting that Webcor has fall plans 
to sponsor the Tony Martin show 
over a 77-station NBC network on 
alternate weeks. It marks the com 
pany’s first entry into a network tek 
vision campaign. 

Distributors were shown a special 
filmed message from ‘Tony Martin and 
also a kinescope of a typical TV 
how 


Sales High. H. R. Letzter, vice 
president and general sales manager, 
reported that Webcor’s sales during 
the first six months of 1955 were th« 
biggest in its historv. And the sales 
executive predicted even greater gains 
for the second half of the year, the 
normal peak selling period. 

Letzter underlined the optimistic 
forecast by pointing out that phono 
graphs have a saturation of only 37 
percent, compared with 98 percent in 
radio and 74 percent in TV. He esti- 
mated that 4,000,000 phonographs 
will be sold during 1955, of which 
Webcor will sell approximately 30 
percent, or 1,200,000 units. 


The New Line. Nine new high fi 
delity phonographs and two new tape 
recorders are featured in the line. 
Four of the phonographs offer dia- 
mond needles for long-play records 
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as standard equipment and all of the 
automatic models feature the new 
Webcor intermix diskchanger. 

The new models also feature a 
Ceramite pick-up cartridge, made of 
polystyrene and nylon, with matched 
sapphire or diamond stylii perma 
nently installed at the factory. 

A western theme in the distributor 
convention was climaxed with a bar 
becue dinner billed as a “Las Vegas 
party.” Guests were supplied with 
sombreros and western neckties and 
each was given a bag of chips tc be 
used in playing the roulette wheels, 
dice games and other gambling 
events set up around the room. : 

Winnings were used to bid on 
phonographs and tape recorders that 
were auctioned off as prizes at the end 
of the evening 


TV To Cover 1956 


Westinghouse will sponsor CBS 
television and radio coverage of th 
1956 presidential conventions and 
election 

In addition, Westinghouse — will 
cover the high spots of the campaign 
from convention to election with a 
series of television and radio debates 
between the leaders of the majo1 
parties. 

Betty Furness—who was so promi 
nent during the 1952 conventions 
that columnists jokingly suggested 
her for vice president—will appear on 
the Westinghouse 1956 convention 
programs. 
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September is Steel Kitchen Cabinet Month... and Every Month is 


-»-and Remember...only American Kitchens 





gives you the famous ‘Pioneer’ Kitchen of 


WOOD...COPPER...STEEL 


You can sell the whole kitchen market with 
the new ''Pioneer’’ by American Kitchens 
—a dramatic combination of the warmth 
of natural birch and the charm of antique 
copper . . . built on a rugged chassis of 
steel! And it has a matching Roto-Tray 
Dishwasher, set-in range, and waist-high 
oven |! 

It's caught on like wildfire—because it 
appeals to everyone—because it gives you 


Awonicon Kilehons 


a kitchen that sets a new trend in beauty 
and styling! And it's priced to sell often 
and fast! 

Whether you feature the new ‘Pioneer’ 
or the white all-steel line, American 
Kitchens have more exclusive quality fea- 
tures... offer 4 times more sales at full 
40% profit! Get your share of those prof- 
its—call your American Kitchens distribu- 
tor today |! 





DISHWASHERS 


AMERICAN KITCHENS DIVISION 4vco CONNERSVILLE. INDIANA 
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HERE’S WHY: 


American Kitchens cost no more than other 
steel kitchens, yet are of higher grade 
steel and finest construction | 


American Kitchens are easiest to clean— 
rounded corners plus smooth surfaces with 
no dirt-catching handles are just what 
women are looking for! 


American Kitchens alone offers the ex- 
clusive Roto-Tray Dishwasher—the really 
work-free dishwasher that women want 
most |! 


American Kitchens have the exclusive fea 
tures that sell fastest: 15% larger sink bow! 
with no dirt-catching ledge, seamless 
drawers, concealed drawer pulls, seam 
less tops, and many others! 
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PANEL display of tape recorders at the Revere space is demonstrated by Harry 
Ellis, right, while Dave Gessner looks on 


The Music Show: 


Business At High Pitch 


ent ‘rg high fidelity phono 
graphs and tape recorders were 


displayed in great prominence at the 
recent Chicago trade show of the 
National Association of Music Met 
chants. Although some of the best 
known names im the industry were 
conspicuous by their absence, thos 
firms showing products made up the 
shortage in sheer weight of enthu 
siasm. 

It was clearly evident that the hi fi 
and phonograph makers put out extra 
effort to lure more music stores into 
their fold. Part of this may be due 
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to two-step distribution which has 
brought the components manutac- 
turers and the package or fully en 


closed unit manufacturers closer 
together in their struggle for the 
market. 


Heretofore, component makers were 
satisfied with the “hi-ii bug” or audio- 
phile and the phonograph makers 
simply upgraded their standard lines 
to capitalize on hi fi popularity. 

That’s changing now. As the big, 
powerful manufacturers of consumer 
products open the heavy artillery of 
advertising and distribution, compo 





RELAXING as they talk over highlights of the show are Dinty Moore, left, 
buyer, Rich's, Atlanta and L. Collins of RCA 





bs 


DEMONSTRATION of Magnavox high fidelity equipment is made by 


/ 


Ralph W. G. Mathews, right, to R. L. Thompson, Breuners, Oakland, Calif. 


nent manufacturers reply with lighter 
calibre but effective marketing guns 
that place more and more emphasis 
on the big mass market. 


New Products. Bell & Howell en 
tered the hi fi field with a high priced 
line of radio-phonograph-tape recorder 
instruments in the $500 to $2,000 
range. Keystone Camera Co. showed 
a new tape recorder expected to retail 
at about $200. ARF Products Co. 
displayed a new line of packaged 
phonographs, speaker systems and 
tuners sold direct to dealers. Altec 
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Music merchants report this year’s sales up five to 50 percent; TV and phonograph 
makers bid for music store outlets 


Lansing Corp. burst the confines of 
sound equipment manufacturing and 
produced a line that included radio 
tuners, amplifiers, speaker cabinets and 
other packaged components. 

Among the retailers, no sour notes 
were struck concerning the general 
business climate. In a survey con- 
ducted by the NAMM, 70 percent of 
the music merchants said business is 
from 5 percent to 47 percent better 
than last year. And 75 percent of 
those surveyed predicted business will 
be from 5 percent to 50 percent better 
this fall and winter. 
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, - DISTRIBUTOR gets the full treatment. Kenneth Bishop, V-M sales manager, LOOKING over the Webster Chicago line is Les Sturgis, left, Trice Wholesale 
left, chats with Henry Feinberg, Barth Feinberg Inc., N. Y Electronics, Oklahoma City and Webcor’s Henry Justice 


FFB = 





TAKE-APART radio is demonstrated by G. E. radio sales manager, R. V. Buivid, NEW CRESCENT line is shown by general sales manager James F, White, 
right, to Mr. and Mrs. W. H. Ritter. TV sales manager, P. H. Leslie, is at left left, to Isidore Rothman, B. & R. Electronics, N. Y. 





“Regency 
Worlds Aust 


Transistor Radio 





FASHION show with models dressed in costumes which matched the colors of the TINY transistor portable radio displayed by Regency. E. H. Applegate, left, and 
company’s new radio sets was staged by Philco during course of the meeting. Regency ad manager, B. V. K. French, sales engineer, show radio display board 





ELECTRICAL MERCHANDISING—SEPTEMBER, 1955 PAGE 239 





Uh): 





KEYS TO 


ELECTRIC RANGE 


SALES 


AUTOMATIC C~ 


Proctor makes ali cooking 
tast-starting and tully automatic 


CHECK the 
Proctor 
any other element 





and 
Flasher 


switch combination 


speed 


Infinite Control Switch 


FAST Melts Butter in 15 seconds 
FPAST—-Sizzies Bacon in 3 seconds 
FAST "Slow" fries Egg in Z minutes, 


30 seconds 


FAST. Boils practical quantitie f water 
faster--| cup 14 minut 
AUTOMATIC © foces to cooking speed no 


matter where you set the switch 
AUTOMATIC levels off automatically 
when it reaches cooking speed 
AUTOMATIC Cutsinand out automatically 


to maintain heat leve 


AUTOMATIC 
matically ot all 
regardless r 


AUTOMATIC  ‘e' 
merely at § or 7 positions 
matically—-n nor knob 


input held constant auto 


switch positions (except High) 


yf ine voltage yvoriations 


dial anywhere not 
Meat maintained aut 


twitching”, no pot 


woa'cning 


" 


con 


without gimn KS 


that satisfies long alter the sale is made, 
“i, ) 
le Your Manufacturer How 
Cy Important These Selling Fea 
tures Are t You. He'll Listen! 
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PROCTOR OTHER 
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PROCTOR ELECTRIC CO 
3rd Street and 

Hunting Park Ave 
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Radio-TV Week Nears 


Industry prepared to launch annual promotion during 


week of September 18; 
names local chairmen 


Ihe 1955 National Radio and Tek 
vision Week, which starts Sept. 15, 
is receiving the solid backing of all 
segments of the radio-television in 
dustry, according to RETMA. 

he industry will launch a two-fold 
campaign during the week designed 
to sell more sets and increase radio 
and T'V listening. The drive is jointly 
sponsored by the National Appliance 
and Radio-T'V Dealers Association, 
National Association of Electrical Dis 
tributors, National Association of 
Radio and Television Broadcasters and 
RETMA, The program also has the 
cooperation and assistance of Life and 
Saturday Evening Post. 

I'he promotion is built around the 
logan “‘National Radio and Television 
Week—Dedicated to Better Home 
i.ntertainment.”’ 

Under the direction of NARDA, 
local committees have been designated 
in the country’s major market areas 
ind they will hold regional industry 
wide dinners or banquets. This will as- 
ure the wholehearted support of all 


radio-T'V industry segments at the 
local level. 
I'he chairmen include: R. W. Gra 


Ala.; R. J. Morris 
y, Phoenix, Ariz.; Glen Logan, Los 
Angeles; Edward Sarnoff, Fresno; 


V. J. Lee, San Francisco; Ralph Wil 


ham, Birmingham, 


son and Warren Bragdon, Denver; 
Joseph Lederer, Bridgeport, Conn 

R. C. Justis and A. Chance, Wil 
mington, Del.; William CG. Hills, 
Washington, D. ¢ J. H. Keele, 
Miami; Robert Shelley, Atlanta, Ga.; 
Vie Goertzen, Boise, Ida; C. C 
Simpson, Chicago; John Mueller, 


Peoria; Veril Hedrick 


Rockford 


For The Winner, A Thunderbird 


RETMA cites good cooperation, 


Ken Stucky, Fort 
Herman Light, South 
R. D. O'Callaghan, 


Wayne, Ind.: 
Bend, Ind.: 
Des Moines, Ia.: 


Emerson Dole, Wichita, Kan.; E. N 
Avegna, New Orleans; Gross Wil 
liams, Jr., Shreveport, La.; 

Guy McLellan, Portland, Me-.: 
Howard Arbetter, Boston; E. O 
George, Detroit; Jacob Zweedyk, 


Grand Rapids, Mich.; Don Gabbert, 
Minneapolis-St. Paul; K. G. Gillespie, 
Kansas City, Mo.; Irn Hammerman, 
St. Louis; B. M. Davis, Jackson, Miss.; 
J R. Westwood, Billings, Mont.: 
Harold Pitts, Butte, Mont. 

Harry F’. Kinney, Albuquerque; Don 
Walters and Leonard Heinzman, Ak 
ron, O.; Ed Hodgett, Cincinnati; 
Henry Torrence, Toledo; Sid Tessler, 
Youngstown; Harold Rice, Dayton; 
Al Robertson, Oklahoma City; Al 
Miller, ‘Tulsa; Fran T. White, Port 
land, Ore.; Wayne Praether, Harris 
burg, Pa.; Mort Farr, Philadelphia. 

J. A. Hood, Charleston, S. C.: 
Wallace Johnston, Memphis; Sam 
Hagy, Dallas-Ft. Worth; William 
Galbreath, Houston; Evan Moon, 
Joske’s; Mark Brown, Salt Lake City; 
Gil Bering, Norfolk, Va.; Tom Car 
michael, Seattle; Frank Tool, Spo 
kane; Paul Ward, Tacoma; and Harold 
Sampson, Milwaukee. 


TV Production Up 


I'V set production during the first 
six months of 1955 was 34 percent 
higher than during the same period of 
1954. Radio, meanwhile, increased 44 
percent. During the first half, 3,828, 
793 TV receivers were produced com 
pared to 2,845,147 in 1954 








SPARTON TV soles contest winner Al Walkowski is handed the keys to his prize 
5 Ford Thunderbird. Bob Marberry, director of sales, George Rowen, general man 
ager, and Jack Clarke, Sparton regional manager, watch general sales manager 

Mel Myers make the presentation 
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STAND-OUT 


MODELS | 


10 Owe UN 
j ¥ 


Whatever price bracket a prospect 
has in mind, you can show him a model in 
this new Stromberg-Carlson line that 


will really open his eyes on value. 


You can demonstrate outstanding 
performance — you can challenge comparison 
for distinctive styling — and you can talk 


price on a basis that will give you a living profit. 


Start making money now selling something 


different and exclusive. Call or write 





your Stromberg-Carlson distributor today 


for facts that will open your eyes. 





ly STROMBERG-CARLSON 


la 


CMA. 


THE CREMONA (K21-22H; Decorator-styled compact lowboy with 


stand-up tuning, in genuine Honduras or bleached mahogany veneers ug 
Exclusive Marlite top, liquid and burn resistant. Vertical ‘Power. K’ 


chassis with 273-square inch aluminized 21" picture tube; tinted — 


removable safety glass; wide range front-mounted speaker; heavy 


duty power transformer; new high-gain turret type cascode tuner; illu id 


minated channel selector. Also available with mahogany veneer top 


ALL MODELS WITH FRONT MOUNTED SPEAKERS AND EASILY ACCESSIBLE FRONT TUNING 


THE MILANO (K2!) K22HC 

Distinctive lowboy, with stand-up 
tuning; two-speaker audio system; 
new ‘‘Power-K'’ chassis features 
and exclusive Marlite top color 
blended with Honduras mahogany 
or bleached mahogany or platinum 








walnut veneers 


“THERE is 
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THE REGENCY *P21CD 

Period styling in rich mahogany, 
bleached mahogany or cherry ve 
neers, Exclusive Marlite top. Gold 
tooled leatherette door panels. im 
ported English Battersea porcelain 
door pulls. ‘Power-X%"’ chassis with 
23 tubes for VHF, 24 for UHF. Two 
speakers, 273-square inch alumni 
nized picture tube 


of S1 ONY E54 Di nt Om OA 81 Dol Oi 
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America’s top-selling portable! 


we, 






Retailing at 
$4995 


without battery 


Uses tiny, lifetime transistors in 
place of bulky, breakable tubes 


i 
: 
measures « 
purse 
speaker, Receives 


standard 


x 


x5” x1", 


Genuine superheterodyne circuit; 


@ Take the top profit in portable radios! Sell Regency 

. America’s top-selling model! Combines amazingly 
compact size, high performance! Weighs 12 ounces, 
slips easily into pocket or 
acoustically- baffled 
broadcast range plus Conelrad 


(Civil Defense) frequencies, Shock-resistant, virtually service- 
free, backed by factory fixed-fee service plan. Smart plastic 
case in black, ivory, mandarin red, cloud gray, mahogany and 


forest green, Contact us or your Regency distributor . . 


stock this sales leader now! 


. and 


.. + Plus these profit-making accessories! 


Leather Carrying Case 


Has belt loop, pocket 
for earphone or spare 
bettery. Noles are 
provided for speaker 
and earphone plug, 10 
radio can be ployed 
while inside the case. 
An accessory item re- 


taliing at $3.95, 





REGENCY DIVISION, 1. D. E.A., INC., 7900 Pendleton Pike, 
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Feather light earphone is no lorger 
then a hearing aid, fastens comfort- 
ably to ear, When earphone is 
plugged in, speoker is 
x avtomatically cut off. 
When earphone is dis- 
connected, speaker is 

restored, An accessory 

item retailing ot $7.50 


Battery 

Transistors require as little as one- 

thousandth the current consumed by 

vacuum tubes, operate at peak effi. 
clency on the “jvice™ 
from one tiny 22%- 
volt battery (NEDA 215). 
Bottery lasts 30 hours, 
costs $1.15... lens than 
four cents an hourt 


Indianapolis 26, Indiana 


| 


| 
| 


At The Mid-Mark: Colossal 


Financial reports reveal that 1955 is a record 
year for many appliance manufacturers; several others 


call it “just under 1953” 


The appliance industry smilingly 
added up sales for the first half of 
1955 last month. Conclusion: It’s a 
good year, 

Sales and profits for many firms 
jumped sharply from the first six 
months of 1954. And among the fi 
nancial reports were optimistic fore 
casts for the rest of the year. 

Some of the companies reporting 
sales and profits last month included: 


Radio Corporation of America. 
Sales for the first six months were 
$488,510,000—10 percent above 1954. 
The record sales were matched by 
record earnings—$44,351,000. This is 
a 14 percent rise over 1954 profits. 
Sales a0 the second quarter of 1955 
amounted to $232,205,000, an in 
crease of seven percent from the 1954 
second quarter figure, $217,760,000. 


General Electric. Earnings for the 
first six months reached an all-time 
high of $101,892,000—a nine percent 
increase over 1954 earnings of $93, 
856,000. The record earnings wer 
achieved on sales of $1,523,951,000, 
an increase of five percent over last 


year’s first half of $1,447,597,000. 
President Ralph J. Cordiner noted 
that “sales for the first six months 


of 1955 were only two percent less 
than the record levels of 1953 despite 
a substantially lower volume of de 
fense business this year.” 


Philco. Sales in the first six months 
totaled $178,041,000 and net in 
come was $3,575,000. In the corre 
sponding period last year, sales were 
$174,576,000 and net income was 
$1,735,000. In the second quarter of 
1955, sales were $81,216,000 and 
net income was $1,128,000. A year 
ago, sales were $60,899,000 and opera- 
tions resulted in a $703,000 loss. 


Zenith. Profits for the first six 
months amounted to $3,126,061 on 
sales of $71,455,702. The earnings 
represent a 142 percent increase over 
the 1954 profits of $1,288,246. Sales 
were up 26 percent from $56,681,219 
in 1954. Net profits for the second 
quarter were $1,051,101—128 percent 
over the $460,725 of 1954's second 
quarter. Sales for the three month 
period were $31,083,890, up 14 per 
cent from $27,346,219 in 1954. Unit 
sales of ‘T'V receivers were the highest 
in the company’s history—up 71 from 
the first half of 1954. 


Motorola Inc. First-half sales to 
taled $93,293,119, compared to $92,- 
465,210 in 1954. Profits were $41,- 
414,940, compared to $44,458,410 in 
1954. President Paul Galvin repeated 
his — that full-year sales will 
reach $225,000,000—topping 1953's 
$217,000,000. He also noted that 
home portable and clock radio sales 
are up 54 percent. 


* 


Sylvania. The record first-half profit 
of $6,088,019 was 73 percent ahead of 
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the comparable 1954 figure. Sales of 
$138,713,349 in the first half were 
nine percent greater than in the first 
half of 1954. Profits for the second 
quarter were $2,840,364, more than 
double the profits a year ago. Second 
quarter sales were eight percent ahead 
of 1954 and totaled $64,733,722. The 
first half and the second quarter were 
only seven and six percent behind the 
records established in like periods of 


1953, 


Du Mont. Sales for the first half 
amounted to $29,741,000, compared 
to $41,590,000 for the same period 
in 1954. (The 1954 figure included 
sales made by TV station WDITV, 
Pittsburgh.) There was a loss of 
$1,249,000 in 1955 compared to a 
net profit of $479,000 for the same 
period in 1954. 


Raytheon. Sales for the fiscal year 
ending May 31 amounted to $182.,- 
304,693. Net earnings were $4,531, 
561. This compares to sales of 
$177,099,790 and net earnings of 
$3,523,316 in the previous fiscal year 


Hallicrafters. President Raymond 
W. Durst told a recent distributor con- 
vention that sales in the first nine 
months of the present fiscal year 
amounted to $18,635,074. Net profit 
during the period was $363,438. He 
said a profit was realized on all prod 
uct lines. 


Whirlpool. Sales for the first six 
months totaled $91,965,427, com 
pared to $85,204,210 last year. Net 
earnings in the first half of 1955 were 
$5,910,567—up from $4,035,176 last 
year. 


Maytag. An all-time record high was 
experienced in the first half. Net sales 
were $51,943, 369—up 40 percent from 
1954’s $37,079,450. Earnings were 
$4,578,488—a 60 percent jump from 
1954’s $2,867,528. 


Norge. Sales were $62,900,000 for 
the first six months. Volume in the 
corresponding 1954 period was $31, 
800,000. Total volume last year was 
$74,000,000 and in 1953 it was $43, 
000,000 for the full year. 


Dynamics Corp. of America. Sales 
for the first five months amounted to 
$17,609,626 and profits were $634, 
568. This compares with sales of 
$17,036,785 and earnings of $613,991 
in 1954. 


York. Sales were $29,778,000 and 
earnings were $1,492,000 in the third 
fiscal quarter, ending June 30. The 
best single quarter, it compares with 
sales of $29,728,000 and profits of 
$1,262,000 in the same period of 
1954. For the nine months ending 
June 30, sales were $62,036,000 com- 
pared with $74,177,000 last year. 
This year’s profits were $1,588,000, 
compared with $2,417,000 last year. 
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Prospects know this freezer name best, 
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Deepfreeze 
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APPLIANCES 


e Appliances, North Chicago, Illinois. Makers of genuine Deepfreeze Home Freezers, Refrigerator 
rs. Specifications sub ect to change without notice. Deepfreeze Home Appliances also sold in 
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It’s a genuine freezer that holds 147 
pounds of frozen food . . . with a full- 
size refrigerator holding all the food you 
could store in the refrigeration section of 
a conventional 12-foot refrigerator. 
Automatic refrigerator defrosting, roll- 
out shelves, individual controls, of course. 
And it’s DEEPFREEZE, the freezer 
name your prospects know best! 
DEEPFREEZE, the name most people 
think of first when they think of home 





SEND COUPON NOW 
General Sales Manager 








Deepfreeze Duplex 
Model A-2D, 
11.5 cu, ft. 


That’s why the Deepfreeze Duplex is in such demand! 


refrigeration! There's sales magic for you 
in the name DEEPFREEZE. 

If you handle Deepfreeze appliances 
now, sell Deepfreeze every time. It’s 
easier —and you're selling the best! 

If you don’t handle Deepfreeze, send 
the coupon below. No obligation 
mean extra dollars to you! 

Get the facts, and you'll always push 
Deepfreeze home freezers, refrigerators, 
and the new Deepfreeze Duplex 


it can 


Deepfreeze Home Appliance Division 


NAME 

FIRM NAME 
ADDRESS 
ary 


s, and Room Aw 


-anada by author 


c 
| 
| 
r | North Chicago, Illinois 
p eeZe | Please send complete facts on what's in it for me, profit-wise, if | 
| handle Deepfreeze 
® | 
| 
| 
| 
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Ted Weber asks pointed questions often. It’s his 
job to find out what is really going on for ap- 
pliance-radio-TV dealers and distributors. He 
writes Trends for ELECTRICAL MERCHANDISING. 


Where it would be easy to settle for “What?” 
Ted goes much further. He must know “Why?” A 
manufacturer makes a price change. What’s be- 
hind it? Somebody starts making mixed-car ship- 
ments to dealers. What does it mean? The answers 
are important. That’s what makes his stuff so 
valuable to dealers who want to know “Where do 
we go from here?” He’s their answer man. 


Ted Weber has an almost uncanny ability to get 
his teeth into the facts which really explain why 
things happen in business. He isn’t easily satisfied. 
His knack of putting his finger on the crucial 
“Why” has ruffled feathers more than once. Al- 
though he’s a nice guy, Ted’s direct honesty and 
nose for news never permit him to let up just to be 
nice. He’s always looking for the answer to a ques- 
tion which might make the difference between 
profit or loss for his dealer readers. It takes per- 
sistence to do it. 


Finding the answers he wants takes real digging 

. more often a lot than a little. Telephone calls, 
telegrams and interviews, sometimes dozens of 
them are necessary. Sometimes an all-out selling 
job is needed to persuade an informant that his 
answer is important to the Industry’s welfare. Ted 
checks and verifies. He keeps at it until he has 
something really worth while. 


The raw material of a typical Weber assignment 
would probably seem confusing or contradictory to 
most people, Just eliminating the false leads might 
seem impossible to many. But Ted’s interpretive 
ability helps him to avoid the blind alleys almost 
automatically. Very little trivia ever enter Trends. 


That Ted Weber’s work rings the bell for dealers 
sometimes becomes very evident. One of them re- 
cently said “I follow Trends and read all the ads. 


® ELECTRICAL ¢ 
MERCHANDISING 
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ASKING QUESTIONS 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, W. Y. 


On a ‘tip’ in a recent issue I purchased over my 
usual order of fry pans. All of the other dealers 
were destitute but I could supply all of my cus- 
tomers.” Ted Weber gave him the “tip” and Ted’s 
“tips” aren’t just gossip. They prove out. 


Possibly some dealer respect stems from Ted’s 
militant insistence on writing nothing but the 
truth ... all of it. He pulls no.punches. His stories 
are clean, easy to read and above all logical. Ted 
calls his logical mind the “Bane of his existence.” 
He loves to pull the loose ends together and make 
them fall into place. The way he takes a wealth of 
seemingly unrelated facts, digests them, evaluates 
them and reports the story is a wonder to behold. 


“Your Place in Hi-Fi” probably exemplifies Ted 
Weber’s work. He believes it was his best. He took 
a lot of extraneous information, sorted it out and 
then slanted the whole story specifically toward 
dealers. Another fine example was “How to Set Up 
for TV Service.” Although both of these mark him 
as familiar with radio-TV problems, Ted wrote the 
January Market Studies on Room Air Condition- 
ers, Lighting and Electric Blankets for five years. 
Hundreds of thousands of reprints of these fea- 
tures and market studies have been bought by the 
Industry. We believe such recognition qualifies him 
as an expert in all of these fields, 


Ted Weber, always getting the ““Whys” so needed 
in a tough business is another big reason why 
ELECTRICAL MERCHANDISING is indispensable to 
top retailers and wholesalers ... and just another 
reason why your advertising is almost sure to be 
read. Along with all of the other members of a well- 
rounded editorial team, Ted Weber works to give 
each issue the editorial vitality which makes your 
advertising more effective. This kind of consistent 
editorial performance is another reason why you 
should use ELECTRICAL MERCHANDISING regularly 
... and why you'll get a lot out of it. In ELECTRICAL 
MERCHANDISING you'll find your advertising dollar 
working harder and going further to build dis- 
tribution and cut sales costs. 


alone will cover the market alone 
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YOU CAN FORGET ABOUT COMPETITION 
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VACUUM CLEANERS 
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It’s the line with eye appeal... 
price appeal... profit appeal 


\ 4 


pid 


You can boost sales sky high with the Model 888 
Cadillac Quik-Vae. i's America’s most beautiful 
++most versatile ...most efficient vacuum cleaner. 


ONLY CADILLAC OFFERS 


2-6PEED OPERATION 
to create a oe fener 
Set dvems saat aut vate 
¢ cleaning jobe. 
Other sales-producing features: 
+< SWIVEL TOP 
for easy ‘round the room cleaning. 
7 POWERFUL SUCTION 
that gets embedded dirt. 


<<SWIVEL “FLOATING BRUSH” 


. RUG NOZZLE i 
ts automa to any thickness 
4 ; ae soy) he fash, thorough —" 


VY SWIVEL BARE FLOOR BRUSH 
for modern floors. 


‘<6-Z ROLLER BASE 


Cleaner rolls effortlessly from room to room. 
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2-SPEED , 


MODEL 888 + 
With full set of ° 4 
cleaning attachments 
and E-Z roller base. 
Suggested selling 
price 


$69-95 
At small extra cost: 


* Demothing set 


* Paint and insecti- 
cide sprayer 


Cadillac's liberal discount policy 


gives you more profit per unit 





Cadillac cleaners are not only built to 


VACUUM CLEANER DIVISION 


Dept. A, 6650 S. Narragansett Ave., Chicago 38, Illinois 
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CLEMENTS MFG. CO. 
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Prices Edge Upward 


Rising steel costs reached the ap- 
pliance industry last month, lifting 
retail prices for several products. 

Reasons given for the boosts in 
cluded higher steel, copper and alu 
minum costs plus rising labor and 
production expenses. 

Among the companies reporting in 
creases were: 

Hotpoint. Retail prices on five of 
its nine major appliances went up 
about three percent on August 1. 
Ihe price hike will range from $5 to 
$15 depending on the model of 
range, refrigerator, washer, clothes 
dryer or dishwasher. Officials said 
raw material prices have increased 
about seven percent since January 
1955. 

Admiral Corp. hiked prices approxi- 
mately $10 on 17 television models 
effective Aug. 5. The $219.95 model 
jumped $20 and the other receivers 
rose $10. “Recent steel prices plus 
three copper increases this year” were 
among the reasons given for the 
action. 

Emerson Radio increased list prices 
on all 1956 TV sets $10 as of Sep- 
tember 1. Increased costs beyond our 
control” were blamed. 

Avco’s American Kitchens division 
jumped the price on the white steel 
line nine percent. The recently-in 
troduced wood-copper Pioneer line 
will be priced 12 percent above the 
white. 

Westinghouse announced it may 
raise prices on refrigeration products 
because of higher “aluminum, steel 
and copper” costs. Products affected 
would be room air conditioners, ‘water 
coolers, dehumidifiers and soft drink 
bottle dispensers 





Television Briefs 





¢ General Electric has inagurated a 
credit plan to allow picture tube in 
stallations on time. Dealers are reim 
bursed by their distributors and the 
customer has six months to pay. The 
company explained many dealers are 
finding money tied up in repaired sets 
that haven’t been called for because 
the customer doesn’t have the ready 
cash to pay his bill. 


¢ RETMA has asked the Federal 
Trade Commission to postpone the 
effective date of the recently released 
trade practices for radio and television. 
The effective date for most of the 
rules was July 28 and three more go 
into effect on December 28. RETMA 
said that while it had requested many 
of the rules laid down by the com- 
mission, it could not endorse the rules 
as a whole. 


¢ CBS-Columbia_ will place in 
creased emphasis on design, develop- 
ment and production of quality sets, 
H. C. Bonfig said in his first state 
ment since he took over presidency 
of the company. In a recorded mes- 
sage to distributors, Bonfig also said 
the national distribution system will 


be improved. 
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introducing for the first time anywhere... 


DISTINCTIVE | 


Whether your customers want a round skillet or a square one, here's their 
choice at the right price. But, that's not alll Here's an extra profitmaker 
. . . distinctive copper covers to dress up every Fry-Skillet . . . 

to give you plenty of sales action. 





Now you can offer Dominion Fry-Skillets without covers, with polished aluminum 
covers, or with the special new copper covers. What a feature. What an 

opportunity. And it's backed by full-color ads in leading consumer magazines. 
Give your Dominion distributor a call right now! 


$16" 


COVER 
SLIGHT EXTRA 
cost 


| 595 


COVER 
SLIGHT EXTRA 
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9 Appliances In One 
Controlled Heat Prevents Sticking 
Heat Range From ‘Simmer’ to 420 


es Dominion 
*Silvercraft’ Finish With Choice Of Covers 


Handsomely Styled — Popularly Priced 
DOMINION ELECTRIC CORPORATION © MANSFIELD, OHIO 


a : ¢ > _ & ~~ a oN 
Gi ; a i) wt OULU IN CANADA: SAMSON-DOMINION LIMITED, TORONTO 


“49.55 





RCA Merger Given Okay 


Justice Department gives it’s blessing to the 
RCA-Whirlpool-Seeger combination; sees no competi- 
tive impact on 11 other major companies 


A new home appliance firm is defi 
nitely in the offing, now that the 
Justice Department has given the anti- 
trust green light to a proposed merger 
of three major appliance firms. 

Latest government action on the 
merger front came in approval by 
Antitrust Chief Stanley N. Barnes 
of a combination of Whirlpool Corp., 
Seeger Refrigerator Co., and the stove 
and air conditioner division of Radio 
Corp. of America. The proposed 
merger will form a new company, 
known as Whirlpool-Seeger, with total 
assets of $130-million and a net worth 
of $85-million. Stockholders must still 
approve the deal. 

Sears, Roebuck & Co. and the Sears 
pension fund are big holders of both 
Seeger and Whirlpool stock. Sears 
markets home laundry equipment 
made by Whirlpool and refrigerators 
made by Seeger under its own Ken 
more and Coldspot brand names. 

Officials of the companies ap- 
proached the Justice Dept.’s antitrust- 
ers with their proposal, seeking an ad- 
visory opinion on the legality of the 
merger. This is a procedure open to 
businessmen who want to get some 
kind of government assurance that 
a particular merger will not be at- 
tacked as a violation of the Federal 
Antimerger Law. This law forbids 
mergers or acquisitions where the 
combination may “substantially lessen 
competition or tend to create a mo- 
nopoly.” 

Speaking for the Justice Dept., 
Barnes announced that on the basis 
of the information presented by the 
companies to him, no court suit would 
be filed if the merger was carried out 
Barnes said he found “no cause for 
concern” in the merger. 

Barnes noted that because RCA’s 
stove line was in “poor health”, 
there did not appear to be much 
question of competition being elim 
inated between competing stove lines 
of Sears and RCA. In addition, he said 
the merger would have prac tically no 
competitive impact on the 11 other 
major stove makers but would give 
the two smaller companies a_ better 
outlet through the large RCA distribu- 
tion system 


New Plants Open 


I'wo appliance firms opened new 
plants last month and two other 
companies announced the purchase 
of new buildings 


Norge announced operation of its 
$2,500,000 expansion in two plants. 
The additional 200,000 square feet 
of new floor space will allow the com- 
pany to double production capacity on 
automatic clothes auto- 
matic washers 


dryers and 


Schick formally dedicated its new 
multi-million dollar plant in Lancas- 
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ter, Pa. recently. The new, single- 
story building contains 140,000 square 
feet of space. 


Lewyt recently bought a six-story 
manufacturing plant in Long Island 
City, N. Y., from the Ford Instrument 
Co., a division of Sperry-Rand Corp. 
The 315,000 square foot building 
will house the production of vacuum 
cleaners, built-in room air conditioners 
and electronic equipment. Purchase 
price was $2 million, 


Lau Blower Co., of Dayton, O., has 
purchased a plant in Azusa, Calif. 
lhe modern one story building will 
be converted to the manufacture of 
blowers and household electric fans. 
First production in the 11,000 square 
foot plant was expected by the middle 
of August. 





Manufacturer Briefs 





¢ Modern Age Electrical Industries 
Co., a new manufacturer of electric 
housewares and appliances, has been 
organized in Detroit. Henry Morton, 
formerly with Detroit Edison, is 
president and William Mathers is 
sales vice president. The first product, 
to be introduced this fall, will be a 
table fry-pan. 


¢ Westinghouse’s Springfield, Mass. 
plant is again producing air condi- 
tioners after a 13-year “vacation.” 
Che firm discontinued manufacturing 
air conditioners in 1942 and only re- 
entered the market last year. Modern- 
ization of the plant was completed 
last month and the facilities will have 
an ultimate capacity of 300,000 units 
a ycar, 


¢ The New Haven Clock & Watch 
Co. is returning to the production of 
consumer goods after being out of 
the field for almost 15 years. The first 
new line of electric clocks will be 
available this fall, according to Sey- 
mour Ziff, president. 


e@ Yates-American Machine Co., of 
Beloit, Wis., has announced it will 
enter the home power tool field. 
The firm’s first product in the field 
is a combination saw-jointer-sander. 


¢ Globe American Corp. will manu 
facture a new line of built-in electric 
ranges and market them under its 
own name. Distributor franchises 
are now being signed and heavy con 
sumer advertising will start sometime 
early next year. The line includes 
nine built-in ovens, four electric drop- 
in surface units and four electric 
stack-on models. 
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/ OUTSELL COMPETITION 


Factory - to- you prices 


Increased 
Complete fac- 
Sales~-helps, mats 


profit. More sales 
tory service, 
available. 

@ COMPLETE LINE OF MOD. 
ERN HIGH QUALITY WRINGER 
WASHERS — A MODEL FOR 
EVERY BUDGET POPULAR 
PRICES 

@e TWO FULLY AUTOMATIC 
WASHERS WITH MATCHING 
DRYERS 
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CALL KELLOGG 60 
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WASHER COMPANY, KELLOGG, iOWA 
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ComING IN SEPTEMBER- 
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General Electric Co., Radio & TV Deph,. .. 
Electronics Park, Syracuse, N. ¥../ o 







APPLIANCES 


Small Appliance Division 
General Electric Company, Bridgeport 2, Conn. 
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FOR THE FIRST TIME, BIG-NAME HOLLYWOOD 




















Voy oe EXCLUSIVE G-E CLOCK-TV. G_E. G-E 24-INCH TV...the brightest, G-E CONVERTIBLE RADIO...a de- 
a ee aa” PY — ~ now introduces TV that turas on clearest picture ever because it luxe clock-radio when operating 
mm al ok Rh tyes and off autematically—wakes you has Daylight Power”—and in a on house current — separates to 
eadiicnnadecs see Br in A.M.—reminds you of favorite cabinet that’s as small as most become an electric clock and 4 * 
: programs. current 21-inch sets. battery-operated portable radio. 
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ABC-TV’s 





Here’s the nation-wide show that will run for 
52 weeks over 122 ABC stations. Each show is 
based on one of the literary properties of the all- 
time great movies listed below but every story 
is different—with famous Hollywood names. 
ABC-TV EVERY TUESDAY EVENING FROM 
7:30 to 8:30 PM, EASTERN TIME. CHECK YOUR 
LOCAL LISTINGS. 


CASABLANCA. A series of drama and intrigue. 


CHEYENNE. A series of adult, stirring tales of 
the old West. 


KINGS ROW. A series based on this best-selling 


New hour-long shows produced by 20th Century Fox 
Studios. Each show will be a full hour of exciting 
entertainment for every member of every view- 
ing family. Long-time favorite star Joseph Cot- 
ten is the host—and skilled writers and directors 
combined with top actors and actresses will 
make this the leading dramatic hour of the Fall 
TV season. 114 CBS STATIONS ALTERNATE 
WEDNESDAY EVENINGS FROM 10:00 to 11:00 
PM, EASTERN TIME, 
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SELLS FOR YOU ON NETWORK TELEVISION 
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irons in one. Changes instantly 
from dry to steam. Iron without 
sprinkling—press like a tailor! 
Weighs only 3% pounds. 


G-E STEAM and DRY IRON. Two | G-E AUTOMATIC SKILLET. Heat 


thermostat makes frying, cook- 
ing easier and more flavorful. 
Saves watching. You set the tem- 





perature like a modern oven! 





G-E 20” WINDOW FAN. Fully auto- 
matic. Turns itself ON and OFF 
when temperature rises or drops. 
Cools up to five rooms! Portable! 
Reversible! Circulates 4,000 ¢.f.m, 


G-E VACUUM CLEANER. Completely 
new! Only vacuum cleaner you 
never have to lift! Rolls up, down 
stairs on giant 12” wheels. Extra- 
large “Throw-Away” bag. 





G-E PORTABLE MIXER. Really port- 


able—weighs less than 3 pounds 
—powerful enough to do all mix- 
ing jobs! 3 mixing speeds—choice 
of 3 colors besides white. 
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Progress /s Our Most Important Product 


GENERAL @ ELECTRIC 
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BIG YEAR, BIG BUTTON. W. Homer Reeve, president of both AHLMA and Easy, 





got a super-size identification button from m.c. Jack Kovas of Dole Valve, and pre- 
dicted a super-size sales year for home laundry manufacturers. 


is HAT peculiarly American phi 
nomenon, the business conven 
tion with an emphasis on recreation, 
showed up in July as an accurate index 
of industrial prosperity 

For its three-day summer meeting 
at the plush Homestead in Hot 
Springs, Va. the American Home 
Laundry Mfrs. Assn. drew over 300 
registrations, a near record and evi 
dence enough—even without President 
W. Homer Reeve’s statement that 
sales for the first five months were 34 
percent ahead of '54—that the home 
laundry industry is riding the crest of 
i big year 

With more wives, children and sup 
pliers present than manufacturers, any 
strictly business sessions were con 
ducted by a few operating committees, 
while morning mass meetings, tailored 
with an eye to a composite 
were limited to the 
counsel's 


iudience 
president’s and 
reports, an inspirational mes 
sage and a discussion of the effects of 
the guaranteed annual wag 
(Speakers included Dh Kenneth 
Mel arland, educational consultant to 
General Motors; Frank Rising, general 
manager, Automotive Parts Mfrs 
\ssn.; Owen Fairweather, partner Sey 
farth, Shaw & Fairweather; Carroll 
Daugherty, chairman of the business 
economics department, Northwestern 
University.) 

More important to most of the 
membership were the opportunities 
for golf, tennis, banquets and just 
plain relaxation. Most, in fact, wer 
frankly there for fun—and even the 
news of the Whirlpool-Seeger merger 
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(See EM, August, p. 191) stirred only 
momentary comment. 

Ihe relaxed and ebullient optimism 
of the laundry makers, perhaps more 
evident than in any recent year, got 
some vf its foundation, at least, from 
President Reeve’s report that median 
industry predictions of total sales vol 
ume for 1955 had been revised upward 
from a_ first quarter guc sstimate of 
+.709,000 units to 5,300,000—which 
would beat out even the 1950 record 
of 5,026,221. According to Reeve, in 
dustry sales of automatic washers were, 
at the end of five months, already 43 
percent ahead of 1954, electric dryers 
were up 79 percent, gas dryers ahead 
63 percent. (lroners, however, were 
off six percent, and wringer and spin 
ner washers down one percent.) By 
year's end, his forecasters said, the in- 
dustry should sell 2,900,000 automatic 
washers, 912,500 electric dryers, 330, 
O00 gas drvers, 80,000 ironers, | 100, 
000 wringer and spinner type washing 
machine 

With little in industry sales to criti 
cize, President Reeve had to look els« 
where for industry weak spots. He 
found one in “advertising and promo 
tion based on misleading claims” and 
urged his fellow AHLMA convention 
eers to “find terms and language that 
both our customers and ourselves can 
understand.” 

One thing no one misunderstood 
I'hat was Reeve's statement—an atmos 
pheric keynote for the convention 
that the home laundry industry could 
“reasonably expect the greatest year in 
our history.” 


HARD WORK of convention was done 





in committee meetings. Getting 


ready for one brought together E. J. Sorenson of Hotpoint, Robert Balcom 


new associate director of AHLMA, and 
sales for Frigidaire 


R. H. Smith, manager of laundry 


HLMA Meeting 


CLAY PIGEONS ottracted sharpshooters 
honorary member of AHLMA; Don A 


Co.; and C. H. Marihart, a sales engineer for General Electric C 





P. Eduard Geldhof, retired and an 
Springer of Cook Paint & Varnish 
Ge \dh« f 


was formerly chief engineer with Whirlpool 


RELAXED CONVERSATION was the goa 
of industrial relations: M. K. Tuttle, pre 
M. E. Bailey, sales manager of the Tuttle firm. The last two were made 
associate members of AHLMA at this convention 
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| of C. P. Bersing, Norge’s director 
sident of H. W. Tuttle & Co.; and 
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A NEW FACE aot AHLMA conventions was that of PICNIC POW-WOW finds Ed Doll, left, president of REGULARS and regular golfers at AHLMA conven 


H. B. Miller (right), new general manager of G-E’s Lovell Mfg. Co., lunching with Paul Berner of Tide tions included David Hays, AHLMA consultant; R. A 
home laundry department. With him is J. E. Ryan, home laundry bureau and W. Jacque Schuler, of Lenna and John Wicht, Blackstone; and Frank Coyle 
G-E manager of home laundry engineering Lovell Mfg. Co Electrical Merchandising 


Reflects Boom-Year Optimism 





A SPRAINED BACK didn’t help the golf game of SUCCESSFUL ATHLETE was R. C. Upton, vice-presi INDOOR SPORT included social sessions in the Hunt 
R. M. Gottlieb, sales vice-president of lronrite, so he Jent of Whirlpool, who received from W. B. Nixon of Room of the Homestead. Paul Crosser, new director 
got me remedial advice from W. W. Grant, man Armco Steel the electric fry pan symbolizing his low of purchases for Whirlpool, and Walter Gereau of 
ager of marketing research for Westinghouse gross golf score—a neat 74 Emerson Electric, found it a good place to be 








NEITHER IRONERS nor finance were the subject of MANY CONVENTIONEERS, like L. McAnly, right STRANGERS J. B. Murray, executive vice-president 


discussion when G. M. Sheehan, manager of finance Maytag, got in from the golf course just in time for a of Speed Queen, and G. W. Burns, general sales man 
for G-E, and Joseph Groshans, general sales manager quick one before dinner. With him are R. O. Smith ager for Easy, met for the first time, like mony others 
for the ironer div n of Speed Queen, got together the Glidden Co., and J. F. Farrell, of Westinghouse in the industry, at an AHLMA convention 
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Model 101 indoor Antenna 
for Channels 2-13 
Beautiful golden spiral which per 


forms as well as it looks the 


$9.95 vi rics 


highest signal 


gain possible 


Model 303 UHF indoor 


Antenna For Channels 14-83 
Unsurpassed reception in UHF 
areas with this proven and ac 
cepted 
works better in 


tough areas 


indoor antenna wt 





Wrought tron TY Stands-~A 














Sold through recognized distributors 


Lf TV ANTENNA CORP. 


»40 





SEE WHY... 

iT’Ss GOING TO BE 
TOUGHER THAN EVER 
TO SELL AGAINST 
THE 1956 NORGE 
LAUNDRY LINE! 





Over 36,000,000 
consumers will see the 
new Norge Laundry Line 
in nine September 


engineered to support the heavies! sets 


N Ravenswood @ 


onl 


Chicago 13 


7 
rF Jewel Of 


$5.95 vir ric 


complete line of the finest wrought iron TY stands 


List price from $8.95 to $17.95 


rich 














y! 


illinois 


MECHANICAL PERFECTION 





LOCKLEY MACHINE COMPANY 
WASTEMASTER DIVISION 


Neme 
Address 
City 


NEW CASTLE. PA. 
Please send literature on the 
easy-to-sell Wastemaster 


State 





National magazines 
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Radiation Could Replace . . . 


... modern refrigeration, but scientists still have 
long way to go before an atomic ray can surplant the 


family’s home freezer 


The Army: Quartermaster Corps is 
checking a new way of preserving 
food. Scientists are treating food 
with atomic radiation to see if they 
can keep it from spoiling without 
using refrigeration or canning, the 
normal food preserving processes. 

It may mean some changes in sales 
patterns for refrigerators and frozen 
food chests. 

You can do different things with 
food, depending on how much radia 
tion you shoot into it. If you put a 
lot in, you can kill all the germs. 
Then, if you keep other germs from 
getting into a piece of steak, it could 
stay fresh indefinitely. 

When you use less radiation, you 
can get canned foods that don’t have 
all the flavor cooked out of them; or 
meat that has a much longer refrigera 
tor shelf life. 

The army wants to use radiation on 
food for military men. This way, it 
can ship food anywhere in the world 
without worrying about it going bad 


b 


But the Government can afford to 
pay something extra for radiation 
treatment, whereas it may not be 


profitable for a butcher who sells meat 
that will be eaten within a week. So 
it isn’t sure how much radiation will 
be used on commercial foods, and no 
body can be certain what it will mean 
to appliance sales. But you can look 
ahead this far: 

@ l'ood freezers probably won't be 
used so much for keeping store-bought 
frozen foods. You'll sell more freezers 
to families which put up their own 
garden vegetables, and 
meats 

® Refrigerators will be used more 
and more for packaged foods which 
have a_ longer shelf-life, 
been radiation processed 
But nothing will replace the refrigera 
tor for convenience; people will still 
want to cool down many foods before 
they eat 

In it will be at least five 
years before the Government will let 
food that has been irradiated go onto 
the market. It wants to be sure the 
food is safe. There’s always a chance, 
whether you're canning or freezing 
or just storing food, that something 
will wrong. They want to be 
doubly sure this time, especially since 
it is a new way to treat food. 

Safety tests have been going on for 
about a vear—and they'll take at least 
three more before the scientists can 
be sure about safety. So far, it doesn’t 
look like there will be trouble. And 
it looks, too, as if food will be just 
about as good for people to eat 

But radiation changes food, just 
like freezing or heating. And scien 
tists have found that when vou irradi 
ate foods like milk, you get an off 
flavor. And if 


home-freeze 


because 
they’ ve 


them 
iny case, 


Qo 
go 


you treat lettuce or 
celery, it wilts. There will probably 
be some foods that can never be 
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processed with radiation and still 
have a flavor that’s as good as fresh 
foods. But it will take years of ex 
perimenting before scientists will 
know if this will be a small group 
or a large one. 





Association Briefs 





¢ The Electronic Parts Distributors 
Show is polling all member-exhibitors 
on five basic questions—show dates, 
show length, location, a new registra 
tion plan and an educational program 
Member will vote on whether to cut 
the to three days, move the 
time to July or August and move the 


show 


show to the New York Coliseum in 
1957. 
¢ The International Heating & 


Ventilating Exposition has changed 
its name to the International Heating 
& Air-Conditioning Exposition. The 
1957 exposition will be held in the 
International Amphitheatre in Chi- 
cago from February 25 to March | 


¢ The Peninsula Appliance Deal 
ers Club of Newport News, Va., has 
joined NARDA,. Officers are H. H. 
Bloxom, president, R. B. Howard, 
vice president, A. P. Hyman, secre 
tary, and C. B. Duncan, treasurer 


¢ The Macon Appliance and Ra 
dio-T'V Dealers Association has been 
organized in Macon, Ga. Officers of 


the group include Richard Palmer, 
president, J. R. Wilbanks, vice presi 


dent, and Jack T. 
tary-treasure! 


with NARDA. 


Beckham, secre 
The group will affiliate 


e RETMA has named chairmen for 
its award, organization and _ service 
committees. Chairman of the organi 
zation committee is Paul V. Galvin, 
president of Motorola, Inc. Leslie 
I’. Muter, winner of the 1955 medal 
of honor of RETMA, has been named 
chairman of the annual awards com 
mittee. J. H. Craft, Jr., of Stromberg 
Carlson, succeeds H. J. Schulman of 


CBS-Columbia, as chairman of the 
service committee. 
e The National Association of Fan 


Manufacturers, Inc., has elected C. C. 
Cheyney of Buffalo Forge as 
dent at the annual mecting. R. W 
Nelson of American Air Filter Co., 
Inc., was named vice president. G. W 


McCormick, Jr., 


presi 


is secretary-treasurer. 


¢ RETMA’s symposium on auto- 
mation will hear Maj. Gen. James D 
O'Connell, chief signal officer, U. S 
Army. The symposium will be held 
Sept. 26-27 at the University of Penn 
svivania under the sponsorship f the 


RETMA engincering departm« 


MERCHANDISING 








with the SENSATIONAL 


Glectresteem 


JACK FROST SPECIAL! 





YOU BUY 2 
Glectresteem 


PORTABLE ELECTRIC STEAM RADIATORS 


AND 1 Deluxe Thermostat 


Here’s the hottest deal ever put together on a 

space heater! You buy 2 Electresteem Radiators 

(either model, either finish) plus one Thermostat 

and get one additional Thermostat Free! Get in 

on this big deal today. See your Electresteem Vai » 
Distributor and cash in! Offer expires Oct 15. Ni ¥ 


GET 1 FREE 
Deluxe Thermostat 
































\\\ 


8-SECTION MODEL 


$39%5 retail 


10-section $44.95 


Clilomill. sare steam 
HEAT FROM ANY WALL PLUG 


®@ Electresteem Heatcan'the © Most economical! Costs les: 













beat! Gentle, even heat in than 2¢ per hour to operate 
every corner of room, Runs in most areas, All-steel, Heats 
ne. ° ree 200 hours without refilling. 4 times faster than cast iron 
[his accurate, low-cost Thermostat 


control makes any heater automatic. 
Just plug it in, set it, forget it. 
Tie-in with this fast-selling item 


® Safe as a light bulb! No © Portable! Good looking! 
flames, fumes or exposed Oven baked enamel, Hand 
elements. U.L. approved. some ivory or Walnut finish 
Convenient carrying handle 


Big Ad Campaign 


Sunset * House & Garden * House Beautiful 
Small Homes Guide * Home Modernizing 
Fortune * Progressive Farmer * American Motel 


f ELECTRIC STEAM RADIATOR CORP., DEPT EM-1 : 
ORD 4 NO W e ONE ELECTRIC AVENUE, PARIS, KENTUCKY | 
Gentl : Pl d me full facts on the Electrest | 

GET IN 0 N BIG coat Secut anise aud is ole Reséesicen ay i 7 
FALL AND WINTER NAME | 
| 

| 


on every Electresteem sale. 


Electresteem is a subsidiary of Landers, Frary & Clark 





PROFITS wits Glecteesteem ee 


CITY ZONE __ STATE 
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Porcelain Enamel is in 
A CLASS BY ITSELF! 


While the finishes on the various appliances you sell may look 
and feel alike, they are liable to be radically different. Whenever 
the appliance is porcelain enamel on Armco Enameling Iron, here 
are the extra benefits you offer your customers over “soft” organic 


finishes: 


ACID RESISTANCE 

No other applied finish can equal or even approach the general 
resistance of acid-resisting porcelain enamel to chemical corrosion, 
Citric acid, one of the most corrosive of all food acids, does not 


harm acid-resisting enamels. 


HEAT RESISTANCE 
Forgotten cigarettes or hot skillets won't harm the hard, glossy 
surface of porcelain enamel, That's because there are no organic 


constituents in porcelain enamel, It is composed entirely of glass- 


like minerals—bonded to the base metal at about 1500 degrees F. 


ABRASION RESISTANCE 
The hard, smooth surface of porcelain enamel resists abrasion, 


No ordinary usage will harm its finish. 


HIGHLY SANITARY 


The non-porous, non absorbent surface of porcelain enamel does 
not harbor moisture, odors or germs. It is sanitary and as easy 


to clean as a dinner plate 





Remember these points of superiority of porcelain enamel on 
Armco Enameling Iron, You can use them to help you sell more 
appliances finished in porcelain enamel. 


ARMCO STEEL CORPORATION 


1625 CURTIS STREET, MIDDLETOWN, OHIO 


Vy SPECIAL STEELS 


Sheffield Steel Division * Armco Drainage & Metal Products, inc. * The Armco international Corporation 
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MARKETING 





Buying Will Stay High 


Consumers indicate their appliance buying plans 
match last year; TV seen as the weak spot with indica- 
tions that purchases will drop off from a year ago 


“4 


Plans to buy major household ap- 
pliances are at about the same level 
as a year ago. An exception are plans 
to buy television sets, which appear 
to be lower.” 

That was the conclusion of the 
midyear survey on consumer attitudes 
by the Survey Research Center of 
the University of Michigan. Released 
to the press last month, the survey 
was taken during June. Summing up, 
the director of the study said, “The 
momentum generated during the past 
few months appears to carry over 
into the near future.” 

In the survey, consumers indicated 
that they plan to buy more houses 
than last year, about the same number 
of cars and about the same number 
of appliances. 

Confidence Up. About 30 percent 
of all families reported that they are 
“better off’ than they were a year 
ago. This is the biggest group to say 
so since 1952. Some 37 percent said 
they expected to be better off a year 
from now than they are now. Last 
year, 31 percent foresaw such an im- 
provement, 

The group was also asked, “Do you 
think now is a good time or a bad 
time to buy large household items?” 
There was a sharp increase in the 
number who said “yes.” Last fall 
45 percent answered in the affirmative 





Marketing Briefs 





e Frigidaire is preparing a “revo 
lutionary smokeless, odorless oven” 
for the market. The new system 
does not take up any usable oven 
space. Interior dimensions remain 
the same. No date has been set for 


introduction. 


e Capitol Kitchens has a new line 
of built-in ovens and surface units 
designed to house the ovens and 
ranges of “America’s leading appli- 
ance manufacturers.” ‘The cabinets 
are tailored to the “exact specifications 
of such companies as Hotpoint, Ther- 
mador, Lectro-Host, Norge, Westing- 
house, General Electric, ‘Tappan, 
Caloric and Welbilt.” 


e Nesco will complete its new dis- 
tributor policy in all major markets 
by October 1. The plan is to select 
one electrical distributor and one 
hardware distributor in each market 
to distribute Nesco housewares. 


¢Granco Radio reports that its 
dealer coverage has increased 120 per- 
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Now 55 percent say yes. 

There was a corresponding fall in 
the number who said it is not a good 
time to buy. Only 18 percent think 
that now is a bad time to buy as 
against 28 percent last fall and 40 per- 
cent in 1952. 

TV Is Saturated. The study also 
would indiate that many areas are 
reaching TV saturation on one set 
homes, The 1954 survey indicated 
that 87 percent of the families in the 
area had TV. Little change was indi- 
cated in the 1955 survey. 

Apparently, “in a large and varied 
urban population about a tenth of 
the families, for personal or economic 
reasons, will never have TV,” the 
center concluded. 

Breaking down the saturation, it 
was found that among people of 
from 25 to 59 years old, 90 percent 
own TV. Only 70 percent of the 
under-25 group had television. By 
income group, about 75 percent of the 
families who earned under $2,000 
have TV. Among those making more 
than $6,000, 96 percent have a set. 

Second set saturation is climbing. 
In the Detroit area, one out of every 
12 homes has two sets. This ratio 
climbs with income until, among 
families with $10,000 income or more, 
one out of every four families has 
two sets. 


cent during the past two months. 
Loyd Dopkins, vice president in 
charge of sales, said the increase was 
sparked by a dealer survey contest 
for district managers. 


® Motor Wheel Corp. has launched 
expanded production of its 1956 line 
of Reo and Duo-Trim power mowers. 
President M. F. Cotes said produc- 
tion would be doubled to meet sales 
demands 


@ Ray-O-Vac Co. held its annual 
sales conference in Key Biscayne off 
Miami recently. A pioneer in away- 
from-the-home-office-conferences, the 
Madison, Wis., firm last year met 
on a dude ranch in Colorado. J. A. 
Mcllnay, vice president of sales, was 
chairman of this year’s conference. 


e The California Gift Show drew 
5,806 buyers to the 41st exhibition in 
Los Angeles in July. The next Cali- 
fornia Gift Show is January 22-27 in 
Los Angeles. 


e Emerson has introduced a new 
merchandising policy to stimulate year- 
round sales of air conditioners. Under 
the plan, pre-season and post-season 
buying is encouraged with low prices. 
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TIE IN WITH NATIONAL RADIO AND TV WEEK 


RCA Victor offers free kit 
designed to remind your cus- 
tomers of the part you play 
in bringing them so much 
wonderful entertainment! 


Join in the celebration of National Radio and \ , tI 0 I a 


TV week! Let your customers know that you're 
an important part of the radio-TV industry. 


An industry dedicated to better home Y- Radio & 
entertainment! Me 


Your RCA Victor distributor has everything 3 
you need to take part—and it’s free! King-size * S ae 
window streamer... counter cards... gummed i ; Te PY | S On 
stamps for correspondence . . . mats of the “ be 
official seal shown above . . . suggested news- : > 
paper ads ... all ready to use! Tie in—be sure 
your customers hear about National Radio and 
TV week from you! 


Perfect time to invite 
your customers in to see 


NEW FULL-SIZE 21-INCH RCA VICTOR COLOR TV 








| THE int oe 
MILTON — a 
BERLE OUR 


SHOW — 


In Compatible Color and black-and-white, Tuesday, In Compatible Color and black-and-white, Monday, 
Sept. 27th, 8 P.M., EDST on NBC-TV. First of Sept. 19th, 8 P.M., EDST on NBC-TV. ‘Producers’ 
thirteen big color shows starring Mr. Television him- Showcase’’—the Color TV show which has drawn 
self-—Milton Berle. Favorite of millions—he’s sure to over 65,000,000 viewers of a single production— 
draw a full crowd to your store. presents another great hit. A sure draw! 


Of course, both shows can be seen in black-and-white on black-and-white TV sets—because this is Compatible Color, pioneered and developed by RCA 


RCAVICTOR 


Mary A 


EVERY YEAR MORE PEOPLE BUY RCA VICTOR THAN ANY OTHER TELEVISION 
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Motor Repair Shop Puts 
Confidence In KLIXON Protectors 


FARMINGDALE, N. Y.: Mr. Thomas V. Perillo, Pres. (Left) 
and Mr. Paul P. Perillo (Right) of Standard Utilities, 
speak from experience when they praise Klixon Motor 


Protectors. They say: 


“On our service contracts, the Klixon Motor Protector 
saves us the cost of expensive rewind jobs where the fault 
may be something minor. We wouldn't put a motor in 


without a Klixon Protector.’ 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protectors, illustrated, are 
built into the motor by the motor manufac- 
turer. In such equipment as refrigerators, 
oil burners, washing machines, etc., they 
keep motors working by preventing burn- 
outs. If you would like increased customer- 
preference, reduced service calls and mini- 
mized repairs and replacements, it will pay 
you well to ask for equipment with 
KLIXON Protectors. 





METALS & CONTROLS CORPORATION 
SPENCER THERMOSTAT DIVISION 
2509 FOREST STREET, ATTLEBORO, MASS. 
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“We Can't Find Dealers” 


That's the complaint of bankers who say that 
their efforts to promote kitchen cabinets were some- 
times stymied by their inability to locate dealers 


Steel kitchen cabinet manufactur 
ers “seem to have devoted all thei: 
attention and effort to the toughest, 
least rewarding market . . 
ing. 

As a result, they “may be missing 
a bet” in not cultivating the home 
remodeling market. 

Ihose are the conclusions of Otte 


. new hous 


©. Lorenz, associate editor of ““lhe 
American Banker” in commenting 
on the results of a survey recentls 


conducted by that publication. 

Bankers reported that “buying im 
pulses for steel kitchen cabinets wer 
stymied in several areas by the inabil- 
ity to find local dealers who carried 
inventories or even represented the 
steel kitchen cabinet manufacturers.” 

I'he survey was undertaken to de 
termine the banks’ reactions to pro 
motional programs like U. S. Steel's 
“Operation Wife-Saver’”. Returns in 
dicated that ““Wife-saver” was success 
ful in stimulating sale of appliances 
such as refrigerator and ranges but that 
in some cases inadequate retail struc 
tures prevented capitalizing on steel 
kitchen cabinet prospects. 

Lorenz cited these thre« reports by 
bankers: 

¢ A bank in a trading area of 100, 
000 population said that “what steel 
kitchen equipment they (dealers) were 
selling was ordered—not carried in 
stock—and that it was going into new 
construction and was included in orig 
inal financing.” 

¢ A banker in a larger trading area 
said that such promotional programs 
must be sure to ‘get the story over to 
distributors. We had 
trouble finding a dealer to work with 
us,” 

¢ A Western banker said “that after 
contacting our various dealer custom 
ers we are sorry to report that there 


was Only one interested in the pro} 
.” 
a 


dealers and 


In a by-lined article accompanying 
the survey findings, Lorenz urges 
manufacturers to set up adequate re 
tail structures and says that consid 
erable advice on this question could 
be obtained from experienced install 
ment credit bankers who “know— 
as do few others—how important 
dealer and dealer service organizations 
ire.” 

Survey Results. The “American 
Banker” survey was made among al 
most 400 financial institutions which 
had written into U. S. Steel expressing 
interest in “‘Wife-saver”. Of those 
firms responding to the survey, 57 
percent said they participated in the 
promotion and 89 percent indicated 
they would participate in the upcom 
ing “Operation Snowflake.” 

Right banks which furnished de 
tailed information indicated — that 
““Wife-saver” increased their appliance 
financing. They were asked to com 
pare the second quarter of 1955 with 
the same period for a year ago. The 
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eight banks reported an increase of 
40.2 percent in units financed. Dol 
lar volume for this appliance finan: 
ing rose 36 percent. 

One banker reported being able to 
“definitely tie-in 200 conditional sales 
contracts with this operation. This 
does not mean that we would not have 
received these contracts . had it 
not been for the program, but we do 
feel that it induced th 
buy at that time.” 


customers to 


Record In Laundry 


Kactory sales of the home laundry 
appliances set an all time record in 
the first six months of 1955. ‘The 
half also topped the same period in 
1954 by 33 percent. 

During the six months, 2,666,497 
washers, dryers and iron were 
shipped 

Greatest increase was in automat 
clothes drvers, according to Guenther 
Baumgart, executive director of the 
American Home Laundry Manufa 
turers’ Association. 


SEE 


LIFE 


SEPT.19 


IT’S GOING TO BE 
TOUGHER THAN EVER 
TO SELL AGAINST 
THE 1956 NORGE 
LAUNDRY LINE! 





Over 36,000,000 
consumers will see the 
new Norge Laundry Line 

in nine September 

National magazines 
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PACE-SETTING PHONO VALUE 


MODEL Watch Your Sales Scoot Skyward when you display and demonsrrate 


the amazing V-M 1285! It has everything, including nation-wide V-M 
isd ) 8 5ill “pull-em-in” advertising and promotion program to stimulate yor 


customers to action, Check with your V-M Distributor right ay 


= 2 
yg 








Model 565 ‘Fidelis Model _ ‘Fidelis Model 556 Hi-Fi V-M tape-o matic Model 1275 Four 
Console $199.95" Table Model $149.50" Portable $119.95" Tape Recorder $179.95" speed Portable 19° 
Model ay Four-Speed Model 990 Three Model 155 Four Model 920 Record Chan get del 210 “play? 
Table Model $59 % Speed Portable $59.95" Speed Manual 49.95° Attachment $39 % er shle 1709 


Slightly higher in the + 
=a. MA CORPORATION, BENTON HARBOR, MICHIGAN 


WORLD'S LARGEST MANUFACTURER OF PHONOGRAPHS AND RECORD CHA! RS 
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How to start a collection of engraved 
portraits of famous U.S. Presidents” 


Handsome steel engravings like these are nice to get, 
but even nicer to keep. In the appliance business these 
days, you take in quite a few, but you don’t get to 
keep too many. 

Why? Because the higher costs of doing business— 
the deals, the discounts, the ridiculous trade-in allow- 
ances—take a giant-sized bite out of every dollar you 
take in. After everybody gets his cut, there isn’t much 
left for you. 

But ... there’s one appliance which does give you a 
profit dollar that’s worth 100 cents . . . the Ironrite 
Automatic Ironer. And there are several good reasons: 


1. Low saturation. This means more customers, 
less trade-ins. 


2. Less competition. Lronrite has the lion’s share 
of the market. By far, the majority of all 
ironers sold last year were [ronrites. 


3. No installation costs. Just plug it in. Demon- 
stration costs average much lower than instal- 
lation costs alone of similarly priced appliances. 


4. High dealer discount. No other high-ticket 
item gives a more generous break to its dealers. 


5. Pyramiding sales. Sales figures show that each 
lronrite customer brings in at least two others! 


We'll admit it . . . selling Ironrites is different from 
other bigtime appliances. People won’t exactly take 
them away from you. BUT, every ounce of salesman- 
ship applied to an Lronrite sale brings in an honest 
pound of profits. There’s no secret as to how this is 
done . . . you simply demonstrate what Ironrite will do. 
And the profits come rolling in. 

Take the first step now toward building a fine collec- 
tion of money. Write today to: R. M. Gottlieb, Vice 
President in Charge of Sales, Ironrite Inc., Mt. Clemens, 
Michigan. 


O n rl | C ... The appliance man’s appliance 
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UNEXPECTED BONUS: Jock Caithness, right, owner of Lakeview’s 


Crowds like these turned out to see and... 





» +. to try new TV sets when... 


A Preview Draws 1500 Prospects 


A New Jersey distributor creates public interest in a new television line and tests consumer re- 
action to a product innovation by staging a community-wide “preview” 








in 


Passaic, not only enjoyed heavy store traffic as the result of the Zenith 


preview,”’ 


ELECTRICAL 





but also wrote orders on the spot 


MERCHANDISING—SEPTEMBER, 


1955 


for current merchandise. 


4: HERE were no door-prizes, no give 


aways and no famous names, 

Yet, during the first week of August, 
some 1500 residents of Passaic, N. J., 
visited the stores of seven Zenith deal 
ers to look at a newly introduced line 
of television sets. 

They came in answer to newspaper 
ads which invited them to the first 
“public preview” of Zenith’s new 
“Flash-matic” TV sets. 

The idea for the preview was con 
ceived by J. Warren Russell, sales man 
ager for Zenith-New Jersey, after h« 
noted the enthusiastic response of 
dealers to the new set during deale: 
meetings in July, Since the sets would 
not be placed on sale until after Labor 
Dav, Russell was anxious to maintain 
dealer interest in them and also to 

ipitalize on heavy consumer publicity 
vhich appeared in national magazines 
ind metropolitan newspapers in July 
In addition, Russell hoped to get th 
reaction of the general public to the 
et to serve as a guide in merchandi: 
ing them after Labor Day. A “public 
preview” in Passaic with its concen 
trated market of about 100,000 persons 
looked like the logical answer to his 
problem 

The plan, as worked out by Russell 
ind his advertising manager, John R. 
Mazey, was deceptively simple. Seven 
Zenith dealers in the Passaic area 


agreed to go along with the plan and 
an ambitious advertising, promotion 
and publicity program was launched 
by Zenith. 

Teaser ads under the various dealer 
names began appearing on the Mon- 
day preceding the Thursday opening 
of the preview. On Thursday a 1500 
line ad signed by all the participating 
dealers appeared, About 2500 letters 
were sent out over mailing lists pro 
vided by the participating stores. ‘These 
were individualized to the extent that 
the customer was invited specifically 
to the store which furnished his name 
W indow streamers were set up in each 
store one week before the preview. The 
Zenith factory cooperated by 
lvance 


ending 
hipments of “Tlash-matic 
vindow displays. Publicity was as 
ranged with the local daily and Sun 
day paper as well as with a radio 
station 

rhe preview opened on a Thursday 
night, not a major shopping night in 
Passaic, This gave the deal 
portunity to correct any 


itt Op 
problems 
which might develop before Friday 
evening, which is a major shopping 
night for the area 

Store visitors were invited to fill out 
cards expressing their reaction to 
“Flash-matic” and were given token 
gifts when they turned th« 
to the dealer 


. | ards in 
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Gren} Seven SA.ormate Christmas Specials 


POWER TOOLS 
RICED FOR 
PROMOTION! 


The VALUE in the product brings people in the door! 


The Shopmate line of power tools offers you seven Christmas 
Specials. Here's ample variety to offer those who insist on 
buying promotional merchandise. And at costs that permit 
attractive retail pricing! This source of plus business will pro- 
duce profits somewhere. Why not for you? Return the coupon 
for full-color illustrations of all Shopmate Christmas Specials 
and complete information. Mail the coupon, today! 











(9 7 sam 





Neo. 6100-1 %" Drill Kit. Contains acces- 
sories as illustrated, everything needed 
for drilling, sanding, and polishing. 
Features a duty %’ dritt with 
gear-type chuck and metal carrying 
case. Value priced! 


Ne. 1950-60 Drill Saw Pegboard Kit, Con 
tains 4" drill, saw attachment, and all 
accessories for grinding, sanding, and 
posers A total of 37 pieces. Peg 
yoard fastens to wall, keeps all tools 
handy! 





Neo. 740-6 Shep-Toter Drill and Saw Kit. 


Ne. 620 Sew. Features exclusive Pet-O Features new geared-chuck drill with 
Mati« Slip Cluteh Eliminates “kick all-new AC-DC motor and ZP-1 Drill 
back” oan moter overload. Cute dree Saw Attac hment All-steel welded case 
sed 2 x 4 at 46°. Biggest saw value today contains 36 pieces for drilling, sawing, 


sanding, and polishing 


Ne. 740-5 Shep-Toter Drill Kit. Same con- 
tents as No, 740-6, less ZP-1 Saw 





Ne. ZP.1 Zip-Sew Attachment. Christ- 


mas-gift packed in beautiful Styro Ne. SDA-5 Automatic Screwdriver Attach- 
Foam, Converts apy 4" electric drill ment. Fits any '4" electric drill. Slip 
into a portable saw. Rips, cross-cuts, clutch prevents motor overload. Three 
and trima, Special value! slotted screw bits, Phillips screw bit, 


and Allen wrench. Smart white Styro 
Foam Christmas package 


Mat CODA ve ceca ae 


in Canada: Portable Electric Tools, lid 
425 Birchmount Rd., Torente 13, Ont 


+ 
Please send me full-color illustrations of | 
the Shopmate Christmas Promotional gift | 
items and a complete Shopmate catalog | 


Name 
Address 


City & Zone State 





Sales Shoot Up 


Percentages were flying from the 
manufacturers last month. The ap 
pliance industry was busy figuring out 
recent increases in sales 

Among the companies reporting in 


creased sales activities were: 


General Electric. A new six months 
sales record has been set for the small 
appliance division in the first half. 
Vice president W. H. Sahloff said 
ales increased 27 percent over last 
vear's total for the same period. 


Admiral, Distributor to dealer 
sales of freezers in the first half were 
+5 percent higher than in the same 
period last year. Radio sales, mean- 
while, achieved a record high, run- 
ning 40 percent ahead of last year. 
Other increases for Admiral included: 
refrigerators, up 28 percent; television, 
up 21 percent; electric ranges, up 32 
percent. 


Kelvinator’s second quarter was 69 
percent better than the same quarter 
a year ago. Vor the nine months of 
the current fiscal year, factory ship- 
ments are 33 percent of the first nine 
months of last year. ‘The nine months 
figures also exceed total 1954 ship 
ments. Vice president Walter Jeffrey 
said refrigerator sales in the latest 
quarter were 76 percent ahead, ranges 
were 84 percent up, laundry equip 
ment 65 percent ahead, and freezers 
increased by 59 percent 


Eureka Williams. Sales for the 
first half surged 27 percent ahead of 
the same period last year. ‘The biggest 
gain was in the vacuum cleaner divi- 
sion where sales were 40 percent over 
the first half of 1954. ‘Total sales are 
expected to top $22,000,000 for the 
yeat 


Westinghouse. Major electric ap 
pliances set a record during the first 
half. Sales to distributors were ap 
proximately 25 percent ahead of the 
same period last year. ‘The outstand 
ing products were automatic washers, 
dryers, freezers, ranges and dish 
washers 


Servel. The company is enjoying 
rising refrigerator sales, officials an 
nounced, Factory billings for the 
first three weeks of July, for instance, 
were 84 percent greater than in the 
same period last year. 


Norge. Automatic clothes dryer 
sales are up 204 percent over last 
vear. And automatic washers nearly 
matched the dryer pace, officials said. 
Over-all sales in the first half set a 
Norge record, 


Olympic Radio & Television. Unit 
shipments for July were 38 percent 
ahead of July, 1954, according to 
Herbert Kabat, vice president in 
charge of sales. 


Roland Radio. Sales of portables 
have been running 27 percent ahead, 
xccording to general sales manager 
Paul Featherstone. The company 
recently unveiled its new line at the 
Music Show in Chicago. 
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AMERICAN TELEVISION & 
RADIO CO. ST. PAUL, MINN. 


introduces the } 





ALLED 
MANCE 








MATCHED IN 
' QUALITY 


exclusive 
profitable 
dealer 
franchises 
ailable 


WRITE TODAY FOR COLORFUL 
BROCHURE SHOWING THE 
NEW LINE OF ATR TV SETS 





ALSO MANUFACTURERS OF DC-AC INVERTERS, 
“A” BATTERY ELIMINATORS, AUTO RADIO VIBRATORS 








_ EXPAND YOUR 

TAPE RECORDER 

SALES with ATR 
INVERTERS 


. . » in your Car, Boat or Plane 
Write factory for lete literature 





Pp 


F AR, American Teievi nw « Ravio Co 






























But so does a dissatisfied customer! Then what? Best thing is to be certain in 


advance that all your customers will be satisfied customers. A sure way to do 











that is to standardize on Packard Electric motors for your appliances. 


Packard fractional horsepower electric motors have been satisfying users for 
over 38 years . . . and satisfying manufacturers, too, They're good motors 

. they perform their jobs long and well. They deliver the kind of depend. 
able, ““we-never-think-about-the-motor” performance that builds increasingly 


greater customer acceptance for the products they power. 


Packard Electric Division, 
General Motors, 
Warren, Ohio 
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° GRANCO 


1956 
VALUES! 


THE Sy Mh ont 
st Al y 


RADIO PHONOGRAPH 
with FM and AM 


* 
4 metica Greatest Value at 11 995" 


Model RP-750 The only fine high-fidelity FM-AM radio phonograph 
combination available in this price range. Compare its performance 
with other instruments costing twice as much! In addition to a superb 
three-speed automatic phonograph, the “Symphony” contains a com- 
plete stotic-free FM and AM radio. Extended range speaker, individual 
bass ond treble controls, exclusive Granco coaxial tuning and many 
other advanced electronic features that insure magnificent tonal quality. 
A terrific value never before equalled. Available in limed oak at 
$129.95". Attractive brass legs optional at small additional cost. 


AND THESE NEW SENSAT/QNAL MODELS! 


4 
THE GRANCO Concord Hall SERIES... 


3 INCOMPARABLE VALUES! 
MUSIC LOVERS’ TREASURES . . . Plus this Value Sen petten I 


STATIC-FREE FM... 
IDEAL FOR BACKGROUND MUSIC _—~ ™e 

> ymphony Model RP1000 
HIGH ‘HOELITY 









FM RADIO RADIO PHONOGRAPH 
Medel 620 with FM and AM 
The only Without a 


‘ doubt America's 
receiver o greatest valve! 


its kind $19995° 
$3975" in mahogany 








FM-AM RADIO 
Model 730 
Surpasses 

everything in 

its field, 
$4995" 


FM-AM RADIO 
Model 740 
The ultimate in 
FM-AM 
reception 


$5995" 











*Prices slightly higher in the West & South 





ALL PRICED TO SELL FAST AT TOP PROFITS! 


For further information, Phone, Wire or Write 


GRANCO Products Inc. 


36-07 20th Avenue, Long Island City 5, N. Y. 
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Buying Back Conditioners .. . 


. . . Clicks for Chicago distributor; consigned 
room coolers are ready for early season sales and only 
five percent are returned on July 15 


The business of persuading retailers 
to stock air conditioners a number 
of months ahead of warm weather, 
is one of the toughest angles of the 
business. 

And yet, if room coolers are not 
on display, wrapped up and ready 
to go when hot weather strikes, the 
dealer is going to miss out on a lot 
of business, perhaps miss the season 
entirely. Dealers Rive this but say 





DISTRIBUTOR COOPER: From cold cal- 
culation in January, hot sales in July 


that cold years are so common that it 
does not pay them to tie up a lot 
of money and time, when nothing may 
come of it. 

For years fans have been consigned 
to dealers in order to have them on 
the tables ready when the sun becomes 
blistering. Sooner or later, said a lot 
of appliance men, room coolers, which 
are actually big fans, would go the 
same route, 

R. Cooper, Jr General Electric’s 
big distributor in Chicago, takes a 
bow for actually formulating — this 
philosophy into action. It is now 
completing its second year with a 
iptud proposition on room cool- 
ers, which was simple and success 
ful. They were sold with a July 15 
dating and delivered in January and 
ebruary. The retailer has the privilege 
of returning any he didn’t sell by July 
15. 

When you realize that city sales- 
manager W. R. Hadac was putting 
out 5,000 air conditioning units 
which might all be returned in mid- 
season, the size of the jump becomes 
formidable. With average distribu- 
tor cost of $150, that’s $750,000 
which was being risked. 

Yet less than 5 per cent were re- 
turned, sales manager Hadac declared 
The formula was repeated in 1955, 
and when all figures are totted up it 
is expected that 7,500 will have been 
moved for the year. 

Che General Electric Co., which R. 
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Cooper, Jr., represents, took no part in 
the risk, R. D. Cooper, its president, 
told Execrrica MeRrcHANDISING. 
Nor were any weather predictions 
available to base the pe ovat on, 
he said. It was all a cold, calculated 
risk. 

R. Cooper Jr. has taken chances in 
the past, Cooper said, which paid 
off. In one of its earlier experiments, 
the firm lost $15,000 a week for one 
and a half years before the turn came. 
R. Cooper Jr. originally owned 19 
retail stores about Chicago, and per- 
formed many services for the dealer 
such as unpacking and storing his 
newly bought merchandise, if desired. 
The firm worked out the formula 
which gets dishwashers satisfactorily 
installed by plumbers at a reasonable 
price. 


Easy Merges 


The Easy Washing Machine Corp. 
will merge with Union Chemical & 
Materials Corp., Easy president W. 
Homer Reeve announced last month, 

The board of directors of Easy ap- 
proved the merger together with a 
contract with the Murray Corp. of 
America, Detroit, Mich. The con- 
tract provides that Murray acquire the 
Easy appliance business and good 
will, take over the sales organization 
of Easy, and enter into an operating 
arrangement for the manufacture. of 
Easy products in the Easy plant. 

Under the plan, Murray will pay 
Easy for its inventory and accounts 
receivable and would receive an op- 
tion to purchase Easy’s fixed assets 
relating to the washing machine busi- 
ness. The Murray deal is contingent 
on the merger with Union Chemical 

Reeve would continue as the presi- 
dent of the Syracuse division of Union 
Chemical. 


New Bendix Bows 


Bendix took the wraps off its new 
combination washer-dryer, a washer 
with a new washing principle, and a 
dryer that dries “twice as fast as ordi- 
nary dryers” at a Chicago distributor 
meeting last month. 

The combination unit is gas and 
electric. Five automatic washers, two 
gas and two electric dryers com- 
plete the ‘line. 

The new “Power Surge” washer 
uses powerful water currents instead 
of an agitator. The currents are gen- 
erated by an “energy disc.” ‘The 
“Super Fast” dryer dries an average 
load in 20 to 27 minutes, slightly 
faster than the cycle of the average 
automatic washer. 

Both the new units are available 
with Formica work surface tops in 
seven standard decorator colors. 
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you'll sell ’em! 














Gambling? — not us. We know the facts. 
Surveys show that products with familiar brand 
names are preferred eight times out of nine. So 
just make sure which brands your customers 
want, and stock them. Makes sense, doesn’t it? 

Products with trusted brand names bring you 
many benefits: lower sales costs because they 
are so thoroughly pre-sold through their makers’ 
powerful advertising and promotional material; 
fewer markdowns because of fast turnover; 
fewer adjustments because responsible manu- 
facturers back up their products; best of all, 
lasting good will. 

Yes, odds are 8 to 1 in your favor. . . and lots 
more’s in your favor besides, when you stock 
the brands that sell the most. 

* o o 
How do you push the brands that boost your business? Your 


method could win you national attention and local prestige in the 
Brand Name Retailer-of-the- Year competition. Write for details. 


BRAND NAMES FOUNDATION 


INCORPORATED 


A Non-Profit Educational Foundation 
37 Weat 57 Street, New York 19, N.Y. 


FOR THE BUSINESS YOU WANT, PROMOTE THE BRANDS THEY WANT 













THE GREAT NEW NAME IN 
ALUMINIZED PICTURE TUBES! 


: 
bie oi) 





our new 
Yeplacement 


profit-maker } ae. 







virtually a \ 


RCA “SILVERAMA” MEANS BRIGHTER, CLEARER, SHARPER TV PIC | 
It’s the great, new replacement line of RCA aluminized picture tubes and RCA is telling gam 
the world, your city and neighborhood about it. Radio & TV announcements, % 
national magazines, direct mail, posters, streamers, counter cards and other powerful 
sales aids will bring the remarkable story of RCA “SILVERAMA” right into 


your 
customers’ homes — bring customers into your store! Order RCA “Silverama” Aluminized 
Picture Tubes now. Your customers will ask for them. Get on board this new profit-maker! 


SEE YOUR RCA TUBE DISTRIBUTOR TODAY FOR FULL DETAILS ON THE 
EXCITING RCA SILVERAMA WINDOW DISPLAY CONTEST FOR SERVICE DEALERS! 








RADIO CORPORATION of AMERICA 


TUBE DIVISION HARRISON, Hd. 














Household 


N FUAVATICE 
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HOUSEHOLD IS EDITED 
EXCLUSIVELY FOR FAMILIES 


WHO OWN THEIR HOMES 


WHO PREPARE THEIR OWN MEALS 
WHO WORK IN THEIR OWN VARDS 


if your 


nomes your 


‘sigelel lon ame) llelalek mala 


2'A million 


advertising belongs in. 


BITING IMAL RULVATI Ce 







customers 
remember 
provected 


delivery 





with 
SLINGABOUTS 


Long after you whisk a Sling- 
about from an appliance, your 
customer remembers the clean, 
safe way you delivered it. She 
recalls the absence of unpacking 
litter, the undamaged finish, the 
quick easy movement through 
narrow doorway or hall. Use these 
thickly padded flannel lined 
jackets of rugged water-repellent 
canvas with the convenient hand- 
sling for years of steady service. 


Ask about Wrapabouts for Radio, 
TV, Hi-Fi and Air Conditioners, 










WEBB MANUFACTURING CO 
2918 N. 4th St., Philadelphia 33, Pa 


: Send Slingabout prices for: 
| APPLIANCE. eee 


city eee 
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Topeka, Kansas 


SEE 
TRUE STORY 


SEPTEMBER 


SEE WHY... 
IT’S GOING 
TOUGHER THAN EVER 
TO SELL AGAINST 
THE 1956 NORGE 
LAUNDRY LINE! 


TO BE 





Over 36,000,000 
consumers will see the 
new Norge Laundry Line 
in nine September 
National magazines 





After The Shower, Snowflakes 








LAUNCHING U. S. STEEL’S recent promotion, ‘Operation Shower’’ 


and Johnny 


success, U. § 


Snowflake.’’ 


“Snowflake” In Air 


he second “Operation Snowflake,” 
Christmas promotion of U. S. Steel, 
has been launched 

Like last year's campaign, the 
theme will be “Make It A White 
Christmas—Give Her A Major Appli 
ance.” U. S. Steel has “substantially 





lor a banking analysis of U. S. 
Steel’s recent “Operation Wife 
Saver’ promotion, see “We Could 
n't Find Dealers,’ 258 of 


on page 
this issuc 


Steel officials turned their attention to the upcoming 





increased” its advertising and promo 
tion budget for the drive. 

Consumer advertising is scheduled 
in 238 newspapers, four-color spreads 
in two national magazines and five 
commercial on CBS-TV. Trade ad 


New Norge Drive: In Midget Cars 


ore Mary Kay 


They kicked off the drive on a network television show, broadcast 
from Abraham & Straus department store in Hempstead, L. | 
designed to ‘shower the bride with gifts of steel.” 


The project was 
Operation Shower’’ a 
Operation 


Terming 


include 24 
in ten publications 
weekly in the 


vertising will insertions 
Every daily and 


country will receive 


a 12-page supplement designed to 
facilitate the sale of Christmas ap- 
pliance advertising. 


Other promotional activities include 
direct mail to 2,400 distributors, 550 
electric companies, 1,000 gas com- 
panies, and 2,400 banks. Complete 
kits of advertising and promotion ma- 
terial will be sent directly to distrib- 
utors, retailers, utilities and banks. 

The six-week promotion will start 
in mid-November and carry through 
the Christmas selling season. 

U. S. Steel said that as a result of 
last year’s campaign, sales increased 
20 to 40 percent in areas where local 
tic-ins were made. With added pro- 
motion, this year will top that record, 
they indicated. 


























NORGE VICE PRESIDENT R. C. Connell demonstrates the company’s new pro- 
motion—miniature Thunderbird autos. More than 500 of the cars will be given 
away by Norge dealers throughout the country as part of a consumer contest. 
The Thunderbird Junior travels at five miles per hour on its own battery power 
and comes equipped with a battery charger. 
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Under G.E.’s Policy of Strictly Enforced Fair Trade... 


g¢ more G-E Small 
Appliances than ever before! 


You’re sellin 





... With full margin too! Under the General 
Electric Small Appliance policy of strictly enforced 
Fair Trade, you are selling more G-E Small Appli- 
ances than ever before—and at a full margin of 
profit! 


Fine appliances, at exceptionally low Fair Trade 
prices have proved mighty popular with your 
customers. 


We're going tocontinue our full-scale campaign 
against all price cutters—because this policy has 
been successful for you and for us. 


Here’s what we have done to protect 
your margin of profit... 


16,433 Fair Trade Agreements have been signed 
with retailers—/arge and small. 


34 540 shoppings have been conducted in 44 
. states— wherever we had reason to believe 


that a retailer—/arge or small—was not 
observing Fair Trade prices. 


6,614 retailers—/arge and small—have received 
one or more registered letters concerning 
alleged violations. 


1,222 legal actions have been taken in 25 states. 


Here’s what we're going to do... We wii! 
continue to shop retailers in every state that has 
Fair Trade Laws. We will investigate every com- 
plaint of illegal price cutting by retailers on General 
Electric Small Appliances. We will seek voluntary 
agreements to end Fair Trade violations wherever 
they occur. 


And we state that we will take legal action in 
every case where it is necessary to enforce com- 
pliance with the laws. 


Fair Trade Means Fair Profit... 


Here’s what you can do to protect yourself... 





Every retailer who believes that the Fair Trade 
Laws can assist him in building a sound busi- 
ness can be a real help in the campaign by 
following three simple rules: 


1. Sign the voluntary Fair Trade agreement 
which he receives from us. 


2. Observe our Fair Trade prices. 


3. Whenever he has positive evidence that a 
retailer is selling any G-E Small Appliance 
at less than the Fair Trade price, he should 
report it immediately to: 


Fair Trade Section 

Small Appliance Division 

General Electric Company 
Bridgeport 2, Connecticut 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 


Small Appliance Division 





Manufacturers of— TOaSters - Grills - Irons - Mixers - Coffee Makers - Clocks - Fans 
Vacuum Cleaners - Automatic Blankets - Heating Pads - Automatic Skillets 
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SAVE! 


Censolidate your 
Cummins Power Tools 
order with OSTER House- 
weres; OSTERIZER, 
OSTER Portable Mixers, 
Knife Sharpener, Mas- 
sage Instruments, Home 
Hair Cutting Sets. 








Cummins MAXAW 717 with 
exclusive maegic+pivet. Nea 
tionally advertised, Self-seller 
Builds everything from book 
cases to complete houses! 
Only 49.96. Other MAXAWS 
$69.96 and $60.96. 


among your 
you're in on the greatest power tools advertising 
campaign ever run in your local newspaper! You 
get a big FREE merchandisin 

package including the colorfu 
metal pegboard Display 
Stand, shown here. What’s 
more your Cummins sales 
are backed by a dynamic 
Fall and Christmas ad cam- 
paign in leading national 
magazines. All this hard- 
hitting sales support be- 
hind the finest values in 
home power tools—is yours 
absolutely FREE —with 
just a low-cost Cummins 
order. Mail Coupon for full 
details — or 
Cummins Jobber—NOW! 


powerful campaign starts soon 


RIGHT IN YOUR LOCAL NEWSPAPER! 








Here’s the traffic-puller that will get ’em flockin 
to your store to buy a Cummins home power too 
—on which 


ou turn a neat profit—and browse 
ig-ticket merchandise. Act now—and 


hone your 


——— 





Cummins Model 3052 Port- 
able Electric Workshop. Na 
tionally advertised. Big seller 
36 pieces to drill, sand, saw, 
grind, buff, polish. Cabinet- 
style case. $39.96. Other popu- 
lar models $24.96 to $49.96. 


Cummins Medel 304 


from $19.96 to $34.95. 


7 Meany Other Fine Cummins Tools Te Choose From 





TWO BY FOUR Drill Saw At- 
tachment. Has power saw 
features. Cute through 2 
dressed lumber. Works and 
sells with any Cummins % 
geared chuck drill. Only $14.96 


Cummins Portable Tools 


MADE BY 


MANUFACTURING CO. 
5055 N. Lydell, Milwaukee 17, Wis. 


In Conada, 334 Louder Ave., Terento 10 
© 1955, John Oster Manufacturing Co 
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STORE MERCHANDISING 
PACKAGE INCLUDES: 


Colorful counter displays 
Metal pegboard display stand 
Window posters and wire 
hangers 

National and local ad reprints 


Comic booklets and home pro- 
ject plans for handouts and 
mailing 


% Advertising mats 


++ +4 


MAIL COUPON NOW! fF 


John Oster Manufacturing Co., Dept. CPT 
5055 N. Lydell Ave., Milwavkee 17, Wis. 
Gentlemen: Please rush complete details on the 
big 1955 Cummins Power Tools Program, ond 
name of nearest jobber. 

















1/4" 
drili with geared chuck and 
key. Compact design, famous 
Perm.-Align shock-proof gears. 
Only $24.95. Other big-value 
Cummins 4" pistol grip drills 





Fall Ad Plans Set 


Appliance manufacturers announce autumn ad- 
vertising schedules; many appropriate record budgets 
to capitalize on current consumer spending 


Appliance manufacturers — anxious 
to get their share of the present spend 
ing spree~are setting record adver 
tising budgets for the fall season. 

The producers hope the ad push, 
plus continued good times, will add 
up to a record-smashing 1955. If the 
second half is as good as the first, 
many companies will have the best 
vear in their history. 

Among the companies announcing 
fall advertising plans were the follow- 


og 
Ing: 


@ Crosley-Bendix. ‘The two divisions 
of the Avco Mfg. Co. report the great 
est advertising campaign in their his 
tory. In “12 terrific weeks” the com 
pany will sponsor two national network 
TV programs and run 64 pages and 
spreads in magazines and Sunday sup 
plements. W. A. Mac Donough, di- 
rector of sales promotion and advertis 
ing, said, “We will spend $2.5 million 
on commercial magazines and network 
television. In addition to these expen 
ditures, the factory share of coopera 
tive advertising will run at least $1] 
million more.” 


@Philco. The hour and one-half 
telecast of the coronation of “Miss 
America of 1956” will be sponsored 
over the ABC network on Sept. 10 by 
Philco. ‘The company meanwhile an- 
nounced it will give up sponsorship of 
the Philco Television Playhouse on 
Oct. 2. Raymond B. George, vice 
president of merchandising, said “an 
entirely new type of TV presentation 
of spectacular proportions” is being 
planned 


¢ Motorola has launched a multi- 
million dollar advertising-promotion 
campaign for the balance of the year. 
Kickoff will be a four-page ad in the 
September 12 issue of Life. Added 
color spreads will appear in Life, Sat- 
urday Evening Post, Peas Journal and 
Progressive Farmer. The drive will be 
spearheaded by an “unprecedented 
saturation of TV spots in key mar 
kets,” officials said. Underlying theme 
of the campaign is “Value Above All.” 
Ad director David H. Kutner ex 
plained that recent surveys show that 
customers are becoming more con 
scious of performance and show a “dis 
tinct tendency toward TV product 
discrimination along lines other than 
price,” 


@ Regina Corp. will use 17 con 
sumer magazines in its fall campaign 
for the Regina Twin-Brush polisher 
and scrubber and the Electrikbroom 
President Lannon F. Mead said it was 
the biggest advertising campaign in 
the company’s 63-year history. A full 
page, color ad in Life will launch the 
drive Sept. 12 


© Black & Decker Mfg. Co. will sup- 
port its new “Fixit” and “Drill 'N 
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Saw Kit” with the largest magazine ad 
campaign in the firm’s history. Ad- 
vertising will appear in five separate 
issues of Life, two issues of Reader’s 
Digest, and two issues of Better Homes 
and Gardens and as well as the No- 
vember 26 issue of Saturday Evening 
Post. 


Cory Corp. will launch a series 
of consumer ads in Life, Saturday 
Evening Post and other weeklies in 
September to promote the Cory elec- 
tric knife sharpener. The company has 
also announced six extra profit fall 
and winter specials for distributors and 
dealers, officials said. The deals pro- 
vide for extra profits on items stocked 
prior to September 15. 


e Adler sewing machines will be 
featured in a new promotion on the 
nationwide T'V show, “It Pays To Be 
Married.” ‘Twice weekly, Adler will 
give away one of its units to a couple 
interviewed on the show. Adler simi- 
larly participates in another network 
show, “Queen for a Day.” Magazine 
advertising will be carried in Good 
Housekeeping, Parents Magazine, 
Simplicity Pattern Book and in trade 
publications. 


© Hotpoint is launching a new cam- 
paign for its food freezers in Holiday, 
Time, New Yorker, Gourmet and Na- 
tional Geographic. The ad is entitled 
“Where In The World Would You 
Like To Eat Tonight.” Merchandis- 
ing manager Lee DiAngelo explains 
that the ads emphasize the romance 
and drama of a food freezer rather 
than the price—and “that means 
sales,” says DiAngelo. He said dealers 
could tie in with store decorations 
keyed to a blow-up of the national ad. 


e Toastmaster recently unveiled its 
‘Golden Slice” promotion. The divi- 
sion of McGraw Electric is offering 
dealers opportunities for special profits 
on certain items during the campaign. 
The drive will be backed with adver- 
tising in Life, Saturday Evening Post 
and other key consumer magazines. 


© Norge has launched a series of 
combination laundry  school-fashion 
shows in department stores. The pro- 
motion is in cooperation with Alamac 
Knitting Mills and Monsanto Chem- 
ical. The promotion will be supported 
by advertising in Mademoiselle, 
Glamour, Charm, and The New York 
Times. 


eThe Electric Division of Olin 
Mathieson Chemical Corp. is launch- 
ing an all-out drive to increase its share 
of the flashlight and battery market. 
The new fall campaign will be built 
around a 13-week participation on the 
Steve Allen TV show. Full-page ads 
will also appear in Life and Saturday 
Evening Post. 
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of HIGH POINT 





SHIPPED KO 
1 TO A CARTON 
F.0.8. HIGH POINT, NLC 


SUGGESTED 
RETAIL 
the Capri 


PY, $ 95 
W& Available in Limed Oak 
or Mahogany Finish 
Ye HOLDS 7”, 10", AND 12” 


RECORD ALBUMS 







Y SELF LEVELER 
FERRULES 
No **Rocking’’ on Uneven 
Surfaces. Keeps Cabinet 
Level All the Time. 





eo 2 E-Z Slide Panel Doors. 


¥e 22/2" WIDE, 18 1/2” DEEP, 
“ 27 V2" HIGH 


the GAINSBOROUGH 


Combination Record Player & TV Table 


the LIDO 


@ Holds 7’'-10''-12"" Record 
Albums 


® Self Leveller Ferrules 
@ 224" wide, 18%" deep, 
27%" high 





@ Holds 7''-10''-12"" Record Albums 
@ Modern Styling 


i @ New Self Leveller Ferrules 
] , @2 E-Z Slide Panel Doors 


, SUSEESTRD $1495 
Avotiiie i Vinod Sih: @s wchoonay Heit on on MAIL COUPON TODAY FOR VALUABLE 
PROFIT PRODUCING INFORMATION 
SHIPPED K.D. 1 TO A CARTON F.O.8. HIGH POINT, N.C. OOS, eee 


\ UNIVERSAL COMPANY High Point, N. C. Dept, €.M.9-55 


| t Send us complete information and distributor's 
% | prices on the following: 
4 e - CCAPRI CLIDO [GAINSBOROUGH 
e o g My Nome 
of High Point, N. C. 0 i 
NY. SALES OFFICE - 251 W. 42ND ST. NEW YORK CITY 36. N.Y. BRYANT 39-6872 [IRS eee 
World's Largest Manufacturer of Wood & Metal TV Tables, Bases & Hifi Record Cabinet : City fleas iia ila skein, - 
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TELEGRA 
Wichita, Kanse® 


| aoe0 ooaEon 
 Elochically Reversible 


$ eo Poe aap 


a 










© THERMOSTATIC 


CONTROL ong 
(= By 
© 6 QUIET SPEEDS : 4 
.»» 3 Speeds Intake - 
3 Speeds Exhaust 


20°’ — ADJUSTABLE 


FRIGID WINDOW FAN 


Equipped with specially designed thermostatic 
control to provide automatic controlied comfort 


Designed by craftsmen, FRIGID fons are top 


quality proven performance dependable 
low cos! 


for '55 
WINDOW TYPE ROOM 


AIR CONDITIONERS 


Va > %q -tand 1 '% Ton Models. 


Z 


Designed 
for year 
round 
comfort 


Sold through leading jobbers. 


FRIGID inconorate +128 32nd ST.,BROOKLYN 32, N. Y. 
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Promotion Briefs 








¢ DuMont television tube dealers 
are using rocket-shaped toy vehicles 
for children as the latest promotional 
premiums. The toys are part of a 
dealer-level promotion campaign in 
the television picture tube replace- 
ment market, 


¢ American-Standard is offering a 
“dealer's choice” promotion. ‘The plan 
provides year ‘round sales campaign 
ideas and material as well as a special 
display kit for steel kitchen cabinet 
month. 


¢ Hotpoint has issued a new 10- 
page guide to laundering infants 
clothes. It can be used as a dealer 
point of sale or direct mail piece. Offi 
cials said the booklet represents more 
than 1,000 hours of research. 


¢ Westinghouse is spending over 
$600,000 in its three month promo- 
tion of irons. Begun in July and carry- 
ing through September, the Westing- 
house open handle dry iron carries a 
special fair trade list price of $9.99. 


¢ Bendix Aviation is concentrating 
on the local market in its fall promo- 
tion of television. Local-level news- 
paper advertising and point-of-sale ma 
terial will be stressed in the drive. The 
promotion will be supplemented by 
national advertising im four major 
magazines and a trade magazine cam 


paign. 


¢ The National Cash Register Co. 
has issued a booklet on “How Sales- 
people Keep Customers Buying in a 
Self-Service Store.” The booklet con- 
tains several suggestions for increasing 
the effectiveness of selling openly dis 
played items. It can be obtained from 
the company’s Merchants Service, 
Dayton 9, Ohio. 


¢ Colgate-Palmolive is launching an 
intensive ad campaign to promote its 
detergent “AD”. 
Che new product is billed as “out 
washing, cup for cup, any other de 
tergent in an automatic washer.” 


new low-sudsing 


¢ Admiral has issued a “‘color selec 
tor chart” with plastic color chips of 
all the colors in the new line of radios 
I'he step was taken because of the 
difficulty in reproducing colors with 
regular printing methods, officials said. 
Che chart enables the dealer to stock 
only the most popular colors in the 
line, 


¢ Armstrong Cork Co. has de- 
veloped matching flooring for the 
General Electric “Mix-or-Match” color 
choices in appliances. The new color 
scheme service will also offer sugges 
tions for walls, acoustical ceilings, 
counter tops and fabrics. 


* Jordon Refrigerator Co, is giving 
away one of its upright home freezers 
weekly on the Bob Crosby Show over 
the CBS-TV network, according to 
president Frank Fogel. 
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G-E Contest Plan 


General Electric has announced a 
“luxurious 12-day Caribbean Cruise” 
for more than 200 dealers and distrib- 
utors and their wives in a new series 
of merchandising contests for the 
small appliance division. 

Each of the small appliance divi- 
sion’s four departments — automatic 
blanket and fan, clock-timer, electric 
housewares, and vacuum cleaners— 
will hold the contest as part of their 
1955 merchandise program. W. H. 
Sahloff, division vice president, said 
the cruise which sailed last spring 
was the most successful merchandis- 
ing device in the division’s history. 

The G-E Telechron department has 
already set its dealer contest for Oc- 
tober 1 to December 15. The 27 win- 
ners and their wives will sail from 


New York April 10. 


Triple Threat 

















IT’S A TOASTER... 
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IT’S A SANDWICH GRILL 




















IT’S A DOUBLE GRILL: This new’’Gril! 
toaster’’ recently patented by an Arling- 
ton, Va., inventor combines the functional 
features of a pop-up toaster and sandwich 
grill in one appliance. No larger than a 
conventional toaster, the new device 
snaps in half to reveal two inner grill 
plates. The inventor is W. S. Taylor of 
5053 South 22nd St., Arlington, Va. 
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ve ' 
Good display and helpful price information is the policy of the Frain sets up a gleaming display of Graybar-distributed 
Manor Electric and Appliance Company. Here, owner Don De housewares in a section of front window of his modern store. 


Mr. De Frain has been in the e 
electrical appliance business for 
19 years — and a steady Gray- e 


bar customer for most of the 


° 
years at his present location. He 4é 
is convinced of the power of di- 
rect mail to stimulate traffic and 
° 


mails up to a thousand personal 


ized flyers daily, with additional ° ” 
seasonal mailings of the Gray 
bar Gift Catalog to his regular ° 


customers. This technique has 





* 
been so effective that Mr. De , 
Frain le presently ‘eiesting ° Says DON DE FRAIN, Owner “TI put today’s trend to relaxed, casual living to 
$75,000 to $80,000 in traffic ¢ Manor Electric & Appliance Co. work for me by promoting a combination of 
appliances. * 3701 N. Southport Avenue, Chicago, Illinois matte, vesrentionsh type. tprarale One sve: 
‘ trical housewares for quick, easy meals, 


“Just as this latter combination seemed to be 
a ‘natural’, it was natural that I order most 
of the housewares via Graybar. I remember 
the days when there were shortages of appli- 
ances and how Graybar’s fairness in allocating 
hard-to-get items impressed me, In my book 
turnabout is fair play now that everyone wants 
my business. 

“Then, too, mine is a neighborhood trade built 
on repeats. Selling is easier when my customers 
recognize well-known brand names, Graybar 
supplies me with a fine line of nationally-adver- 
tised products. In the same vein, I can depend 
on Graybar for assistance in planning promo- 
tions, for display materials and for the latest 
news about products and prices. 

“I find Graybar salesmen good people to work 
with in every respect, They make regular calls 
and are more than willing to do the leg-work on 





Ps : (a Pry 


Customers like to see plenty of well-known items Graybar Salesman Bob Bollow and Don De Frain Te a rained maaan: 
and Don De Frain even stores packaged stock discuss orders and promotion plans during a her service is « vital factor in the euecess of 
where it can be seen. Here's a portion of the 60- weekly visit. Note how work-and-time saving my business.” par 
foot shelf that runs on both sides of the store and housewares are displayed in conjunction with 

consists almost entirely of housewares via Graybar, modern easy-living furniture, 






Your Customers WANT the popular appliances... 


GRAYBAR ELECTRIC CO., INC. 
Executive Offices: 
Graybar Building, 420 Lexington, Ave., New York 17, N. Y. 
in OVER 110 
PRINCIPAL CITIES 
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“, .. when I use Tung-Sol Tubes 
for replacement jobs! These de- 
pendable, long-lasting tubes stay 
put. Instead of wasting time on 
callbacks, I'm out servicing new 
business!" 


TUNG-SOL ELECTRIC I 
Newark 4, N. J, 
Sales Offices: Atlanta, € hicago, Co- 
lumbus, Culver City, Dallas, Denver, 
Detroit, Newark, Seattle 


NC. 











®) TUNG-SOL 


dependable 
PICTURE TUBES 
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Sewing Machine Dealers Confer 





tSounde 


Better 
an Ever 








THE THIRD ANNUAL Independent Sewing Machine Dealers Convention drew 
retailers from as faw away as Texas, California and the Pacific northwest to the 
three-day meeting in New York. Here, dealers gather in the Pfaff booth for a 
demonstration of the current Pfaff line 


Brother Shows “Pacesetter” 











+ a 


INDEPENDENT SEWING MACHINE dealers recently were shown the new ‘‘Pace- 
setter’’ sewing machine, manufactured by the Brother Sewing Machine Manu- 
facturing Co., Ltd. of Japan. Sol Adler, the engineer who worked in Japan on the 
machine, posed with the unit at the recent independent sewing machine dealers’ 
convention in New York. 


TACO Awards Four Scholarships 


wo oe 
sig ¢. “, 
Y My 


gS 











“ 


. » Since my service man fixed 
it! Complicated sets are scarcely 
my cup of tea, but I do know 
this: he used Tung-Sol Tubes and 
my set’s never worked better.” 


TUNG-SOL MAKES: 
All-Glass Sealed Beam Lamps, Minia- 
ture Lamps, Signal Flashers, Picture 
Tubes, Radio, TV and Special Purpose 


Electron Tubes and Semiconductor 
Products. 

‘ uy a s (%) » 
FOUR NEW YORK high school students have received scholarships, valued at | TUNG-SOL 
$2,500 each, for outstanding studies. The Technical Appliance Corporation re- 
cently honored the four at a tour through the TACO plant in Sherbourne, N. Y. dependable 


Here, Tore Lundahl, second from right, vice president and director of sales, 
shows a new antenna design to the four students 


TUBES—-DIAL LAMPS 
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Porcelain Enamel has 


PLENTY 


for everyone... 








* Plenty of sales points 


























* Plenty of customer satisfaction 


On every major appliance, Porcelain Enamel 
is the finish that’s easiest to sell. Being longest 
lasting, most permanently new in appearance, 
it offers characteristics that instantly appeal 
to your customers and lead to quick acceptance 
of the product. 

With a Porcelain Enamel finish, your sales- 
men will have plenty of sales ammunition; 
hard hitting features such as rust-proof. . . 
wear resisting . . . scratch-proof . . . heat-proof 

. non-staining . . . non-fading . . . and 
acid-resisting. 






The official 
label illustrated here 


PORCELAIN ENAMEL INSTITUTE, INC. 
Associations Building, 1145 Nineteenth St., N.W., Washington 6, D.C. 
(Check items desired ) 


Please send me information about: Please send me a free copy of: 
| D ion Ki | “Selling F bout P lain E i” 
PORCELAIN ENAMEL INSTITUTE, INC. [Slide Fils | “Prove for Yourself..." Booklet 
. Name ; 
Company 


Address 

















CIAL! 





your $ 


only , 


@ Sturdy wrought iron 

@ Ball bearing swivel top 

@ Compare with any table selling at 
$6.98 retail! 

@ Minimum Shipment—12 tables 
Packed KD 4 to Carton 


@Dun & Bradstreet rated 
shipped open... 
check with order. 


10 EACH 


KANSAS CITY, MO. 





16” 
top. 





arms extend 


17” high 10 29” wide 


1954 UNIVERSITY AVE. 





FROM FACTORY EVER OFFERED / 
SWIVEL TV TABLES 


FOB OUR FACTORY 


accounts 
all others send 


DELUXE TV TABLES 


The New Look in TV tables! 16” x 


$10.98 each! 


JERROLD-STEPHAN CO., INC. 


LOWEST PRICE 





TERMS: 17” high 
2%— arms extend 
10 days to 29” wide 


00 eacs: 


FOB OUR FACTORY 
KANSAS CITY, MO. 


mesh shelf, ball bearing swivel 
Compare with any table selling at 


Minimum Shipment—12 tables 
Packed KD 4 to Carton 





ST. PAUL 1, MINN. 





EBONY 


SEPTEMBER 


SEE WHY... 
it’s GOING 


TO BE 
TOUGHER THAN EVER 
TO SELL AGAINST 
THE 1956 NORGE 
LAUNDRY LINE! 





Over 36,000,000 
consumers will see the 
new Norge Laundry Line 
in nine September 
National. magazines 
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NOW! NEW LOW PRICE on 
FLEXO-SPACE Self-Service Island 


ANNOUNCING our new low prices on 
FLEXO-SPACE Self-Service Islands, Here 
is your Opportunity to follow the trend 
of thousands of aggressive merchants and 
modernize your store with FLEXO-SPACE 


at a savings of 50% over competitive 
Islands. FLEXO-SPACE gives you Self- 
Service, Mass Display and 300% more 


Selling Space than one flat-type counter. 
Yes, in only 124 Sq. Ft. of floor area you 
get 50 Sq. Ft. of selling space. Raise or 
lower the shelves every 2” 
adjustments. FLEXO-SPACE is a complete 
Island! Your customers shop on 4 sides 
from 5 large Self-Service shelves. FLEXO- 
SPACE has been “Tested and Proved” by 
thousands of retail merchants. New amaz- 
ingly low prices on FLEXO-SPACE at 
almost 50% less than you expect to 


py: 
| Write for FREE catalog on FLEXO-SPACE | 
Do it 


other Self-Service 
Today! 


fixtures. 
now 


Migs. Write for special extra low prices 


ADD SALES CO. 


802 York St. Manitowoc, Wis. 


within 15 | 


PES & tenon — 
—_ 


aiiton 







THIS display used to be a shop-lifter’s paradise but a homemade alarm system 
has discouraged even the hardiest thieves. 


Crime Doesn't Pay ... 


... when this simple alarm system is used to pro- 


tect appliances on display; homemade alarm sounds 


when housewares are disconnected 


A simple, homemade burglar alarm 
system protects displayed appliances 
in the Westchester Hardware Store, 
Los Angeles. 

Vexed at the loss of some $180 
worth of small appliances from a 
blind-corner display shelf, Paul A. 
Bjornsen rigged the alarm system 
shown in the accompanying picture. 
The moment any one of the appli- 
ances is disconnected, either by pull- 
ing the plug at either end of the cord 
or by cutting the cord, a buzzer sounds 
loud enough to be heard all over the 
store. 

It works this way. The 14 conve- 
nience outlets in the shelf are wired in 
series. Power for the system comes 
from a master switch located behind 
the stock wall and consists of two 10V 
transformers and one double-pole re 
lay. Current runs from the first trans- 
former into the relay and then through 
the outlets and into the appliances. 

The return circuit carries the cur- 
rent back into the relay, and then to 
the second transformer. As long as the 
current is unbroken, the circuit from 
the second transformer to the buzzer 
is held open by a spring return. When 
the first circuit is de-energized, the 
second circuit is activated, and the 
alarm sounds its warning. 

The 10V system will not injure the 
appliance in any way, but because the 
resistance of the appliances 1S $O great, 
the low voltage would not carry 
through them all. Consequently, 
Bjornsen shorts each appliance by at 
taching a small piece of copper wire 
across the pins of each male connec- 
tion on the appliance. 

His system has been accepted with 
considerable disgust in local shop lift- 
ing circles. The last time Sodbene 
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visitors called, they came armed with 
wite cutters. No good. The alarm 
sounded anyway and the light-fingered 
pair beat a hasty retreat to the tune 
of the raucous buzzer. 


Test Drive Starts 


The first test city promotion of 
automatic electric dishwashers is off 
to a flying start, accerding to the 
Cincinnati Gas & Electric Co. 

Spearheaded by the utility, in co 
ordination with the Cincinnati Post 
and representatives of the household 


sink units section of NEMA, the 
drive will last a month. 
Approximately 100 stores are co 


ordinating their promotional activities 
with the central promotion, tying in 
window and interior displays. A spe 
cial 12-page newspaper supplement 
was included in the Cincinnati Post 
on the opening day of the promotion. 

The August issue of the Woman’s 
Home Companion contained an ar- 
ticle on the “Daily Wonders Your 
Dishwasher Can Do.” Each copy 
carried a special black and yellow band 
proclaiming, “It’s Dishwasher Month 


in Cincinnati” and special posters 
featured the tie-in. 
Billboards, car cards and radio 


spots are being used together with a 
variety of contests to stimulate con 
sumer interest. 

Automatic electric dishwashers of 
the participating manufacturers are 
being given as prizes in the contests. 
The events include a 50th Wedding 
Anniversary contest, a children’s birth- 
day party contest and one in which a 
week’s dishes are washed as a prize. 
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Cath Thomas profit-making offers 
for ‘SS 
Extra Bonuses PuuS hard-selling displays 


Increase sales excitement for extra profits on 
popular Seth Thomas clocks. 


i 
“Port Electric Clocks 


These self-starting sales makers are available 
in 2 extra-profit introductory offers. 


Offer No. 1 


Order 8—2 each red, blue, yellow, and green—Get | Pert red 
at half your cost. Your cost, $27.37 


Your discount, 38.6% 
PLUS Full-color merchandising display —free! 
a 


Offer No. 2 


Order 4 red; 4 yellow; 2 green; 2 blue—and get 1 Pert green 
FREE. Your cost, $38.64 


Cc Your discount, 40% 
PLU Full-color merchandising display—free! 
a 


Spark your electric alarm clock sales with this 
special MINX-VISION Lucky “7” Offer 


[7 E wight Soot 
wi om fitehen ! 




















Purchase Your Cost Retail 
2 Minx, Plain $6.44 $ 9.90 
2 Minx, Luminous 7.26 11.90 
1 Vision, Mahogany, Luminous 6.07 9.95 
1 Vision, Blond, Luminous 6.07 9.95 
1 Vision, Blond, Plain 5.46 8.95 
PLUS—l1 Vision, 
Mahogany, Plain for .. . 1.00 8.95 ‘ 
saab son6e Your discount, 45.8% 


Act at once! Get your share of these profitable deals. 
Write your distributor for complete information today! 


SETH THOMAS. _attervicces in time since 1813 


Delta C & S flies on Seth Thomas Time 


Thomaston, Connecticut Division General Time Corp. 





*Tax extra tReg. U.S. Pat. Of Prices subject to change 
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NOW...WHICH SJZE FITS 
YOUR DELIVERY NEEDS? 







NEW ANTHONY 
“LIFT GATE” 


For %-Ton and Larger Trucks 
This new lower priced Anthony Model No. 144 
“LIFT GATE” handles loads up to 1000 Ib. (other 
sizes from 800 to 4000 Ibs. are available), Lift Gates 
in all sizes let one man do the work of three or more 
when loading or unloading a truck with heavy bulky 
freight — oa in one-third the time. Loading and 
unloading is done with ease by moving one con- 
- veniently located lever to control the powerful hy- 
draulic action of the “LIFT GATE”. With the time 
saved in loading and unloading you can double your 
deliveries. Damage to merchandise and personnel 
accidents are greatly reduced. One “extra” delive 
each day will pay for your Anthony “LIFT GATE”. 
Write today for complete information. Dept. 5514 


Medel Ne. 190 fer Pick-up 
Trucks with steel express 
bodies. 
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ANTHONY COMPANY « Streator, mM J 








New Guarantee Is Announced 
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HAMILTON BEACH EXECUTIVES Rolph Zenner, left, sales manager, ana Arnold 
Wolf, general manager, examine the new five-year guarantee now being given on 
all of the company’s motorized appliances. The free service guarantee covers 
food mixers, Mixette, Liqui-Blender, hair dryers, and vacuum cleaners. The 
guarantee will be promoted in a series of consumer magazine ads 








For Kelvinator: 15 Million 


wr 









A PRODUCTION MILESTONE was passed last month at the Kelvinator plant in 
Grand Rapids, Mich. Kelvinator—’‘the oldest successful manufacturer of refrigera- 
tion for the home’’—produced its 15 millionth home appliance. Manufacturing 
executives George H. Beld, left, and Joseph W. Lelivelt apply the milestone banner 


Kitchens In The Hinterlands 





~ we ress _— 
CROSLEY AND BENDIX home appliances are now going to the mountains—or 
any other remote hinterland. Two mobile display units have now travelled 36,000 
miles apiece, or once around the globe at the equator, carrying the company’s 
latest styles everywhere. With the annual county fair season here again, the units 
have a packed schedule, according to E. E. Bentley, display manager 
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OTolasl- mame l-) mie. 


win *1,000.00 


in your “BRIGHT FUTURE” Westinghouse Light Bulb DEALER DISPLAY CONTEST 
or any one of 10 prizes totalling more than $1,850.00! 


Free display materials make it easy! Here’s all you have to do... 


First: Mail coupon below! We'll rush 
your entry blank with full contest details 

PLUS your colorful, traffic-boosting 
“Bright Future” Display Kit PLUS 
your order form for loads of other free 
display materials 





Third: Submit a snapshot of your display 
along with your entry blank 





That's all there is to it! Entries will be 
judged on the basis of originality and use 


ELECTRICAL 





HARD-HITTING ADS for Westinghouse Bulbs 
tell your customers to look for your display! 
Special emphasis on revolutionary new Eye- 
Saving Bulbs! 





FREE WALLET! Every entry in the “Bright 
Future” Dealer Display Contest receives FREE 
a top-grain leather wallet inscribed by TV’s 
super saleswoman—Betty Furness of “Studio 
One.” Mail coupon now! 
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Second: Build a Westinghouse Light Bulb 
Display in your store, Use the “Bright 
Idea”’ folder included with your display 


of display materials, And remember: you 
compete only with stores of your own type! 
So don't miss out! Contest closes October 31. 


materials MAIL COUPON NOW! 
| Westinghouse Lamp Division, ()):. & i1-., Bloomfield, N. J 
| YES! Register me as a potential WINNER in the “Bright lam now a Westinghouse 
| Future” Dealer Display Contest! Rush my entry blank, free Light Bulb Dealer 
Display Kit, order form for other free display materials, full } 1 am not yet a Westinghouse 
| mtest details Light Bulb Dealer 
| Name —— . 
| Street - 
| City State 
‘ 


1955 


you CAN BE SURE...i1F ITs Westinghouse 


© 
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the First Ge" 


clothes dryer vent 


DRY-R-X 
first in quality 

first in price 

first in sales 

and first to offer: 


|st 


door, 


]st 
[st 


and 12 inch starting pipe. 


flexible tubing. 


|st 


profit structure. 


ASK your clothes dryer distributor or 
write for information on prices, literature 


and displays. 





Weather-proof hocd with counter 
balanced self-thawing damper 


Full flange, inside finishing plate 


Choice of "Button Lock” aluminum 
pipe or inexpensive fireproof 


New low prices that provide best 








a 









SEE 
LADIES’ HOME 


JOURNAL 
SEPTEMBER 


TO BE 


IT’S GOING 
TOUGHER THAN EVER 
TO SELL AGAINST 
THE 1956 NORGE 
LAUNDRY LINE! 





Over 36,000,000 
consumers will see the 
new Norge Laundry Line 
in nine September 
National magazines 


PAGE 280 


5521 CODE AVENUE 
MINNEAPOLIS 10, MINN, 














YEATS patented strap ratchet grips ap- 
pliances vise-tight without marring in 
30 seconds or less! This on-in-c-flash 
loading plus on-a-dime wheel pivoting 
and light weight, aluminum alloy con- 
struction save costly labor time on every 
appliance delivery. You'll find a YEATS 
dolly more than pays for itsell. 


veats "Seerlael” covers & pans 





SEND postcard for full information 
on ovr complete line TODAY! 


eats 


2127 M. 12m &. 


dolly sales co. 


Milwaukee 5, Wis. 











Coolers: Hot! 


The condition of air condition- 
ers is—hot! 

The Air Conditioning and Re- 
frigeration Institute reports that 
sales at the dealer level were up 
30 percent during July. 

Up to July 1, sales approximated 
1954 figures—mainly because of a 
cool June. With the 30 percent 
jump in July, the year’s total is up 
10 percent. 

Institute director George Jones 
added that the hotter-than-normal 
August will probably push the total 
1955 figure even higher. 

In all, sales will be between 1.1 
and 1.2 million, according to the 
Institute. 

And happy omen for 1956: 
factory and distributor inventories 
were 37 iy 31 below the previous 


year on July 31. 











Where They Sell 


According to the warranty cards re- 
turned to one major air conditioner 
manufacturer, the eight leading states 
for cooler sales are: Alabama, Califor- 
nia, Florida, Illinois, New Jersey, 
New York, Pennsylvania and Texas. 

The 32 hp unit is the most popular, 
far pont bw Derwet the 4 or 4 hp units 
Coming up rapidly is the | hp and, 
for the southern states, the 14 hp 
units, In Texas, the 1 hp unit ex- 
ceeds the 3 hp in sales. The 7 hp 
cooler sales are highest in New York 
and Florida. Top three in total sales 
were ‘Texas, Florida and New York 
in that order. 

Comments on the warranty cards 
indicated that many customers are 
now installing their second or third 
unit in the home. The larger units 
are favored for larger rooms and for 
extra capacity on very hot days. 


Fans Fly In Hot Weather 


- % 
SSS ee 2 


TYPICAL OF THE air conditioner and fan manufacturers who enjoyed one of the 


This Is SKCM 


The second annual Steel Kitchen 
Cabinet Month was launched recently 
by the Steel Kitchen Cabinet Manu- 
facturers Association. 

Special display material has been 
prepared for dealers and appliance re- 
tailers have been encouraged to empha- 
size kitchen planning during Septem- 
ber. 

A suggested eight-page tabloid 
newspaper section was distributed to 
newspapers for use during the month. 
The local promotion will be backed 
up with national magazine advertising 
by some of the large steel companies 
and other suppliers of the industry. 

“We are trying to provide a quick, 
convenient, easily accessible exposition 
of the steel kitchen story for the con- 
sumer, whether he is of modest means 
or a luxury buyer,” says Harry Law- 
rance, newly elected president of the 
Steel Kitchen Cabinet Manufacturers 
Association. 

Plans for the month were formu- 
lated by the sales promotion commit- 
tee, under the chairmanship of C, A. 
Reinbolt, Jr., vice president of Tracy 
Kitchens Division, Edgewater Steel 
Co. Members of the committee in- 
cluded W. B. McCredie, Genvea 
Modern Kitchens; Sue Egan, St. 
Charles Kitchens; Richard Nelson, 
Youngstown Kitchens, and L. B 
Rhodes, Lyons Kitchens. A_ special 
sub-committee directed by E. J. Catlin, 
sales manager, Morton Mfg. Co., 
created and developed the “‘package” 
of special -materials for dealers 

Special emphasis will be given in 
the dtive to the availability of colors 
in kitchens. The* manufacturers also 
will push the do-it-yourself market by 
emphasizing the ease of installation 
of today’s steel cabinets. The add-on 
features of modern cabinets—Lazy 
Susan shelves, mixer cabinets, flour 
containers, silver drawers, etc.—will 
also be in the spotlight. Finally, the 
adaptibility of steel cabinets to mod- 
ern built-in appliances will be stressed 
in literature prepared for the promo- 
tion. 









hottest summers on record, Signal Electric just couldn't keep up with demand. The 
division of King-Seeley Corp. finally flew 14,000 pounds of Signal fans to heat- 
bound New York City. Ad man Elmer Otte, sales promotion manager Nei! O’Don- 
nell and sales manager Paul G. Glenkey help load. 
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Lewyt Wheels: Rolling Along 








PRESIDENT Alex Lewyt confers with sales manager Walter Daily during recent 


distributor showing in New York 


duced last year, 
a special 


On the new Lewyt vacuum cleaner, 
everything rolls—including the nozzle. 
Introduced to distributors last month, 
the new unit will sell for $79.95. 

The new cleaner has a combination 
two-in-one nozzle for cleaning rugs 
and bare floors without changing tools. 
I'he nozzle also has a Fuller brush 
which adjusts to all heights of rug pile. 

Color for the new cleaner is emerald 
and mist green. Other features include 
a non-clog vinyl hose, a more powerful 
motor and a pistol-grip for “finger-tip” 
cleaning 

The new machine was introduced 
by the manufacturer at a series of nine 
distributor meetings throughout the 
country last month. The new cleaner 
will be available to the public in retail 
stores everywhere on Sept. 15. 

Executives said $2 million will be 
spent this Fall to promote a new line. 


Radio Advertising Pays 


While Walter looks disbelieving, 
the new vacuum cleaner EVERYTHING rolls. 


the nozzle now rolls on wheels. 
sales contest which will provide salesmen with new wardrobes 


it's true—on 
In addition to the big wheels intro 
Distributors were also told of 


New Cooler Book 


A new book on air conditioning has 
been published by the American So- 
ciety of Refrigerating Engineers. 

The 984-page volume, “Air Condi- 
tioning-Refrigerating Data Book,” sells 
for $7.50. Written by 89 experts, the 
61 chapters cover every application of 
air conditioning—including residences 
and automobiles. The book includes 
design information, formula, tables, 
diagrams, and sample engineering cal- 
culations in factual handbook pres- 
entation. 

Editor-in-chief of the volume is 
Harold M. Hendrickson, associate pro- 
fessor, department of mechanical en- 
gineering, University of Washington. 
Copies may be purchased from the 
society at 234 Fifth Ave., New York 
1, New York. 








FIRST PRIZE in the Radio Advertising Bureau's annual “Radio Gets Results’ 
contest went to Joe Caprino, left, owner of Caprino’s Television & Appliance Co., 


Jamestown, 


Caprino of the award. 


ELECTRICAL MERCHANDISING—SEPTEMBER, 





N. Y. Si Goldman, president of the local radio station 


, informed 
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MORNING 
Model V-20, 
popular 20,000 | 

BTU vented 
heoter 





























A Complete Line of Vented and Unvented 
Gas Heaters Sized Right, Styled Right, to 
+K Sell Right for You! : 






ae 


Sized right! Your customers choose from many models from 
20,000 to 85,000 BTU input. . . which heat from one to six rooms 
There’s a specific WARM MORNING model that fits any need 


Styled right! Larger vented models have attractive 
tional styling. Smaller economy models have “ 


tradi 
Pretty as a Picture” 
styling. All unvented heaters feature this new look in gas heaters 


Sell right! Your customers are 
WARM MORNING name. They know they can trust 
WARM MORNING product. That fact- 
ity built into every heater— 
able to sell. 


pre-sold on the famous 
any 
plus the genuine qual- 


makes them easier and more profit- 


YOU'LL MAKE MONEY SELLING WARM MORNING GAS HEATERS : 
MAIL COUPON FOR FULL DETAILS | 


Warm = 


A QUALITY 





5 4&4 GAS IN 


NERATORS 





a oe oe oe ee ee oe oe ee oe oo 
LOCKE STOVE COMPANY, 114 West 1 ith Street, Konsos City 5, Me 











Send me complete information on []) WARM MORNING Vented Gos Heoters ” 

Send me complete information on (_) WARM MORNING Unvented Gos Heaters * 

ERR aA RE i see ’ . 

COMPANY ine RASS a TERM SUR RES 3 lone . 

ADDRESS fethlinctinisinimmatidiiiel tod Pian 

city _ZONE___ STATE * 
- 
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an ANIA pulled a unique switch in 
J distribution last month. Instead of 
sending merchandise to a city, Sy] 
vania sent a city to the merchandise. 
Che “city” was Sylvania, Arkansas 
population 62. The total population 
(with one exception) accepted Sy! 
vania’s offer to visit Chicago and the 
company’s recent distributor show. 
Che Sylvanians, most of whom had 
never left the state before, toured Chi 
cago in pleasant 95 degree tempera 
ture. (They left Arkansas on a sizzling 
100-degree day.) > 
They liked the sets; they liked the 
trip. But as one Sylvanian described 
Chicago: ““What an ulcer factory!” 





They Saw The Sets In Operation . . . They Went Home Happy . . . And Tired 
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BATTERY-OPERATED 
BY RCA VICTOR 


Sell it on sight! Sell it on sound! 
Sell it with a single demonstration! 


Here’s RCA Victor’s new Skipper —a radio-phonograph with a big dif- 
ference you can demonstrate. Both the radio and the phonograph play 
on batteries! And it’s portable, too! Imagine how your customers will 
react when you tell them they can play their favorite records anywhere! 
Simple demonstration sells fast! Just slip on a 45 r.p.m. record. Show 
your customers there is no electric cord. Then—step back. This exciting 
new radio-phonograph will sell itself ! 


Sells on sound! The tone alone can make the sale. It’s RCA Victor’s 
famous “Golden Throat” tone! 

Sells on sight! What a beauty! The modern Skipper comes in two color 
combinations: white with red grille and black with gray grille. 








RADIO-PHONOGRAPH 


New ideas make new sales! So display the Skipper, demonstrate the 
Skipper—and you'll sell it—like you've never sold a radio-phonograph 
before! Price—$59.95—just right for your customers! 


SEE IT DEMONSTRATED on the “Caesar Presents” Show on NBC- 
TV, Monday, Sept. 5th, 8:00 P.M., EDST. An exciting com- 


mercial will tell your customers all about The Skipper. 


RCA VICTOR 


R CORPORATION OF AMERICA 


Get down to Cases with your dis- 
tributor! 


money 


cases with RCA Victor portables! 


CAMDEN 8, NEW JERSEY 


Ask about the extra 
you can make by selling 


i 





; 


—_—_— 





New “Victrola” 3-speed “Lug- 
gage-Style” Phonograph. Tan- 
and-brown simulated leather 
or tan with fabric trim. 
(6EMP2) $29.95. 


ELECTRICAL 


Automatic “45” Portable “’Vic- 
trola” Phonograph. “Golden 


Throat” tone. Tan-and- 
brown or two-tone green 
leatherette. (GEY3) $39.95. 
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Amazing 3-way portable with 
. Latie “1 Pp “ ease. 
In gray, green or ivory. 
“Golden Throat” tone. The 
Skyway. (6BX6) $34.95. 


Manulacturer's 





1955 


Smart new J3-way portable 
with non-breakable “Impac”’ 
case. Two-tone gray or 
green. The Sportaman. 
(6BX8) $39.95. 


nationally advertised prices, subject to change. S$ 


> | 


“2b 


tape 





Deluxe “Personal” portable in 
non-breakable “impec” case. 
Less than six inches high! 
Battery-operated, Two-tone 
gray case. (6B5) $27.95. 


gitly higher in far West and Soutt 
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Delivertes are SO EASY 
” " CASLOAD 


BALANCES THE LOAD 





SLIDES 
up stairs, 
downstairs, 
in and 

ovt of trucks. 


Swine *. 

forwardto “* 
load... backward 
to balence the load. 


One man makes deliveries 


YOU CAN SAVE the cost of an extra man because one man and an Easload can 
handle any appliance easily and safely with its load balancing design and 
slide runner frame. And your appliance is always protected on the rubber 
covered Easload frame; it is strapped 
} in place and cinched tight with built-in 
ratchet cincher. Wheels have 10 x 2.75 
cushion tires. Toe plate has two small 
rubber wheels. Frame is all welded steel. 
Handles 800 Ibs. with ease. 
Order yours today on a money-back 
guarantee of satisfaction... $53.50 


CESCO MODEL 


A lightweight appli- 
ance truck with ratchet 
cincher and strap, rub- 
ber covered sled run- 
ner, tube steel frame. 
Handles 600 Ibs. Low 


priced at $39.50 








F.0.8. Los Angeles 


COLSON tauipment & suppty co. 
1317 Willow Street, Los Angeles 13, Californie 


EASLOAD ApPLIANCE TRUCKS 











POST 


SEPT. 24 






Mode! 2613 
List Price $395.00 


SELL 10 OF THESE 
NUCLEAR-CHICAGO 

ORACLES —MAKE 
MORE THAN $150000 


10 Special G-M tubes used in the 
Oracle make it the most sensitive 
and most dependable portable ur- 
anium detector on the market today. 
Sell your prospects the best equip- 
ment with full profit on 
every sale, Write: 


nuclear - chicago 


221 W. Erie St., Chicago 10, ill. 
leaders in Making Radioactivity Covat 


SEE WHY... 

IT’S GOING TO BE 
TOUGHER THAN EVER 
TO SELL AGAINST 
THE 1956 NORGE 
LAUNDRY LINE! 


Over 36,000,000 
consumers will see the 
new Norge Laundry Line 
in nine September 
National magazines 
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New Positions 








V. F. PETERSON 





J. J, EDWARDS 


Norge 


Establishment of separate 
home 


laundry and range divisions 
has been announced by the corpora- 
tion. V. F. Peterson, automatic 
washer product manager, has been 
appointed manager of the home laun- 
dry division, and J. J. Edwards named 
to head the range division. 





ROBERT D. SCHWARTZ 


Deepfreeze Appliance Div., 
Products Corp 


Motor 
Robert D. Schwartz 
has been appointed advertising and 
sales promotion manager. Schwartz 
was most recently assistant advertis 
ing manager 





J. A. RISHEL, JR. 


Amana_ Refrigeration, Inc.—J. A. 
Rishel, Jr., has been named as general 
sales manager to succeed E. L. 
Hinchliff, who has retired. 


SEPTEMBER, 





ANTHONY J. DEFINO 


Fedders-Quigan Corp.—Anthony J. De 
Fino, formerly vice president and gen- 
eral manager of the Buffalo division of 
Fedders-Quigan, has been appointed 
to the newly created post of vice 
president in charge of all sales. 


Admiral Corp.—Ross D. Siragusa, Jr., 
has been named to the newly created 
post of assistant sales manager for 
the corporation’s television division. 
Carl Lantz is the newly appointed 
assistant to Clarence Tay, general 
manager of distributing branches. 


Magic Chef, Inc.—Wilbur T. ‘True- 
blood has been named divisional] sales 
manager of the firm’s newly created 
southwestern sales division Head- 
quarters of the new division is in Dal- 
las, ‘Texas. 





ROBERT D. PUTMAN 





PETER COSTOMIRIS 


Florence Stove Co.—Robert D. Put- 
man has been named vice president in 
charge of sales for both the Florence 
Range and Quaker Heating divisions 
of the company. Peter Costomuiris has 
been appointed sales manager of the 
Quaker Heating division. 


Motorola, Inc.—Richard C. Rowley 
has been named a regional sales man- 
ager with headquarters in Dallas, 
Texas. 
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j 


[4 Modern Appliance /6' ath, WOWLIOM who 660 | 
y ( 


@ KORD’s new, CASSEROLE- Welgels 12”’ Diameter 


i i. 
SKILLET is just what she has (7 Deep — 2°.''— 5” with cover on » at y 


yim 
been waiting for truly an Full 4 Quart Capacity 


electric appliance that can 


Automatic Thermostat Control — assures ‘cooking to perfection 


cook a whole meal for the Stunning Modern Design 


entire family! It grills, casse- Cast Aluminum with Gleaming Lustre Finish 


rojes, broils, fries, bakes Lifetime Imbedded Heating Element 


and can be used as a bun or Sta-Kool Bakelite Handles and Legs 


roll warmer— makes a mag- Beautiful Serving Piece — Indoors or Out 


nificent serving piece! U.L. Approved — One Year Guarantee 


Cook Book of wonderful 


Add the crowning touch to your sales picture —sell Kord’s new CASSEROLE-SKILLET! recipes with every 


, SS re oe co., 


4510 WHITE PLAINS ROAD 


Casserole Skillet 





NEW YOR} me) 
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How Many of these 60 MILLION READERS 
Are YOU GOING to SELL? 
General's Nationwide Promotion in LIFE, THIS WEEK and 
many other magazines, is reaching over 60 MILLION custom- 
ers—-LOCAL PROSPECTS in your own HOME MARKET. 
They will be coming into YOUR store pre-sold—they will ack 
for General's Model 400 (illustrated above) and the other 
General featured and favored appliances. Having the General 

line in stock assures you of making that sale. 
Featured in LIFE, THIS WEEK 

Model 400— in gleaming, lifetime chrome. 

With stainless steel blade. ONLY $24.95 

300-——in white porcename!. ONLY $17.95 
Model 420-—~in chrome. On pedestal legs. 
With stainless steel blade. NOW only $35.00 
419.-in porcenamel, on pedestal legs. NOW only $27.95 

Model 750-——electric slicer for busy homes, farms, ranches. 

With stainless steel blade—a low, low $99.50 


IMPORTANT! General's Merry G’Rinder—combination meat 
grinder-salad maker. A real best seller! 


New! 






Dept. 559 







SLICING MACHINE COMPANY, 
WALDEN 


INC 





NEW YORK 


CELINA TUBS 


FOR 
*GREATER WASHER SALES 
*SPECIAL PROMOTIONS 
*GREATER PROFITS 





Washer sales soar when dealers offer 
special promotions built around CE- 
LINA Twin or Single Portable Tubs. 


Every woman instantly recognizes their 
beauty and usefulness, CELINA Twin 
Tubs are ideal for conventional washer 
promotions . . . single tubs for tie-in 
with automatic washers equipped with 
Suds-Saver. Or sell them separately for 
welcome extra profits. 


SEE WHY... 
IT’S GOING 
TOUGHER THAN EVER 
TO SELL AGAINST 
THE 1956 NORGE 
LAUNDRY LINE! 


TO BE 


Furnished in twin or single models, 
with or without covers, Tubs packed 
nested 3 in carton to save freight and 
storage space. Tubs and covers packed 
separately—also priced separately, 





Over 36,000,000 
consumers will see the Dealer and jobber inquiries invited. 
new Norge Laundry Line See CELINA First for the Finest! 

in nine September CELINA 

National magazines 


MANUFACTURING CO 


CELINA 


OnRTO 
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CHARLES P. BAXTER 





RALSTON H. COFFIN 


Radio Corp. of America—Charles P. 
Baxter has been appointed general 
manager of the RCA Victor Television 
division of the corporation. Baxter 
had served as assistant general manager 
of the division since 1949, Ralston 
H. Coffin is the newly elected vice 
president in charge of advertising and 
sales promotion. 


Frigidaire Div., General Motors—H. J. 
Miller, formerly appliance sales man- 
ager, has been appointed assistant gen- 
eral sales manager responsible for sales 
in the western half of the country. 
H. ‘Tl. Mattern, takes over a like post 
and title with responsibility for the 
eastern half 





PAUL S. NIX 





ROBERT R. BOATMAN 


Dayton Pump and Mfg. Co.—Paul § 
Nix has been appointed general sales 
manager. Robert R. Boatman is the 
age appointed advertising manager 
tor the company. 


SEPTEMBER, 







GEORGE S. CONDOS 


Tappan Stove Co.—George S. Condos 
has been named director of advertising 
and public relations. Condos has 
served as director of public relations 
for the company since 1944. 





THOMAS P. RYAN 





CHARLES R. LUNNEY 


Sylvania Electric Products, Inc. — 
Thomas P. Ryan has been appointed 
radio and television sales manager. 
Ryan was formerly regional sales man 
ager for Sylvania in the central United 
States. Charles R. Lunney is the 
newly named advertising and sales pro 
motion manager for the radio-televi 
sion division. 






4 
ba 


THOMAS J. SPENCE 


Ebco Mfg. Co.—Thomas J. Spence, 
Jr., has been appointed advertising 
manager. John C. Boeshaar, advertis 
ing manager since 1950, is now sales 
manager tor the northeastern district, 
covering New York, New England, 
and sections of both New Jersey and 
Pennsylvania. 
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Here's the new TeeVee, 
the clock that never forgets. 
Turns electric appliances on 
and off automatically, Now 
being advertised in The 
New Yorker, Sports Illus- 
trated, Holiday, and the 
New York Herald Tribune 
T.V. Weekly. 





Sessions Ce Yee. 
and Ajuariius Clocks 


set the pace for fall 





This is the Aquarius “un- 
derwater mystery” clock 
that made such a hit last 
year. Retailers like you 
sold thousands of Aquarius 
clocks in 2 short months 
This year it's back again to 
boost your gift business. 


To cash in on Sessions Fall advertising, you 
can now buy assortment packages con- 
taining 4 different kitchen or alarm clocks 





THE ALARM CLOCK PACKAGE in ‘‘years-ahead’’ styles by Sessions! 
2 Pixie Alarms Who says you can’t stock a complete assortment of 
2 Enchantment Alarms All advertised in full color in 


2 Sweetheart Alarms the Nov. 15 issue of LOOK famous Sessions clocks? 
Int de Al . . 
ahrece wadoncsce Sessions makes it so easy for you to have a clock for 


every taste. Here are the clocks your customers will be 
seeing in full color ads in the Fall magazines. Place 
your order now for the year's most exciting clocks in 
the year’s most exciting buying opportunity. 


TeeVee SPECIAL! 


Ask your Sessions distributor salesman about the TeeVee demonstra- 
tion display which graphically illustrates the uses of this sensational 
new clock idea. It's available to you at cost. 





THE KITCHEN CLOCK PACKAGE 


2 Tea Time Clocks 


2 Connoisseur Clocks All advertised in full color in 
2 Coppersmith Clocks November GOOD HOUSE- 
- KEEPING. 


2 Brass Huntingtons 


e€ssions 
| >" 


YEARS AHEAD IN ELECTRIC TIME 
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SEE WHY... 

IT’S GOING TO BE 
TOUGHER THAN EVER 
TO SELL AGAINST 
THE 1956 NORGE 
LAUNDRY LINE! 





Over 36,000,000 
consumers will see the 
new Norge Laundry Line 
in nine September 
National magazines 
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easy way 


to make pipe connections 


FOR LAUNDRIES 
REFRIGERATORS 
AND OTHERS 


DRIERS 


Model CT—with flored joint 
for copper tubing 


Model ST— 
for pipe connections 


SKINNER-SEAL SADDLE TEE—for mak- 
ing pipe connections. No pipe cutting or 
threading. Quick. Easy. Cuts costs. For 
gas refrigerators, home laundries, heat- 
ers, etc, Write for circular. 


Approved by Underwriters Laboratories, inc. 


M. B. SKINNER CO. 


| SOUTH BEND 21, INDIANA 






















ROBERT FARRIS 


QO. A. Sutton Corp.—Bob Farris has 
been named as advertising manager. 
larris formerly advertising man 
ager of the laundry division of Crosley 
Bendix 


Was 





FREDERICK W 


REXFORD 


Globe American Corp.—Frederick W. 
Rexford has been named general sales 
inanager Rexford comes to Globe 
from the Tappan Stove Co 


Hoover Co.—Victor P. Buell has been 
named to head the company’s newly 
created marketing development di 
vision. A regional appointee is Robert 
L.. Healy who will act as area manager 
for the special products division in the 
Buffalo, N. Y. area. George H. Falvey 
takes over a like post with headquar 
ters in Boston 


Necchi-Elna—]. Steven Katonah has 
been appointed district manager to 
the metropolitan New York 
area. James A.. Everett, Jr., is now 
district manager of the Georgia, Ala- 
bama, Florida territory 


cover 





W. WALTER JABLON 


Presto Recording Corp.—W. Walter 
Jablon has been appointed general 
sales and advertising manager of the 
corporation. Jablon succeeds Thomas 
B. Aldrich in the post. 


Cory Corp.—Frank W. Germain has 
been named territorial manager for 
Pittsburgh, all of western Pennsyl- 
vania, and West Virginia. 


SEPTEMBER, 


PHILIP L. CRITTENDEN 


Hotpoint Co.—Philip L. Crittenden 
has been named manager of advertis- 
ing and public relations. David H. 
Grigsby is the newly named national 
advertising managet 


Coleman Co.—Martin G. Raake and 
Hascal Simmons, formerly zone man- 
agers for the company have been ap- 
pointed national field sales managers 
for the heating and air conditioning 
division 


Zenith Radio Corp. Norman C., 
Owen has been appointed manager of 
distribution Immediately prior to 
joining Zenith Owen had been presi- 
dent of the Webster Chicago Corpora- 
tion 


Olympic Radio and Television—Wil- 
liam M. Sevy has been appointed a 
regional manager covering the states 
and 


of Indiana, Kentucky western 


Michigan 





la 


A. M. ANDERSON 


Ray-O-Vac Co.—A. M. Anderson has 
been named as merchandising mana- 
ger for the company. Anderson had 
previously served as product develop- 
ment manager. 


Westinghouse Electric Corp.—Stanley 
Kempner has been appointed mana- 
ger of public relations for the corpora- 
tion’s radio-television division. A re- 
gional appointee is O. R. Coblentz 
named Pacific regional manager for 
television and radio. 


Allen B. Du Mont Labs, Inc.—George 
M. Hakim has been appointed west 
coast regional manager for the tele- 
vision receiver sales division. 


McGraw Electric Co., Toastmaster 
Div.—C. A. Vawter has been named 
territory representative in the Phila- 
delphia area, and R. H. Caugherty 
takes over a like post in the New 
York territory. 
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Rosenthal Shifts 


Don E. Rosenthal has resigned as 
managing director of the Nebraska- 
lowa Electric Council, the Electrical 
League for Nebraska and Western 
Jowa. On October | he will become 
secretary-manager of the St. Louis 
Electrical Board of Trade. He suc 
ceeds Carl H. Christine who is re 
tir 


James Simon, 50 


\ prominent Washington, D. C. 


appliance dealer, James H, Simon, 50, 
pa 1 away August 3. Mr. Simon 
entered the distributing business in 
19 d his firm is the Washington 


outlet for Zenith, Hotpoint, General 
Elect ind Mitchell. During World 


\\ Il, h erved as Federal price 
idministrator for 17 industries, in- 
cluding major ippliance ; and elec 
tre 


John Collier, 70 


| former president and chairman 
of the board of Crane Co., John H. 
Collier, 70, died recently at his home 
in Fairfield, Conn. Mr. Collier was 
president of Crane from 1941 to 1946 
and served as chairman of the board 
from 1946 to 195] 


Kiene To Retire 


Mrs. Julia Kiene, director of the 
Westinghouse Home Economics Insti 
tute, will retire from the company at 
the end of September and form the 
Julia Kiene Associates Consultant 
Service. Mrs. Kiene has been with 
Westinghouse for over 17 years and is 
the author of several books including 
the Betty Furness Cookbook, which 


sold over 80,000 copies this year 


New AHLMA Aide 





ROBERT W. BALCOM has been appointed 
associate director of the American Home 
Laundry Manufacturers’ Association, ac- 
cording to executive director Guenther 
Boumgart. In the newly created post, 
Baicom will cssist in administrative du 
ties and will direct the association’s pub 
lic relations and publicity activities. 


Hinchliff Retires 





LAST MONTH Ed Hinchliff left his desk 
as general sales manager of Amana 
Refrigeration and prepared to move to 
San Antonio, Texas. He is widely known 
in merchandising circles, having served 
with Middle West Utilities Co., the Easy 
Washing Machine Co. and the Carrier 
Corp., prior to joining Amana in 1944 
Hinchliff is credited with having started 
food freezer plans 


New G-M Consultant 


Che Frigidaire division of General 
Motors announced it has engaged 
Ruth Gaffney, New York consultant 
She will be active in the press rela 
tions field, representing Frigidaire 
with woman’s media. A former na- 
tional president of the Electrical 
Women’s Round ‘Table, Miss Gaffney 
is also a member of the National 
Home Fashions League 


R. Hammer Retires 


The advertising manager of the 
Tappan Stove Co. for the past 32 
years, Ray J. Hammer, retired on 
June 30. A graduate of Baldwin 
Wallace University and the Cleveland 
School of Law, he directed ‘Tappan’s 
advertising since 1923 


New Concord Head 


Franklin Hollis has been named 
president of the Concord Electric 
Co. of Concord, N. H. A graduate 
of Harvard, Hollis was a member of 
the law firm of Sulloway, Jones, Hollis 
and Godfrey. He also has been named 
recently to the presidency of Exeter 
& Hamilton Electric Co. of Exeter, 
New Hampshire. 


New Alliance Head 


John Bentia has been named presi- 
dent and general manager of the 
Alliance Mfg. Co., makers of TV and 
electronic components. Other new 
officers include Aries Vernes, vice 
president, R. D. Dettmer, secretary, 
and Robert Dunn, treasurer. 
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In the gas space heater field, 
the biggest percentage of 
profits goes to Dearborn 
dealers — because the 
Dearborn Cool Safety Cabinet 
gas area heater is the No, 1 
heater in all America in dollar 
volume of gas heater sales, 


It is No. 1 also in units 





sold for use with L-P gas. 


you can depend on 


DEARBORN STOVE COMPANY 


1700 W. Commerce St. Detlltes, tenes 
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SEE TONORRE he 7 
KITCHEN tiedagg « 


FROM THE appliance department at the Olson Co., a prominently marked ar 


et 


at 3 


Kile. 


helps to lure prospects to the store's specially built model kitchen 












FIRST STEP in making sale for planner Fred Walz is to get prospects to fill out 


a planning sheet showing their present kitchen plan 


2500 Prospects from “Tomorrow's Kitchen’ 


The Elmer Olson Co. of Minneapolis converted an old 


storage room into a showpiece kitchen that was seen 


by 2,500 prospects who are now providing a kitchen 


sale on the average of every other day 


LTHIN a week after the Kline: 
W N. Olson Co., of Minneapolis, 
invited the public in to see its 

“kitchen of tomorrow,” six customers 
had ordered complete new kitchens 
one an exact duplicate of the firm's 
$5,000 dream kitchen, even to curtain 
material and cake plates 

Checking on results less than three 
months later, the company found it 
was selling a kitchen remodeling job 
almost every other day—had totaled 
more than 30 during the period, had a 
potential for many more and had been 
too busy to check into 2,500 registra 
tions obtained during the open hous 

Che dream kitchen occupies a com 
pletely separate room at the main 
store, 500 South Eleventh Street, and 
contains every appliance necessary for 
convenience and comfort: custom-built 
range and oven, air-conditioning, dish 
washer, a I'V set mounted in the wall, 
and other features 

Teamed up with the complete 
kitchen is the company’s exclusive 
new process of decorating any surface 
mat plywood, enamel, etc,—to look 
like expensive, grained wood 

The method involves no special 
paints or equipment, but utilizes a 
small airbrush about the size of a 
fountain pen. Trick of the process, 
which has been in various stages of 
development over a period of three or 
four years, is training the artist to 
wield the brush correctly. 

The Olson company is offering its 
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customers a Compiete redecorating 
service and believes it is one of the 
few companies in this area to do so 
Result: business is booming 

lo promote the new kitchen plan 
ning service, which was opened in 
mid-June, the Olson company ran 
half page ads in the Minneapolis daily 
paper, used spot announcements dur 
ing its nightly news program on TV, 
spot announcements (teasers using the 
slogan “See ‘Tomorrow's Kitchen To 
day” at the Elmer N. Olson Co.) on 
radio, and used the slogan on state 
ments mailed out from the store 

Response was terrific. During the 
first week of kitchen open house 2,500 
persons registered, inspected — the 
kitchen, and filled out a short ques 
tionnaire asking if they were inter 
ested in remodeling or in purchasing 
the various appliances listed 


Too Many Prospects 


lo date the company has had to 
make no additional effort in attract 
ing kitchen remodeling customers. So 
many telephoned and personal in 
quiries have been directed to the store 
as a result of the open house week and 
subsequent word of-mouth advertising 
that Fred Walz, who is in charge of 
the kitchen planning service, admits 
that he and his staff of four assistants 
have not even had time to process the 
box of 2,500 questionnaires filled out 
during the opening of the kitchen. 

(Continued on page 292) 
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DISHWASHER, like all other appliances in model kitchen, | 






s installed for actual 
demonstration, gives housewives a chance to experience benefits 





SPECIAL FEATURE of Olson service is its process for simulating wood grain on any 
type of cabinet. The firm can wood grain a whole kitchen in a day 
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Your “$urprise-Package” Bonus for Christmas 


R-200-2 


AUTOMATIC 
IRONER 


The new 





AMERICA’S EASIEST-TO-SELL 
BIG-TICKET, BIG-PROFIT APPLIANCE 


GETS THE CUSTOMERS YOU'VE BEEN MISSING 


Mr. Dealer: After you've sold Mrs. Housewife a 
washer and dryer, complete her home laundry 
by selling her a Conlon Automatic Ironer. It 
relieves her of her most hated household chore... 
and, it’s big ticket, with a margin of profit that 
leaves plenty of room for merchandising and 
——_ trading. Stock it, display it, sell it...it 


means extra money in your pocket! 





HERE’S WHY: ONLY CONLON HAS 
ALL THESE SELLING FEATURES 


@ Exclusive side-glide hand-ironing action 
» @ Full 30” roll—takes sheets in 2 passes 


@ New Dual Thermostatic control—irons any 
fabric...even new miracle, man-made fibers 


| N EW | @ Non-sag roll—will support 300 Ibs. 
| «» @ Toe-touch control—leaves hands free for 
| feeding 
= ' THERMOSTAT @ 2-speed control—with pressing action 
i CONTROLS Piece being ironed is always visible 
i) 30x6'2"’ case-hardened, scratch-proof chrome- 
plated, rust-proof shoe—lifetime guarantee 











First time in automatic ironers— 


THE CONLON LINE OF IRONERS AND WASHERS FEATURES atria “wish, complete stony 





R-200-2 al C-76R-1 ae 


! as) piec) +> 4-2) 
— —- J a} 
Samet -- 3 ee 


Adjustable pressure 


. of @ Dual controls—use either hand or foot control 

rom ¢ tem to 4 at 

BOTH LOW PRICE AND ESTABLISHED BRAND NAME REPUTATION. tics peyton aod @ Motor and heat controls at fingertips 
@ improved ball-bearing casters require mini- 

mum effort, can’t mar floors 
ie ee 
DELUXE (i STANDARD _* | ECONOMY Sern | @ Double open-end roll—feeds from either side 

a 
® 


{ Heat-trap dome; focuses heat on shoe— 





lies al -_ " ’ we not on operator 
(eer ~) R "ae ‘ } Cr, | 
—— | ee — i 2 iy ORDER NOW FOR those Extra Christmos Bonus dollors 
—. = ae es a For Complete Information Write: 
soy STANDARD —4 ‘ ‘ 
° ° ND/ aailia CONLON-MOORE CORPORATION 
ns DELUXE swim er e J 73) 1806-1828 So. 52nd Ave. 
. 733-P ‘ without pump) ? ‘ (With or without pump) Chicago 50, Illinois 
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DIRON 


Model DV Il! 
$9.95 List 


| 


MODERN TY LAMP 
Model M60 
$4.95 List 


y PLANTER LAMP 
Model P80 
oY. 
$9.95 List 
— 

i PLANTER LAMP 
PPPs | ANTENNA 
Model PAS! 
$14.95 List 


FIGURINE LAMP 
Medel 170 
$9.95 List 


FIGURINE LAMP 
ANTENNA 
Model LAT! 
$14.95 List 


ee ee 
Model SA45 
$4.95 List 


GOLDEN WAND 
Model 1684 
$7.95 List 


5 


ir 
When you buy Peerless -7y5 
you buy the best 


PEERLESS PRODUCTS INDUSTRIES 


812 North Pulaski Roed 


tt ea 


WRITE FOR FREE CATALOG! 





Write teday for free ball point pen 
and catalog! 


Nome - — 
Street ——— 


City State —_ 


Yeur parts jobber 
er distributor 


Nome — 


Address — ———— 


€s 
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2500 Prospects 





They are so busy all day and during 
many evenings discussing plans with 
customers, visiting them in their 
homes to try various color combina 
tions and check specifications and 
arrange a workable schedule for labor 
that they have not had time to delve 
into the many potentials they feel 
sure are contained in the box of regis 
trations. 


Kitchen Sells Appliances 


Although the kitchen was designed 
and installed primarily to serve as a 
stimulus for the kitchen planning serv- 
ice, Walz points out that it is a won- 
derful means for effortless selling of 
apphances 

While showing potential redecorat 
ing Customers around I have personally 
sold quite a number of appliances,” he 
notes. “I don’t like to hurry the cus 
tomers interested in studying our 
kitchen with an eye toward their own 
redecorating plans and it’s roomy 
enough to accommodate customers in- 
terested only in purchasing a single 
appliance. When a customer sinks 
down in one of the comfortable chairs 
in the dining area she has a full oppor 
tunity of judging any appliance from 
the standpoint of service and appear- 
ance in her own home and she is at 
case while a sales person explains some 
of the technical points. Selling is easy 
this way and customers are delighted 
with this method.” 

Mr. Walz did not keep count of 
all the appliances whose purchase he 
personally supervised while engaged in 
his kitchen planning duties, but esti- 
mates about 15 appliances sold “out 
of the kitchen” during the first two 
weeks of operation. Salesmen, of 
course, continually use the room, also, 
because it has a powerful sales punch, 
Customers seem to feel that, while 
they cannot afford the entire dramatic 
layout, just ordering a sink and dish- 
washer or a refrigerator or perhaps 
the dining set on the basis of what 
they have seen will have a brightening 
and modernizing effect on their own 
homes 


Plan For Full Potential 


Mr. Olson, Mr. Walz and other 
store officials had long felt the need 
of some effective qlee diachee for 
home decorating in the kitchen field. 
—— the store stocks heavily in 
a number of major appliance lines, 
issues its own kitchen planning book- 
lets, advertises extensively in news- 
paper, radio, TV, and direct mail— 
still the store felt it was not realizing 
the full potential of kitchen planning 
business. 

Olson Company officials were early 
convinced that wall displays could not 
begin to do the job. Finally, after a 
year of planning and engineering, the 
full-scale kitchen came into being— 
surprisingly easy to manage since an 
old radio parts storage room at the 
rear of the store was readily made 
available for the project. 

The room measures 24 x 10 feet; is 
entered by means of an archway near 
the refrigerator sales area. A large sign 
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over the entryway proclaims this to be 
the kitchen of tomorrow. 

First impact of the room is its dual 
impression of convenience and home 
like atmosphere. Walz has blended a 
wide range of colors into his room 
interesting greens, oranges, browns 
with charcoal formica counter tops and 
wall treatments that run the gamut 
from provincial wallpaper to the new 
grained-wood effect, airbrushed on to 
mexpensive plywood. (Since some cus 
tomers have expressed a desire to have 
their entire kitchens in the new 
grained look, Mr. Walz is able to as 
sure them that the new method has 
an added advantage, speed of applica 
tion; the average kitchen can be wood 
grained in a day’s time.) 

“The kitchen is a very important 
room to every housewife,” says Mr: 
Walz. “She spends a good deal of 
her time there and wants it to be 
eficient and time-saving—and, since 
present-day entertaining is tending 
more and more toward casualness, she 
wants a_ kitchen that’s attractive 
enough to bring guests into.” 


Sales to New Homes 


Mr. Walz’ theories are borne out 
by the fact that 5 per cent of his re 
modeling jobs are in new homes 
homes less than two years old. “I 
have just been working on plans for 
a complete remodeling job on a brand 
new $28,000 home,” he said, “and | 
have done and will be doing lots more 
remodeling in new kitchens where 
cramped, stereotyped plans have not 
allowed either comfort or conven- 
ience.”’ 

Mr. Walz even does considerable 
remodeling work in apartments where 
tenants will undertake improvements, 
at their own expense, to make for 
happier, easier living. “One woman 
spent $1,000 recently remodeling her 
apartment,” Mr. Walz recalls. “She 
told me she’d probably continue rent- 
ing it the rest of her life and she 
wanted the kitchen comfortable and 
attractive.” 

Neither Mr. Walz nor other com- 
pany officials could venture a predic- 
tion about the total boost that the new 
kitchen—with its correlated planning 
service and the wood-graining specialty 
—would give business this year, but 
they have been so busy, despite a 
streamlined, closely aligned schedule 
that completely finishes a kitchen re- 
decorating job in 10 days, that they 
have had to trim their sales contacts in 
order to spend time only with serious 
prospects. 

This is a delicate situation, because 
they must be careful not to discourage 
those who might make up their minds 
to remodel even though, at first, they 
had no serious intent; and they must 
keep interested those who might, in 
future, become serious prospects. 


Separate the Prospects 


This then is the operating schedule: 
If the prospect telephones an inquiry 
or drops in to the kitchen, Mr. Walz 

(Continued on page 293) 
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DID YOU MISS 
THIS 
SALE? 


...She’s using the new 


DS Yotome 
HOME HAIRCUTTING KIT 


with the exclusive 
"CAN'T-60- (———— 
WRONG” 
METHOD 


More and more 
mothers are turning to the remarkable 
money-saving, time-saving Supreme 
Home Haircutting Kits. They find the 
exclusive ““Can’t-Go-Wrong” method so 
easy to follow. Cash in on these fast 
moving sales right now! Write today! 


MOST 
COMPLETE 
with SELF-SELLING DISPLAYS 


Supreme kits are conveniently packed in 
attention-gettin display cartons. When your 
customers see the “Can’t-Go-Wrong” man- 
ual they'll become quick buyers. Complete 
Supreme clipper kits are priced at 


$1095 $1495 $1995 


Supreme quality clippers include professional 
model at $29.95 and animal clippers at $34.95 


e S “tome KNIFE AND SCISSORS 


SHARPENER 


$1495 
? y- 
aL? 





Keenly desired 
by men and 
women 
Sharpens 
knives to razor- 
edge keenness 
ina jiffy, sharp 
ene aecissore 
evenly tothe 
very Pp Cash 
in on thie fast 
selling item, 
too! 














Write SUPREME PRODUCTS, INC. 


22225 
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Your Best Bet for a, 








TAPE RECORDER 


You have the right kind of customer 
to appreciate a real buy, like the FME 
Tape Recorder. For your true hi-fi 
enthusiast is best qualified to judge 
the merits of a highly sensitive re 
cording instrument. 

The FME is indisputably the value 
leader in its price class. With rugged, 
precision construction and smooth, 
simple operation, the FME rates at 
the top in ease of handling. Fast for- 
ward and rewind, separate volume and 
tone controls. Records and plays dual 
track at 3% or 7% IPS with extra- 
ordinary tone fidelity. 


PLUS FEATURES 


Response from 50 to 12000 eps, 

Less than 0.5% flutter or wow, 

Signal to noise ratio is 43 db. 

High fidelity ceramic microphone. 

Improved rumble-free drive. 

Simple, single knob control. 

Takes all reels to 7 inches. 

No tape breakage even with the 
new thinner tapes. 

Instant stop lever for hand or 
foot pedal operation. 


Only $139.95. Complete with ceramic 
microphone, reel of magnetic tape, 
take-up reel, power cord and plug. 


Some Exclusive Territories for 
Manufacturers’ Representatives 
are Open 





FEDERAL MANUFACTURING 
AND ENGINEERING CORP 
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2500° Prospects 
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lets the kitchen itself do the pre- 
liminary selling job. If the possible cus- 
tomer looks interested, asks questions 
relating to his own home, demon- 
strates a practical approach to selec- 
tion, price, space, possible reconstruc- 
tion and other aspects of the problem, 
Mr. Walz gives him a planning sheet 
on which to draw his present floor 
plan. On the back of this sheet are 
pertinent questions about the present 
kitchen and proposed and wanted im- 
provements. 

If the prospect submits this floor 
plan and continues to display interest, 
Mr. Walz draws up a floor plan. More 
interest? A plan is drawn up in 
perspective. 

The next move is a call to the pros- 
pect’s home where a detailed discus- 
sion is held on models, colors, living 
habits, budget, method of payment 
and other pertinent points 


Five Calls to Close 


Mr. Walz figures it takes five calls 
to the home to complete the arrange- 
ment for selling a remodeling job. 
After that, he drops in from time to 
time to check on the progress of the 
job and make sure that the customer 
is satished. 

These checks assure that his plan 
for coordinating labor is working out 
well in each instance. “You can lose 
a mark-up of 30 to 35 per cent just 
by not tying your labor together, by 
having painters tripping over plumbers 
or no workers at all showing up for a 
day or two.” 

In publicizing their new kitchen 
and their planning service, the Olson 
company emphasizes that the service 
is free and that remodeling plans will 
be entirely carried out by the Olson 
company—everything from floor to 
ceiling will be arranged by Mr. Walz 
and his assistants and the homeowner 
will be dealing only with that com- 
pany, not with any outside sub- 
contractors. 


Price on the Line 


The subject of price is laid right on 
the line as soon as plans are well 
enough formulated for Mr. Walz to 
compute the various figures. Financ- 
ing is seldom a problem. The kitchen 
is furnished entirely with one brand 
of appliances and equipment (Hot- 
point) and it is possible for the cus- 
tomer to make use of that company’s 
finance plan which permits of two and 
three year payment schedules; or the 
remodeling may be handled through 
FHA or, in the case of open-end mort- 
gages, added on to mortgage payments 
or the entire house may be refinanced 
with the remodeling figured in. In 
less extensive remodeling, the store 
itself often handles the financing. 
Many of the payments are in cash, 
possibly because about 25 percent of 
remodeling customers are in the 
$15,000 to $25,000 income bracket 
and 50 percent are in the $7,000 to 
$10,000 range. End 


1955 


INSURE CLOTHES 
DRYER SATISFACTION 





install 















The ORI GINAL 


AUND-R-VENT 


Install the original vent. Most dependable, most efficient. 
least costly. All aluminum. No rust or ice. Friction-free 
damper retards down draft. Easy to install. Standard 3” 
and 4” complete kits contain LAUND-R-VENT, three 24” 
lengths Snap Lock aluminum pipe, two adjustable alu- 
minum ells. Special kits available. 


NEW FIBERGLASS FLEXIBLE DUCTING! 


Finest available. Fireproof, tough. corro 





sion resistant. Silver-chrome finish. Bends 
to 1” radius. Furnished in 5 ft. and 8 ft. 
lengths in kite—11 ft. lengths in bulk. 


ASK YOUR JOBBER OR WRITE 


C 0 F E- § E W E F F Engineering Co. 


2288 UNIVERSITY AVE ST. PAUL 14, MINN 











No wonder builders say 


their top magazine is _ 
Better Homes & Gardens! 


ow 





Ibert Balch, 
| TELEGRAM FROM: ae ule, Washingto" 


Community B cease 
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DEALER SALESMEN were the key to success of CEl's 
dryer carnpaign. Dryers of cooperating distributors 
carried “Guaranteed Delight’ stickers, but it was up 
to salesmen to use guarontee certificates (held by 
salesman) to sell prospects on oa trial 


Money-back offer and full dealer 
cooperation in promotion of the 
Cleveland Electric Illuminating Co. 
makes 








Dryer Sales Jump 90% 


money-back guarantee for customer satis 
A faction with electric dryers (240 volt) was 
offered this spring by the Cleveland Ele« 


tric Iuminating Co, The Ohio utility offered re 
fund of full purchase price if the customer was not 
completely satished with operation of any of th 
twelve cooperating brands. Promoted through 500 
dealers and their distributors in Cleveland and the 
four-county northern Ohio area (436,000 resi 
dential customers in 1700 sq. miles), CEI’s aim 
was to create further acceptance through sound 
selling and merchandising 





GOOD TIMING enabled utility to tie in with annual 
Cleveland show, seen by 200,000 consumers 
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were up 61 pel 


cent over last year for January; jumped up to 122 


during the first quarter of 1955; a 90 percent gain 
backed by extensive 
paper, television and radio advertising. CEI spent 
$60,000 on the 


tion, a special sal 


The promotion wa 


lo boost dealer 
contest was set up 
contest offered a fre 


trip to the Kentucky Derby (including round-trip 


SEPTEMBER, 





ind spending money) to every dealer salesman 
who sold 15 or more dryers during the 49-day 
promotion, cash prizes for smaller sales totals. 
Pushing electric dryers is nothing new with the 
Illuminating Co. CEI’s metropolitan region ha 
iccounted for more electric clothes dryer sal 
per capita than any other urban area in the 
country since 1951. And the non-merchandising 
utility is aiming at topping the more than 15,000 
units bought by its residential customers last year 
in all time high) plus increasing the present 
7-to-3 margin over gas drve1 End 





INCENTIVES offered included cash prizes and all expense trips to the Kentucky Derby for those who sold 18 or 
more dryers during the 49-day campaign 
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BIG va 


$398 


plus tax 
retail 





Sparkling new 
clocks featured 
in a variety of 
brilliant new col- 
ors. Dependable ‘im 
electric wall 
clocks that are 
unbeatable in / 
price and de- 
sign. 












~~ 


the disc 


Dealer cost in dozen lots $2.37 ea. 


Display Easel 
shipped free. 


o) 


The New revolution- 
ary automatic de- 
froster. Eliminates 
hand defrosting . . . 
automatically de- | 
frosts all electric re- 





Dealer cost in dozen lots 


$3.58 


LADIES 


retail 


The hottest new sales promotional 
item on the market today. Shaves 
legs, under-orm . . . leaves skin 
satin smooth. Available in pastels, 
pink or blue. 


dealer cost in dozen lots. 
$2.37 Display Easel Shipped Free. 


All Herold Products are equipped with 
motors licensed by Westinghouse and are 
Underwriters Laboratories approved. Fully 
guaranteed for one year. 


Send for illustrated catalog sheets on 
our complete line of best selling promo- 
tional products. 


Get the details on Herold’s big adver- 
tising allowance. 


HEROLD, PRODUCTS COMPANY 


y West Wainut S$ 
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Distributors Appointed 





Admiral Corp.—Silberne Radio & Elec- | 


tronics Co., Washington, D. C.; 
Capital Appliance Distributors, Evans- 
ville, Ind. 


American Standard 
Co., Portland, Ore 


Catlin-Robinson 


Apex Electrical Mfg. Co.—James J. 


Kerwin Co., Los Angeles, Cal.; Adams | 


Distributors Co., Inc., Boston, Mass.; 
Peaslee-Gaulbert, Atlanta, Ga. 


Arvin Industries, Inc.—Monroe Hard 
ware Co., Inc., Monroe, La.; Cherry 


lolleson, Inc., Nashville, Tenn.; Arve- | 


don Distributors, Inc., Boston, Mass.; 
W. A. Case and Son Mfg. Co., Erie, 


Pa.; Billmeyers, Inc., Pocatello, Idaho; 


Electric Fixture and Supply Co., 
Omaha, Nebr. 

Du Mont Labs, Inc.—Igoe Brothers, 
Inc., Newark, N. J. 


Motorola, Inc.—Mountain Electronic 
Co., Inc., Charleston, W. Va.; Erskine 
ly Appliances, Inc., Rochester, 


Hea 
N.. Es 


Mullins Mfg. Corp.—M. E. Silver Co., 
Rochester, N. Y.; R.C.A. Victor Dis 
tributing Corp., Erie, Pa.; Appliance 
Wholesalers, Youngstown, Ohio; Tri 
State Appliance Co., Clarksburg, W. 
Va.; A. A. Schneiderhahn, Davenport, 
la. 


Norge—McClain and Pleasants, Inc., 
Charlotte, N. C.; McCracken Supply 
Co., Greensboro, N. C. 


Peerless Corp.—Lawrence Elliot Co., 
Cleveland, Cincinnati, O., Indianapo 
lis, Ind 


Raytheon Mfg. Co.—BEST clevision 
Distributing Corp., Lansdowne, Pa.; 
Banks Miller Supply Co., Huntington, 
W. Va.; Georgia Distributors, Inc., 
\tlanta, Ga.; Hicks Distributing Co., 
New Orleans, La. 


Republic Steel Kitchens—Choquette 
and Co., Inc., Providence, R. I. 


Revco, Inc.—General Distributors, 
Clayton, Mo.; Porth-Early Co., San 
born, Ia.; Sioux Falls, S. D.; Peaslee 
Gaulbert Corp.; Atlanta, Ga.; Erie H. 
Bell Co., Winnipeg, Manitoba. 


Servel, Inc.—Appliance Distributing, 
Billings, Mont. 


Sylvania Electric Products, Inc,—May.- 
flower Sales Co., St. Louis, Mo.; 
Wright and Wilhelmy Co., Omaha, 
Nebr.; Cladco Distributors, Inc., Buf 
falo, N. Y. 


Westinghouse Electric Corp.—Lowe 
Electric Co., Macon, Ga.; Aurora 
Home Furnishings Co., Aurora, IIL; 
Indiana Artophone Corp., Evansville, 
Ind.; Wagner Hardware Co., Mans 
field, Ohio; Kalispell Mercantile Co., 
Inc., Kalispell, Mont.; Smith-Faus 
Drug Co., Salt Lake City, Utah; Mack 
Electric Supply Co., Dothan, Ala.; 
Puritas Paper Co., Lorain, Ohio; Alli- 
son Erwin Co., Charlotte, N. C 
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NEW...FLOOR MERCHANDISER 


AND SHIPPED DIRECT TO YOU 


FREIGHT PREPAID 


DEAL D-8. 


.» CONSISTS OF 8 SCALES 


AND FREE MERCHANDISER 


HERE'S THE DEAL: 


3-Model 222 


3-Model 600 Capri 
1-Model 400 Coronet 8.95 
1-Model 279 Chrome 


Retail (each) 
East Far West 
6.95 7.45 
7.95 8.45 

9.45 


9.95 10.45 


1-Floor Merchandiser FREE 


Total Retail 
Delivered Cost 


Lots of impact in 
little floor space. 
Only 14" x 14" x 38" 
high. No assembly; 
unit is ready for im- 
mediate display 
when you get it. 

THE BREARLEY 


The PROMOTION 
that MOVES 
the GOODS 


MOVED CARLOADS OF 
MERCHANDISE FOR 


Whirlpool 


Want the facts on a fabulous success 


story? Want to know how DINNER- 
WARE by STETSON is moving “big- 
ticket’ merchandise at the dealer, dis- 
tributor and manufacturers levels for 
Whirlpool? 


You'll be amazed! And you can put the 
facts to work for you! 


GET THE FACTS TODAY—ABOUT THE 
MOST SUCCESSFUL TIE-IN PROMOTION 
EVER USED BY WHIRLPOOL! 


WRITE DIRECT TO—George Seibert, 
Seles Promotion Manager 


tetson China Co., uncou, u 


Americas lorged ord Most Modern Dinnerware thamhachse 





YOUR PROFIT (334%) 


fast Far West 
63.60 67.60 
42.40 45.00 


21.20 22.60 


COUNSELOR 


Scales 





COMPANY © ROCKFORD, ILL. 





SEE 
BETTER HOMES 
AND GARDENS 
SEPTEMBER 


SEE WHY... 
IT’S GOING 
TOUGHER THAN EVER 
TO SELL AGAINST 
THE 1956 NORGE 
LAUNDRY LINE! 


TO BE 





Over 36,000,000 
consumers will see the 
new Norge Laundry Line 

in nine September 

National magazines 


PAGE 295 

















INDEX TO ADVERTISERS 





A-P Controls Corp 150 
Add Sales Co . 276 
Advertising Council 218, 266 
Airtemp Div., Chrysler Corp 183 
Altorter Bros. Co 184, 185 
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American Television & Radio... 262 
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2nd Cover 
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King Size Crying Towel 















Ren” em with ROLL-OR-KARI 






DUAL TRUCKS sso" P re 
ROI Ip | Aessce |S D 
PORTABLE RAS | 


dle appliances. Cignts ture 
Patented Step-On Roto Sho with table, 











Lift — Retractable TuRNt A.C. only, 
¢ heels. Cap. 1,000 nainigtrononng 
lbs. Ship. wt. 45 Ibs. The action display way 
REGULAR MODEL equi ith fixed wheels, 
DE LUXE MODEL egies ite et one ond to boost your sales! 
A ‘ Write Dept. B The Kasson Roto-Sho assures profitable, 


trouble-free operation. Used nationally by 
merchants for unusual action displays. Per- 
mits novel lighting eflects as well as opera. 
tion of electrical devices. Tables in 9¥", 
14” and 18” diameters. Sturdy stee! con- 


it EE | NEW FREE 1956 | | sicviny trie tard te sow 


ROLL-OR-KARI CO. 











36 PAGE ing build-up fixture and prices 
ACTION was what Warren-Connolly, Motorola distributor in New York wanted KASSON DIE & MOTOR CORP. 
when they found that back orders for portable radios had passed the 6,000 mark. | Vacuum Cleaner Formerly General Die & Stamping Co 


t. E-95, 32-14 North Ivd 
How they made their wants known to the manufacturer is shown in the picture PARTS CATALOG ene * Kove at 1 ag 
above, Ed Taylor, right center, marketing vice-president and radio sales manager, 


Integrity Since 1919 
Kip Anger, of Motorola pose with one of the sell out portable models JUST OFF THE PRESS 


WRITE, ond get your copy Delivery Costs Too High? 


DISTRIBUTOR NEWS EDER VACUUM CLEANER CO. ONE MAN 


13345 Livernois . TExas 4-1010 























Dept. 4 Detroit 38, Michigan With a : 
: The L t V cl Rebuild a 
Victor H. Meyer Co. in other groups were; Sidles Co., ond Ports Canpotw in the Midwest H Y K E R / ) 
Nat He Omaha (group 2); Klaus Radio and 
Bayside, N. Y. Sylvania distributor Electric Co., Peoria, (group 3); Frank a CAN WALK 
Victor H. Meyer recently held a 3 day 







A 350 Lb. Appliance 
UP STAIRS 
ALONE gg 


No Helper! “HYKER” 
9068 W. Lycoming, Phila, 40, Pa. 


Lyon Co., Little Rock, (group 4). 


show for dealers which was billed by 
the company as the biggest show of its 
kind ever held in the N. Y. area. Personnel Appointments 

More than 2400 persons were in at- 
tendance during the course of the Adams Distributors Co., Inc., Boston, 
show which in addition to a showing Mass. and Providence, R. 1.—Arthur 
of new Sylvania products, included <A. Currie, (vice president and general | 
a guided tour of the Sylvania research manager), 
center which is located in Bayside. 


A 








SELL YOUR REPUTATION? 


Learn unique way to increase wate and seein 
insure that your facilities, know-how, retiability, 
become potent speeere in every sales effort, Copy- 
. righted es alds, ethods can be yours exclu 
Admiral Distributors—Harris Hesketh, crap, Se coneanes ‘or details. Mail’ your letter. 


to 
(general manager—Denver division); | ZUM UAGL TAT TRUCK co. MERITSEAL, INC, 
Frigidaire Sales Corp. John R. Hodgens, (general sales man- oe eee nee, Crees. Ea 3 Bepet Plese Walte Pains, WN. V. 


\ new headquarters and distribu ager, Boston division). SEARCHLIGHT SECTION 


tion center has been opened by the 


New Orleans branch of the corpora- CBS-Columbia of Souther Ohio, WANTED NEW ELECTRICAL PRODUCT 























tion Cincinnati.—Charles EF, Goodmanson, To MANUFACTURE AND MARKET 
vene 1¢@ By well established, ind 
The new ce nter has a total floor (general manager). ” as national distribution threwgh finest hardware. wlectrloal distrinutors, deparimant 
spac of 60.500 square feet of ware- ‘ores, mall erder houses. interested in new product to make and market. 
22.000 f Be f Basis outright sale or royalty. 
1OUSe Space, <4, _ Square tcet O Emerson-Midwest, Chicago, I1].—Ru- 80-5580 ELECTRICAL MERCHANDISING 330 W. 42 St., New York 36, WN. Y. 
othce space, and 4,500 square feet 





ben R. Schoenberg, president). 

















or Serv ‘ ‘ accessories. | ; 
for service parts and accessoric Ihe BUSINESS OPPORTUNITY OFFERED , 
building will serve dealers in Louisi 247: ‘ Hines forces sale of California's most desirable RAY-O-VAC COMPANY 
G-F Sup »ly Co Nx W York N Y f Vacuum Sales & Service. Established 26 yrs. in 
ana, southern Mississippi, and sections yk, Supply 0., | p Be Be sg al gg A Sree over Seek ; ‘ 
. : . . $4000, a mon xpert couple could handle. Owner Seeks several outstanding professiona 
of Alabama and Florida. George B. Colesworthy, Jr. (CONSUIMECT | | Qitt fease modern Bide. and equipment. $30,000 salesmen for new epee ‘al slevthorli ‘in 
goods sales manager). ptue Faventory. the Mid-West, Kach position pays a 
Write Ethel Ormes for details. good salary plus commission which 
827 Bonita St. Monrovia, California brings it considerably above the aver 
RCA Estate Graybar Electric Co., Major Appliance Siosaman moamoaticar ba ive ee ee 
P 4 . : “ hue ) eon su 
More than sixty sales personnel Div., New York. Earl M. McCutch POSITION WANTED car, are paid weekly, At least two 
RCA Estate’ distril con, (sales manager) Roy Cunning a tetrih Dm cngpameins Bae yp J sy) yes 
— state distributors were ym (manager, Bendix sales) industrial Designer—Seoke position direst. essential, Age 25-40. Write for applica. 
guests of the company on a week's att, aMAaRNT, . = , ing design program. 5 years experience in yaseed tes ge o° 4 hpe ny apprica 
5 . appliance and product atyling. University tion blank to Karl Bing, Ray-O-Vace 
cruise in Canadian waters during the design degree. Proven ability to increase Senate’ wrest Accounta Div n 
, » ctate Flectric (| . : | sales, Married, 32, male. PW-75038, Elec- Madison incon#in, All repile held 
latter part of August. The trip, which Interstate Electric Co., New Orle ans, trical Merchandising, 520 N. Michigan strictly confidential 
included free passage for wives of win- La.—George C. Howell, Jr., (presi- | Ave., Chicago 11, Mlinois, 








ners, was awarded for ranze sales of dent). 





vvVvV—VV7V7"97979797979799"99797" "Fe 


diye: o— the first six 7 shea MANUFACTURER'S REPRESENTATIVE MEG. REPRESENTATIVES 














7 
Jones-Sylar Supply Co., Miami, Fla.— (Still warm, and Ready to Go) , 

Winners met at the Waldorf-As- \fack Johns, (general manager) Phonographs, Tape Recorders, Hi-Fi 
toria in New York, celebrated with an Yoteren of the Appliance Dastoose since Hard-hitting men who have distribu- 
evening on the town, and were then \ . 2 . ; liance training with Public Utilities. >» tion contacts with appliance-radio TV 
flown to Montreal to board ship. lotor Radio Co., Inc., Kansas City, H devariore, Regional, pand aa viataiet , distributors and retailers. Leading 

Distributors were divided into four M9. F. Gene Abrams, (general sales dising. Developed good distribution and company with rapid expansion. Ter. 4 
catagori wenotinn te clan and ein manager). Product for many of today’s . Name titories open NORTHWEST | 
atagorics, é , 1g tO SIZE and mk n SOUTHWEST AND SOUTH. Write 
ket potential. First prize in the larg- Als Conditioners, Television, and einer details of territory you cover, sales | 
est group went to fF. C. Hayer Co. J. A. Williams Co., Pittsburgh, Pa.— | | sales assignment with reputable Com force, and lines you carry. in com- 
of Minneapolis, with Bruno-New York Charles H. Weaver, (manager, adver- wien plete confidence, 
and Ohio Appliances of Dayton tied _ tising); C. E. Stauffer, (general sales BA-7468, Biectrical Merk ae Myyo Wa Me New York 36,8. 

| 2nd 8 Ne ) : | 

for second place. Virst prize winners manager). FOO Wi CORO Chie SIG Sere wane PR bsp topet ys: 6 Re 
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EDITORIAL 





Let's Stop Being Color Blind 


ELEVISION has come of age. From its first com 

mercial introduction in 1946, when less than 

10,000 sets were sold, the industry has performed 
the incredible feat of producing and selling over 36 
million sets to American homes in less than 10 years. 
This represents a saturation of close to 80 percent. The 
social and economic impact of this new medium of 
communication has been incalculable. 

But there are signs on the horizon that the current 
rate of sale of black and white sets, running at about 
a 7-million unit clip annually may slow down. True, 
ownership is no precise criterion of potential sales. 
There are some 55 million cars on the road, but sales 
continue to run better than 5 million cars a year. 

Obsolescence, breakdowns, new and _ improved 
design features, sales of two or more sets to families 
able to afford them, all point to a flourishing market 
for years to come in the monochrome TV business. 

Yet we can no longer look to the opening of virgin 
markets for new business. When the freeze ended 
there were only 108 stations on the air; today there are 
436. And while UHF has run into plenty of troubles, 
it is reasonable to presume that there will be mor 
rather than fewer broadcasters. In other words, we have 
reached maturity in the television business and that 
very fact means that future expansion must come from 
a new and more dramatic approach. That approach, 
obviously, lies in the exploitation of color TV 


T is hard to believe that color has actually been on 

the market for a year-and-a-half and sales have been 
so pitifully few. We won't rehash the reasons—high 
everybody has had a 
crack at diagnosing the trouble. But we do believe that 
if the television industry is going to maintain its present 
rate of growth and expansion, the time is ripe for a real 
push this fall on color. And, that the manufacturers, 
distributors and dealers of the country must take the 
lead in promoting and selling color to the public. The 


price, scanty programming, etc 


f 
x 
product has been proven, the prices are within reason 
(at least for the better income groups) and the pro 
gramming this fall (12-15 hours per week) is adequate 
for effective demonstration. 

If only 25,000 to 30,000 sets are sold this year, the 
trade will not have even sampled all the distributors 
and dealers. It would require close to 100,000 sets to 
do a minimum sampling job. 

The trouble seems to be that everybody (with one o1 
two notable exceptions) is waiting to see what the other 
fellow is going to do. This is true at the manufacturing 
level and if the set-makers themselves are not prepared 
to make the necessary investment to open markets, their 
distributors and dealers can hardly be blamed for being 
lethargic or indifferent. The pressure must come from 
the top. That does not mean that the distributive 
trades are blameless. Over a year ago, manufacturers 
tried to get color TV off the ground, but many dis 
tributors and dealers were so fearful of the probable 
effect color would have on their flourishing black-and 
white business that they made little or no effort to sell 
color. 


U'T now that prices are within reason, at least for the 

luxury trade, and broadcasters are planning a big 
expansion in color programs, we in the distributive 
trades must accept the challenge and make an effort 
to move enough sets to get the color ball rolling. If 
we don’t, we will not only be forfeiting our established 
position in the television industry, but will be risking 
opportunities for future business in the event black 
and-white sales slump. 

Any kind of concerted effort on the part of the 
industry could easily result in sales in 1956 of from 
500,000 to 1,000,000 color sets. ‘This would be profit 
able for everyone concerned and would herald the 
first big year in a new and exciting business. 

Let's stop being color blind. 


Lameren tery - 


Editor 
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%4-INCH TAPERED BOARD PASSES THROUGH WRINGER ROLLS to test the strength came loose, the Lovell rolls were still going strong. Even after hundreds of passes, 
of the bond between the rubber and the steel shafts. After all competitive rolls the breakdown test failed to loosen some of the Lovell rolls from their shafts 


TORTURE TESTS 


prove Lovell wringer rolls 


outwear all others by 
as much as 235% 


E SURE youre giving your customers the best by using genuine 
A CHAIN OF TOUGH HARDWOOD LINKS GRINDS ITS WAY continuously Lovell wringer rolls, bearings and parts for every replace- 


between wringer rolls under pressure in this rugged test to check wear ° rr 9 ’ ° ¢ 
ing quality of the rolls. Results show that Lovell wringer rolls outwear ment job. hey ll know you re giving them the best when they 


all othe b é h 235% ! 494 4 
a see the familiar “Lovell” on the roll. Tell new wringer washer 
customers the advantages of Lovell rolls, too. It’s a quicker 
way to sell the women who buy wringer washers. 


SPECIAL BONDING AGENT holds 


roll firmly to shaft 


CUSHION OF PLIABLE RUBBER 
insures thorough pressure cleansing 


action 


(4 TREAD 1S EXTRA TOUGH to resist abrasion caustics, 


alkalies, yet is soft enough to protect buttons and zippers 


a i Ge 
IMMEDIATE SHIPMENT OF LOVELL REPLACEMENT ROLLS FOR ALL | | P R E Ss S U R E Cc L E A N $1 N G 


{ 
WRINGERS! Photo shows a portion of Lovell’s wringer roll warehouse \ p 
in Erie which keeps hundreds of Lovell distributors from coast to coast W R | N G E a S 
supplied with every size of wringer roll you'll ever need. (Lovell even 4 


makes rolls for many special industrial uses, in sizes up to six feet LOVELL MANUFACTURING CO. «+ ERIE, PA. 


long and twelve inches in diameter.) 





. NOW! THE MAGIC OF 


DISN EYLAND 
———__N0 


| WILL SELL FABULOUS FOODARAMA 
cOR KELVINATOR DEALERS! 









































© Walt Disney Productions 


Here’s new sales magic for the whole Kelvinator Line! 


On September 28th, TV's greatest family program goes to work for 
the Kelvinator dealer! 

Watch it tell the world about FooparRama, sell the nation on 
FOODARAMA! Watch it take the entire Kelvinator line of appliances 
into millions of homes, nearly 50,000,000 hearts! For Disneyland, in 
less than a year, has joined the top five TV ratings, with a network of 
170 stations! 

It’s a family show that clears the streets of traffic 
night . . . then watch that traffic head your way! 

See Disneyland unfold the many wonders of wonderful, 


every Disney 


fabulous 





Kelvinator Dealers are celebrating 
ANOTHER great milestone —the manufacture 
of Kelvinator's 15 millionth major appliance. 











FOODARAMA .. . then see the temperature rise in your sales figures as 
the hottest appliance in America is promoted by the hottest entertain- 
ment in America! 

Be ready for what happens when Disneyland audiences see those 
FOODARAMA doors open on the most sensational food-keeper of all 
time—the one featured editorially in McCall’s, American Home, 
Woman’s Home Companion and Living For Young Home Makers .. . 


and in newspapers across America! 


Add your name to two of the biggest names before the American 
public today ... KELVINATOR . . . DISNEYLAND! 


Khehuznator 


DIVISION OF AMERICAN MOTORS ‘2. 


MEANS MORE FOR AMERICANS 





